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Abstract Taking 887 relevant papers in the Web of Science database as the analysis object, and with the help of Citespace III software devel-

oped by Chen Chaomei’s team, this study makes a visual mapping analysis of the brand community field from the perspective of research

hotspots, cooperation between countries (regions) and institutions, and co-citation networks. The study has found that research hotspots in this

field focus on brand community, community, consumer, internet, model, loyalty, word-of-mouth, impact and trust. The United States has ab-

solute strength in leading the research frontier of this field, and the degree of cooperation within the country is higher than that of international

cooperation. The core papers in this field were published in from authoritative journals in the field of management. Through the analysis of the

core papers, readers can further understand the development context of the brand community field.
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1 Introduction

Since the concept was proposed by Muniz and O’Guinn in
2001, the brand community has received wide attention from the
academic circles. Brand community has become a frontier and hot
topic in the current management research. Muniz and O’Guinn
stated that a brand community is a special consumer group that is
not restricted by region, and it is based on a series of social rela-
tionships formed by consumers who use the same brand'''. Since
then, some scholars have carried out further research on the con-
notation and function of brand community. For example, McAlex-
ander pointed out that the brand community is a customer-centered
central network>'. Bagozzi and Dholakia stated that a brand com-
munity is a social group formed by customers who have a common
passion for a brand, and they can accomplish a common goal or
express mutual emotion and commitment through group behav-
ior™). Albert et al. "*' held that a brand community is a collection
of specialized consumer groups, and there are differences between
it and traditional communities due to its commerciality and
members’ interest, preference, and even fanatical love for the
same brand. Some scholars analyzed the interrelationships among
concepts such as consumer brand identity, brand community
identity, brand community commitment, and brand loyalty
within the brand community. In addition, some scholars thought
that brand community is not only a group or group concept, but
also a management tool for high-quality marketing, innovative
management and the formation of good customer relationships.
Whether it is now or in the future, research on brand communities
means unprecedented opportunities to explore the social network
environment"".

In order to obtain a deeper understanding of the research sta-
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tus, research hotspots and development context in the field of
brand community, with the aid of the Citespace III software based
on Java applications developed by the team of Drexel University
Chen Chaomei in the United States, we conducted an visual map
analysis of the brand community field from the perspectives of re-
search hotspots, cooperative relations between countries and insti-
tutions, and co-citation networks, in the hope of providing a cer-

tain reference for future research.

2 Research design
2.1 Research methods

visual analysis of the brand community field, we analyzed the hot

Using Citespace software to conduct a

frontier issues of the brand community, the cooperative relation-
ship between countries and institutions, and the co-citation net-
work. CiteSpace software can not only present the cooperation net-
work of countries, institutions, authors, etc. , but also discover
the knowledge base and frontier nodes of a certain research field
through co-cited papers, and explore the characteristics of classic
reference, subject knowledge structure and development and evo-
lution trends through mining of frequently cited references.

2.2 Data acquisition In this study, all the data were selected
from the Web of Science database, with " Brand Community" as
the keyword, and " English" as the language, and 3 722 results
related to " Brand Community" were obtained. Then, we refined
the types of papers, and obtained 887 relevant papers. These 887
papers were exported in full-text format, including full records and
cited references, and all downloaded brand community text files

were named with " download" and ending with ". txt

3 Results and analysis
3.1 Analysis of research hotspots After importing the above
text file into Citespace, we selected Keyword analysis to get the

results as shown in Fig. 1. There are 336 nodes and 700 lines in
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the map. The color and thickness of the " annual rings" in the
map separately represent the time and quantity of the keywords.
The darker the color, the longer the research time, and the larger
the circle, the more frequently the keywords appear. Besides, we
used the centrality to measure the role of key nodes in the evolu-
tion of the research frontier. Centrality is an important concept in
social network analysis and it reflects the importance of an
individual’s structural position. There are three types of centrality ;
degree centrality, closeness centrality, and betweenness centrali-
ty'®. The centrality mentioned in this study is the betweenness
centrality, which is the degree of control of a specific node over
resources. The greater the centrality of a node, the more critical
its role in the network map. Nodes with a centrality greater than
0.1 are considered key nodes, and are regarded as key hubs for
the transition from one period to another. The key node informa-
tion extracted from Citespace with a centrality greater than 0. 1 is
listed in Table 1. These key nodes are also keywords with high fre-
quency, that is, research hotspots in this field”’. In terms of the
definition of brand community, it can be seen that a brand com-
munity is a cluster formed by consumers who identify with the
same brand and is not limited to geographical regions. It is a com-
plete social network entity. For consumers, the existence and sig-
nificance of the brand community lies in providing consumers with
various extraordinary consumption experiences related to the
brand. Mc Alexander et al. > pointed out that while community
members share product experience and form brand preferences, it
will exert a word-of-mouth effect on the brand. While the brand
community enriches consumers’ brand experience, it will also
stimulate consumers’ sense of community identity and belonging.
Some consumers even associate positive or negative evaluations of
brands from the outside world with their social dignity. Therefore,
communities, consumers, internet, loyalty and word-of-mouth
have become the objects of great concern of scholars. In addition,
in the research on brand communities, researchers have proposed
a lot of theoretical derivation models. For example, Mc Alexander
proposed a theoretical model to explore the mechanism of brand
community, brand relationship, brand satisfaction and customer
experience on customer loyalty’ . Bagozzi and Dholakia conduc-
ted an in-depth analysis of consumer participation and brand com-
munity using structural equation modeling from the perspective of
social psychology’’. Therefore, model exploration is also the fo-
cus of research in this field.

3.2 Analysis of research strength of countries and institu-
tional cooperation network In Citespace, we selected the node
type as Country, and obtained Fig.?2 after running. In Fig.2, the
size of the nodes indicates the research level of each country in the
field of brand community, the line indicates the mutual coopera-
tion relationship between countries, and the thickness of the con-
nection line represents the closeness of the cooperation relation-
ship. From Fig.2, it can be seen that the United States took the
lead in the research strength and occupies the core position, but

the cooperation and exchanges with other countries were not fre-

quent. In Fig.2, the second core was England, which had cooper-
ation and exchanges with countries such as South Africa, Singa-
pore and New Zealand. Although countries such as France, the
Netherlands and Scotland were not as academically powerful and
influential as the United States and England, they had more active

cooperation with other countries.

Table 1 High-frequency keywords in the research of brand community

Number Keyword Frequency Centrality
Brand community 164 0.22
2 Community 112 0.10
3 Consumers 61 0.28
4 Internet 60 0.10
5 Model 60 0.24
6 Loyalty 54 0.12
7 Word-of-mouth 53 0.14
8 Impact 48 0.25
9 Trust 43 0.11
10 Perspective 42 0.21
11 Innovation 33 0.24
12 Health 29 0.33

China’s research on brand communities is relatively late, and
the output level is relatively low, and the research strength in this
field is slightly inferior. However, with the transformation of mar-
keting practice from traditional marketing mode to relationship
marketing mode in recent years, it has become an issue that man-
agers attach importance to by cultivating brand loyalty to maintain
long-term relationships between customers and enterprises. As an
important emotional and value bond, the brand community plays a
prominent role in maintaining the relationship between customers
and enterprises. In view of this, many Chinese scholars have star-
ted to pay attention to the impact of the existence of brand commu-
nities on brand loyalty, and studied the mechanism of action;
some scholars are exploring the formation mechanism and functions
of the virtual brand community; some scholars are doing related
research on the brand connection power of the agricultural material
brand community.

Taking the institution as the analysis object, we could obtain
the map of the output institution shown in Fig. 3 through cluste-
ring. The selected top 20 publishing research institutions and their
number of publications are listed in Table 2. Among them, Ameri-
can universities accounted for 55% of all publishing institutions,
and their overall cumulative number of papers published also
ranked first. This distribution table also verifies the strong re-
search strength of the United States in the field of brand communi-
ties revealed in Fig. 2. Although the overall research level of the
United States in this field was relatively high, in terms of the num-
ber of papers published by a single institution, the University of
Innsbruck in Austria had the largest cumulative number of papers
published. The number of published papers of the United Kingdom
did not match its research strength, possibly because we only se-
lected the top 20 publishing institutions in this field, and did not

list all the publishing institutions one by one.
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Fig.1 Keyword knowledge map

The cluster analysis of institutional cooperation network can
also study the degree of agglomeration among institutions and the
cooperation network between countries. As shown in Fig. 3, in the
field of brand community research, agglomeration was almost

Table 2 Distribution of brand community research institutions
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Fig.2 Visual map for cooperation network of countries (regions)

formed within each country, while there were relatively obvious
blank areas between different clusters ( countries) , suggesting that
exchanges between research institutions within countries were more
extensive than cooperation between countries.

No. Institution Country Frequency No. Institution Country Frequency
1 Univ Innshruck Austria 14 11 Bocconi Univ Traly 7
2 Univ San Francisco USA 12 12 York Univ Canada 7
3 Monash Univ Australia 10 13 Univ N Carolina USA 7
4 Univ Michigan USA 9 14 Univ Minnesota USA 7
5 Univ Wisconsin USA 9 15 Univ Queensland Australia 7
6 Univ Arizona USA 9 16 Griffith Univ Australia 6
7 Harvard Univ USA 8 17 Univ Pisa Italy 6
8 Univ Zaragoza Spain 8 18 Univ Bath UK 6
9 Univ Lllinois USA 8 19 Ohio State Univ USA 6
10 Univ Georgia USA 8 20 Univ Notre Dame USA 6
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Fig.3 Visual map of institutional cooperation network Fig.4 Reference co-citation analysis map



Gaixian CHAIL. Analysis of Visualization Mapping in the Field of Brand Community Based on CiteSpace III 13

3.3 Co-citation network analysis Citation analysis is a meth-
od of using mathematics and logic to analyze the phenomenon and
rules of citations of various analysis objects such as scientific jour-
nals, papers, monographs, etc. , in order to reveal their quantita-
tive characteristics and internal rules®. In the opinion of
Zunde'" | citation analysis is mainly used for (i) conducting the
qualitative and quantitative evaluation of authors, publications and
scientific institutions; (ii) simulating the image of the historical
development of science and technology; (iii) searching or retrie-
ving information. In addition, Qiu Junping believed that the theory
and method of citation analysis can measure the importance of dis-
ciplines, the sources of information of disciplines, the determina-
tion of core journals, the rules of scientific communication and in-
formation transmission, etc. Citation rate, impact factor, self-ci-
ting rate, self-citation rate, citation coupling and co-citation are
all important citation measurement indicators in citation analy-
sis'""). Co-citation analysis, as an important content of citation
analysis, is favored by scholars both at home and abroad. In 1973,
Irina Marshakova, an information scientist in the former Soviet
Union, and Henry Small, an American scientometrician, separate-
ly proposed the co-citation analysis of documents as a measure of

analysis. In Citespace, we selected the network node type as Cited
Reference. After running and adjustment, we obtained Fig. 4
through clustering. The Modularity in the upper left corner of Fig. 4
represents the module of the network (Modularity =0.872 3). The
larger the value, the better the clustering effect of the network.
Mean Silhouette represents the average value of the similarity index
within the cluster ( Mean Silhouette = 0. 983 9). The closer the
value is to 1, the higher the homogeneity within the network and
the higher the overall clustering reliability"**'. From the high inter-
nal similarity of the clusters in Fig. 4, it can be seen that each
module of the cluster had high homogeneity. Therefore, the cluste-
ring quality was relatively ideal, and the eight main clustering
types of clustering are listed in Table 3. The cluster information in
Table 3 includes type or model (cluster ID), dimension (size),
cluster internal similarity index ( Silhouette ) and cluster name
(Name). The value of the dimension (size) indicates the number
of members in this cluster. The references highlighted in the clus-
tering diagram not only provide references for subsequent research,
but also lay an important foundation for the development of the
brand community research field.

Table 3 Eight main clusters of brand communities

the relationship between references . Small took the lead in try-

ing to use the SCI citation database to use knowledge graphs to Cluster ID Size Silhouette Name

study the structure of information science and its relationship with #12 7l 0.833 different

social science™ . Qiu Junping pointed out that the analysis and ~ #14 30 0.958 online

research of various types of co-citation relationships in a broad — #13 17 0.988 customer

sense is regarded as an important content of citation analysis'’ . #22 12 1 cessation

Co-citation analysis includes reference co-citation analysis, author 0 11 0.95 channels

co-citation analysis, journal co-citation analysis and subject co- 43 11 0.92 tobacco

citation analysis, eic. 410 10 1 higher

In Citespace, co-citation analysis includes author co-citation 11 10 | quantifying

analysis, reference co-citation analysis and journal co-citation

Table 4 Frequently cited articles and authors in the field of brand community

Year First author Article title Journal Frequency 1D

2001  Muniz Brand Community Journal of Consumer Research 255 #12

2002  McAlexander Building brand community Journal of Marketing 180 #12

2005  Algesheimer The social influence of brand community: Evidence from European car clubs Journal of Marketing 122 #12

1995  Schouten Subcultures of consumption; An ethnography of the new biker Journal of Consumer Research 93 #15

2005  Muniz Religiosity in the Abandoned Apple Newton Brand Community Journal of Consumer Research 93 #15

2009  Schau How Brand Community Practices Create Value Journal of Marketing 89 #12

1981  Fornell Evaluating structural equation models with unobservable variables and measure- Journal of Marketing Research 82 #12
ment error

2002  Kozinets The field behind the screen; Using Netnography for marketing research in online Journal of Marketing Research 76 #14
communities

1998 Fournier Consumers and Their Brands: Developing Relationship Theory in Consumer Journal of Consumer Research 68 #13
Research

2004  Dhoiakia A social influence model of consumer participation in network and small-group- International Journal of Research 59 #12

based virtual communities

in Marketing

Tan Liwen and Ding Jingkun pointed out that the author’s fre-
quently cited reference analysis is a metamorphosis based on the
co-citation of references, to discover the interrelationships between
different individuals, classify groups, and define key individuals

at the center'”’. Therefore, according to the citation frequency of

the references, we selected and sorted out the top 10 articles in
Table 4. All frequently cited references in the table came from
authoritative journals in the field of marketing management, which
were highly representative of the discipline and academically fron-

tier. For example, the citation frequency of Muniz’s " Brand Com-
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munity" was up to 255 times. Muniz is the founder of the field of
brand community, and his research is rooted in classical sociolo-
gy, modern sociology and consumer behavior. He used ethnogra-
phic and computational media environment data to explore the
characteristics, evolution and specificity of three brand communi-
ties ( Ford Bronco, Macintosh, and Saab ). According to
McAlexander’s " Building Brand Community" , the leader of the
brand community is the consumer, which emphasizes the role of
the core consumer. McAlexander also proposed a brand community
integration model, and believed that brands should be included in
the scope of brand communities'”'. Algesheimer developed a con-
ceptual model in which the type of consumer-brand community re-
lationship influences intentions and behavior of consumers. He
analyzed positive impacts such as greater community participation
brought about by brand community identity, and negative impacts
such as pressure and resistance from community norms'"’.
Schouten conducted a three-year field survey of Harley motorcycle
users. Taking consumption subculture as the analysis scope, he
made an in-depth analysis of the social structure, mainstream val-
ues and symbolic behaviors of this unique consumption-oriented
subculture, which improves the refinement of this theoretical
framework that places consumer subcultures in the context of mod-
ern consumer culture. Besides, Schouten discussed this symbiotic
relationship between subcultures and marketing agencies ® . Mu-
niz conducted research based on the brand community of the
"Newton" product abandoned by Apple, revealing the important
attributes of the brand community at a deeper level”’. Based on
social behavior theory, Schau analyzed previously published arti-
cles and data from nine brand communities in various product cat-
egories and found that continuous consumer participation creates
value for brand communities"®’. The structural equation model
developed and applied by Fornell provides a model basis for subse-

(19
quent research on brand communities' "’ .

Kozinets developed on-
line communities as a new frontier for marketing research using the
method of netnography and found that online communities are flex-
ible and open'™’. Fournier pointed out that there is a correlation
between brand personalization and brand loyalty™'. Dhoiakia in-
troduced the marketing concept of virtual communities based on
networks and small groups to investigate and analyze a broad virtu-
al community, and empirically tested the proposed social impact
model of virtual community participation, and found that the type
of virtual community adjusts the motives for consumers’ participa-
tion and the strength of consumers’ social identity' ™. All of the
above frequently cited references focused on the direct research
field of the brand community, and from this series of research
changes, it can reflect the initial development and evolution of the
brand community-related fields, namely, extending from the or-
ganizational definition and formation mechanism of offline brand
communities to the characteristic dimensions and function models
of online brand communities.

Specifically, related studies have initially put forward the
concept of brand community from single research content such as
consumer behavior and customer loyalty, and established a model
of the formation mechanism of brand community. Besides, based

on this, combined with the development of the new field of the ex-

isting network community, the value characteristic dimension of
the virtual brand community was explored and the special role
model was formed from the perspective of network integration. In
addition, the existing research has also been extended to the study
of virtual brand communities from the perspective of social net-
works, and the relevant content focuses on the centrality of social
networks and the density of social network relationships.

In terms of category, the frequently cited references in this

n

field belong to the categories of " different", " customer",

"brand" and "online". From the perspective of clustering, it can
intuitively show the stratification of the research fields of the brand
community and has guiding significance for the classification re-
search in the field of brand community. Through the research of
Cited Journal, it is found that the highly cited journals were Jour-
nal of Consumer Research, Journal of Marketing, Journal of Mar-
keting Research, Journal of Business Research and European Jour-
nal of Marketing , which are relatively well-known and authorita-

tive journals in the world.

4 Conclusions and discussion

In the current highly competitive social environment, enter-
prises must retain regular customers while developing new custom-
ers in order to realize value creation. The loyalty of customers to a
brand is very important to an enterprise, and an enterprise should
also provide a good social environment for the development of the
brand community, and then develop and cultivate a community
collection that is quite loyal to its own enterprise. Enterprises can
not only cultivate loyal customers through the community, but also
fully consider the positive suggestions of community members, so
that community members can feel a certain sense of corporate par-
ticipation and create more material and cultural value for the en-
terprise. Therefore, the research content in the field of brand
community is not single, but involves the social network relation-
ship between enterprises and consumers, consumers and products
and services, and between different consumers, etc. Thus, such
keywords as high-frequency keywords as brand community, com-
munity , consumers, internet, model, loyalty, word-of-mouth, im-
pact, and trust have become a hot research topic in the field of
brand community and occupy an important position. Although
high-frequency keywords are representative of the frontier re-
search, those words with low frequency or low centrality are likely
to become the hot spots and frontier directions of the development
of emerging disciplines in the future. Future research work can be
carried out on these low frequency words, so as to promote the rise
of emerging disciplines to a certain extent.

In terms of the research level of various countries in this
field, the United States has absolute strength and advantages, and
its main research institutions are its institutions of higher learning.
The research strength of the United Kingdom and Australia is not
as good as that of the United States, but they are also leaders in
this field. Although China’s research started relatively late, jud-
ging from the level of domestic economic development and the
growth rate of brand building, its spatial field is also being further

expanded from the traditional brand community concept, theoreti-
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cal model and its formation mechanism to the fields of rural brand
community and virtual brand community. Its potential for future
development cannot be underestimated. The analysis map of coop-
eration between countries in this study indicates that the interna-
tional cooperative research on brand communities is not ideal.
Compared with international cooperation, domestic research coop-
eration is closer. In order to promote research cooperation between
countries, the standardization and standardization of disciplinary
knowledge will become a top priority in the development of the
new era. From the visual analysis of the cooperation between insti-
tutional networks, we found that most of the cooperative institu-
tions are universities, especially in the United States, the coopera-
tion is basically the cooperation between universities. The cooper-
ative relationship between universities, research institutions and
enterprises is not close, which will not be conducive to the inte-
grated development of industry-university-research institution.

Scholars tend to cite articles that promote their research pro-
gress and support their research theories. Through the reference
co-citation analysis in the Citespace software, we searched the
core references with important academic guidance significance.
These important articles came from authoritative journals such as
Journal of Consumer Research, Journal of Marketing and Interna-
tional Journal of Research in Marketing. Such representative arti-
cles have very important reference significance for subsequent re-
search in the field of brand community. Muniz is the first scholar
proposing the concept of brand community. He pointed out the di-
rection for the extension and development of brand community re-
search, and is a pioneer in the field of brand community research.
On the basis of Muniz’s research, McAlexander, Algesheimer,
and Dhoiakia contributed greatly to the development of this field,
which makes the research in this field a big step forward and pro-
motes the extension and expansion of the research field. In this
study, the co-citation analysis is only aimed at the field of foreign
brand communities. In the future, it is expected to further com-
pare and analyze the current status of domestic and foreign brand
community research.
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