
 

Ɇʢʻʩʹʮʢʴ ʸʷʨʥʷʻʷʤʴʩʶ Ɋɒɇȿ ʤ ˁʩʴ˒ʿ ʸʷʨʨʩʹʬʲʮ ˁʩʶʻʹʢʴʮʭʷʤʢʶʶʷʯ ϵʶʢˁʮʷʶʢʴ˅ʶʷʯ϶ ʸʷʨʸʮʺʲʮ ʶʢ ʮʶʾʷʹʵʢˁʮʷʶʶˇʩ ʹʩʺʼʹʺˇ Springer Nature . 
Ɋʢʺʸʹʷʺʻʹʢʶ˒ʩʻʺ˒ ʶʢ ʼʺʴʷʤʮ˒ʿ ʷʻʲʹˇʻʷʯ ʴʮˁʩʶʭʮʮϤ ʢʶʢʴʷʥʮˀʶˇʿ ʼʺʴʷʤʮ˒ʵ 9ŧďíųĪƋď 9ŌńńŌŅū ϵ99-BY-¼! ͜ϩ͘϶ϩ Ɇʢʻʩʹʮʢʴ ʶʷʺʮʻ ʺʸʹʢʤʷˀʶʷ-
ʮʁ ʾʷʹʵʢˁʮʷʶʶˇʯ ʮ ʢʶʢʴʮʻʮˀʩʺʲʮʯ ʿʢʹʢʲʻʩʹ ʮ ʶʩ ˒ʤʴ˒ʩʻʺ˒ ʹʩʲʴʢʵʷʯ ʤ ʺʷʷʻʤʩʻʺʻʤʮʮ ʺ ɏʩʨʩʹʢʴ˅ʶˇʵ ʭʢʲʷʶʷʵ ʷʻ ͙͛ϩ͛͘ϩ͚͘͘͞ ʥʷʨʢ ͛͠-ɏȾ ϬɈ ʹʩʲʴʢʵʩϬϩ 

Springer Nature 

Journal of the Academy of Marketing Science 
ASJC (Scopus): Economics and Econometrics / Marketing 
ISSN: 0092-0703,1552-7824 
ІГĨ-ЗВДĴ: http://link.springer.com/journal/11747 
ЍЖЕĵĮİĮ: OpenAlex, Scilit, Scholia 

ńƀŨŸųŶŧƅųųɹžɹƀƄŧžſųŮŹɹŧũſŻŽŻũɹųŲɹŅŻžžųŴžŶŻŴɹŊŮŭŮŽŧƅųų 
)ĳЕ!īВĲĲĻı!Tdpqvt!ĲВ!31/15/3134* 

 0 (2021) | 0 (2022) | 0 (2023) 
  

 
)ĳЕ!īВĲĲĻı!ĲВ!31/15/3134* 

112  įЕİĮķГЗĴĩЕ!ĳИĨİĮįВĶĮД!3133-34!ĪĪ/ 

50%  ĳИĨİĮįВĶĮД!3133-34!ĪĪ/!ИĬГ!ĳЖЕĶĮĴĮЖЕĩВĲĻ!ЙЕĴĿ!ĨĻ!2!ЖВĭ 

ňžŸŻũųƖɹŭŻžſƀżŧ 

37% ĳИĨİĮįВĶĮД!3131-34!ĪĪ/!īЕЗĴИĳĲĻ!ĴЕİļįЕ!ĩ!ЖВıįВЙ!ĳЕīĳĮЗįĮ 

16% ĳИĨİĮįВĶĮД!3131-34!ĪĪ/!īЕЗĴИĳĲĻ!ĩ!ĩĮīГ!ĳЖГĳЖĮĲĴЕĩ!)ĩ!ЖГĳЕĭĮĴЕЖĮĿЙ* 

ǻǺɹźŧųŨŻŸŮŮɹƅųſųŽƀŮŹƋƃɹżƀŨŸųŶŧƅųŴɹǼǺǼǺ-ǼǽɹŪŪɐ 
)īİĿ!ĴЕĪЕ-!ķĴЕĨĻ!ИĩĮīГĴļ!ĳИĨİĮįВĶĮľ-!ĲВĬıĮĴГ!ĲВ!ĭĲВķЕį!EPJ* 

1.  How artificial intelligence will change the future of marketing [DOI] 
2.  The future of social media in marketing [DOI] 
3.  Explainable AI: from black box to glass box [DOI] 
4.  Customer experience: fundamental premises and implications for research [DOI] 
5.  A strategic framework for artificial intelligence in marketing [DOI] 
6.  The future of in-store technology [DOI] 
7.  Consumer effects of front-of-package nutrition labeling: an interdisciplinary meta-analysis [DOI] 
8.  The future of technology and marketing: a multidisciplinary perspective [DOI] 
9.  Social media marketing strategy: definition, conceptualization, taxonomy, validation, and future agenda 
[DOI] 
10.  Understanding anthropomorphism in service provision: a meta-analysis of physical robots, chatbots, 
and other AI [DOI] 

ǻǺɹźŧųŨŻŸŮŮɹƄŧžſŻɹũžſŽŮƄŧƕƇųƃžƖɹſŮŽŹųźŻũɹũɹżƀŨŸųŶŧƅųƖƃɹǼǺǼǺ-ǼǽɹŪŪɐ 
)ķĴЕĨĻ!ИĩĮīГĴļ!ЗĳĮЗЕį!ЗĴВĴГД-!ĲВĬıĮĴГ!ĲВ!ĴГЖıĮĲ* 

Business | Marketing | Computer science | Psychology | Advertising | Mathematics | Political 
science | Economics | Law | Social psychology 
  

http://link.springer.com/journal/11747
https://explore.openalex.org/sources/S92522684
https://app.scilit.net/sources/20971
https://scholia.toolforge.org/venue/Q1652790
https://api.openalex.org/works?filter=locations.source.issn:0092-0703|1552-7824,from_publication_date:2022-01-01
https://api.openalex.org/works?filter=locations.source.issn:0092-0703|1552-7824,from_publication_date:2022-01-01
https://api.openalex.org/works?filter=locations.source.issn:0092-0703|1552-7824,from_publication_date:2020-01-01,oa_status:closed
https://api.openalex.org/works?filter=locations.source.issn:0092-0703|1552-7824,from_publication_date:2020-01-01,oa_status:green
https://doi.org/10.1007/s11747-019-00696-0
https://doi.org/10.1007/s11747-019-00695-1
https://doi.org/10.1007/s11747-019-00710-5
https://doi.org/10.1007/s11747-019-00718-x
https://doi.org/10.1007/s11747-020-00749-9
https://doi.org/10.1007/s11747-019-00697-z

