
High topical relevance of academic marketing research originating from UoC 

 

Of the 25 most downloaded articles from the global International Journal of Research in 
Marketing in the last 90 days (Nov 2021 -Jan 2022), 6 articles alone were from researchers 
at the University of Cologne. This speaks for the relevance of the topics that are being 
investigated at the UoC Wiso’s Marketing area. 

(Source: https://www.journals.elsevier.com/international-journal-of-research-in-marketing/most-
downloaded-articles; site access on Feb 10, 2022) 
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