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Abstract

Using the CiteSpace visualization software, this study conducts a comparative bibliometric analysis
of literature on brand community from SSCI and CSSCI sources between 2001 and 2024, focusing on
keyword co-occurrence, keyword clustering, and burst keywords. The findings reveal that: (1) Re-
search on brand communities in English literature demonstrates a “multi-parallel” development pat-
tern. China and the United States form the core of the international collaboration network, account-
ing for 24.57% and 16.3% of publications respectively; (2) Chinese literature primarily focuses on
the internal mechanisms of virtual brand communities, showing a shift from singular to diversified
research perspectives. In contrast, English literature emphasizes the antecedents of brand communi-
ties in social media contexts and continues to expand into emerging directions; (3) Both Chinese
and English studies reach a consensus on the influencing mechanisms of brand loyalty, but Chinese
research still lags in interdisciplinary integration and theoretical innovation. This study constructs
a comparative analysis framework between Chinese and English literature to uncover research
hotspots and trends in the field of brand community, providing a valuable reference for future aca-
demic work.
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1. 518

“HEIX7 BT LR Comunete, fiE MRS B Y ROREEAR 7 [1]. 1887 4F, fEEAE &AM
Fg o« B MR AT (RRESHER) F, Bk X 5t T —ouX s, Ay “HtIX7 $R4ERE . JLEK
Bl s, Y “Hha” MXREE Mg, M. SRS R RESLERMBHAHEG2], BERRZ
[A] B AT 5K G B AR AN L [ R s e SR B Db A iy Jm AR 7 T R IE SR T, AR M S OSCAL IR R
XML . 1993 48, A /RETERE “AEX 7 ZALFTH 2 36 5 (40 B AL RE U 3], 12 (SEE
A——REMPRE) v, B2 ARG, 450 W PARE” A FH 2% 1 AL BLIE R P AT 4 LR
QR Y 2R A5 R G 10 RN 17 TR 14 K UL TR IR - 2001 4F, 1 2% (Muniz) 1 82 5 18 (O'Guinn) 1E 204 H“
FRARDX” XM o MATTIA Y, o A DR — FRE S 1) AN 52 1 2 2 [R) Y L BT SR PR A DX, e AE T
WH IR AR b, IXET 28 #0 A SRR A2 A dh R[4 T, Bl oS T RO £E VY 2 75
7 H 3N, B8 G WO SR BT 2 b S A BRAE B R A BT 9 ) 2 b Rk TR 3K
M EETB5], RN XL E T A X AR, e SR R A B
BN, W R AR Z T 6 [ SR 5T i M B L E AR o REAOL A DX T T B A [ A R A
SR B A R R B A 3[R R 4 RV 2 RS (P SRR R . 0 AR, TR R ALY A A
[e S AN A g

ALK, FEE SR D AR . B BOR IS AT LU T3 A BE I R AR A, Hh S STk
it AL AR SCIT FEANTIR N, 323 B T 42 8 A IO — N IR A, (B X “ A X R e STk
BEAT RGBS B T AT T . R Tl ASCHE FH SRR 0 M L CiteSpace6.5, LAk A ALIX AH K
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Figure 1. Comparison chart of publication volume on brand community visualization research in Chinese and English literature
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B AR [ YA AT R SR DA R SCENAS T ZE S . IR SCEXTHCRE, 23 SOCkk
SCRA S E T OOCHR. SR80, BT SSCI AT R SCRk AR 8 iE £ T CSSCI SCHk, Ak & SRR =
S, FEASBEA ) b S B R AL DRI T LE [ N A AT 2 DT P I S ZE 0

RSO, SOk S AL DX STAE 2009 4F Ji5 (Y — B HH N 2B FD KA 3. 808
HROCCER BB FT L 2009 AR IESGE A, R OCEBHIE £, 2015 4EE 2019 IR K SCEAL TR K,
1 2019 L F 21 55 (11.4%): JESCCHR AL RRAL X B 7T 2008 ARISR 1R SCEEES — AN/ hEig, SR A,
TR 2007 EEEEHBHENAZSIF T “BIERIE T MR Bt &, Hh—MZOUEEE < S
FEIX 7, A EFRIX R A X A b E R R AR R 2 AR, JESCOCHR A AL X AL 2
P RaE BT, 2021 4ERSCEISFIEAE (55 5, 12%). X — RA R SCRASL KA A B T
ATHIHE T AR R A DX 9 A A IRV R P9 AR R O LA B rh ST SR AE FE BT AL A B 5 R RS 3

Table 1. Comparative statistics of author publication volume in Chinese and English literature

1 PEXEMEERCEM G R

CNKI fE& K&

SSCI fE& kK&

b RICE RFAEA RFANEE RIE RFAEA RFNEH

1 5 2015 BB = 10 2020 Liao, Junyun
2 5 2012 FK B 4 2021 Zhou, Zhimin
3 4 2012 3 4 2006 Cova, Bernard
4 4 2019 AL 4 2013 Hsieh, Sara H
5 3 2014 k2] 4 2006 Pace, Stefano
6 3 2014 2R 4 2022 Wong, Amy
7 3 2017 R 3 2024 Hao, Junying
8 3 2017 & e 3 2011 Heere, Bob
9 3 2013 FIER 3 2020 Veloutsou, Cleopatra
10 3 2019 RN 3 2012 Laroche, Michel
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Figure 2. Author collaboration network of brand community research in Chinese literature
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Figure 3. Author collaboration network of brand community research in English literature
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Figure 4. Country collaboration network of brand community research in English literature
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Table 2. Top 10 countries and regions by publication volume in brand community research in English literature
2. AN MM XR A E TOP 10 EZRFMMX

Fr5 HR/HX R 2 L
1 PEOPLES R CHINA 113 0.23 24.57%
2 USA 75 0.28 16.30%
3 ENGLAND 40 0.34 8.70%
4 AUSTRALIA 33 0.19 7.17%
5 TAIWAN REGION 29 0 6.30%
6 INDIA 28 0.02 6.09%
7 FRANCE 25 0.23 5.43%
8 CANADA 18 0.04 3.91%
9 SPAIN 17 0.2 3.70%
10 SOUTH KOREA 16 0 3.48%

iz Cite Space6.5 “£ R P 9& SCHR A SUAE & A A1 48 B AR5 R SC e, nil 2 R 3 o, 49 1)
ELANREHFAAERR, WA EPHRIMEEEEEZIEE RN Z D, hE 1R, 8K
VERZMEHEHEERZ, (£ CSSCl KK 5, £ SSCI A& 10 fH. [N, X3k & E LI
WAL CSSCI AR G E R R T SSCIAEE GERAR, IR 5 R T SCCHR A 2O AT BT
T B EARGAE, JOOYRIACR M FAEZ U B AR TS OL, QA 4 B, RSSOk A X T
FoHE A R g b b B RS ROCR R T EAL(113 R, A 24.57%), 0 B 20 [ B it AL XA 9
PR T EE Tk, WAk 2,

3.2. KBIRAXEL S

SRR AU I 1 LA A% AU 7 1) S B 5 A P LAt R A 2 (] Fr) SR OB [8] .l R
SCHR ot A DX T i A s R A O M OB R R HE R, TR NI 5% R [X AU T VR
R, WA 3 I H S SR R DX TSGR HE P T L, 2 T R SOOCHRIT LR R R SR A T A X
PSR R SOBAT LRI ST T, a0 “ BRI RRAL DX Y CME LB O RRRALIX T AR AL 254
5§, 7R SR I S A BT M A I PR 3R A 9 AT A R, 2 86 Hh T social media ™ antecedents”
“participation” “customer engagement” 58U, AR 1T FE 0 it AL X TR AR R DR I B AR . TR 3L
R PR AR R AR 22 5 52 B A [R) L SR 0 A XA 90 R R B R, 22 T [ 4 O R S TR B i A
X, WRGTESRRALIX, 2 SFEAHLE P AL AR A X 5, B I A X =, Atk
TPF 50 20 000 BT DA ot R DX P 50 52 ) R 2R 98 AT 9 55 5 Tl R T

T F I A DX R A RS D O, 2010 AR /N KHE HH R TE 28 A X s ) g B K IR St AL X,
FTIE T NS 54 FA T IESINESTRTG[9]. T 5 TR E E 2 el B OGIELE DX A
IR SOsAT LA b, AR DG SRR A AL X R R . R R R R B SRR IR R R I
R, I TR R A SEIE A 7 VRSO AL DX B R 1 R AT RS LS EE (R . A2 0F T4
R, I B A AL DX R AR B A AR T Y 2 TR LI [10], Al T A Sy it R A AT 2B
R BT B
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Table 3. Ranking of high-frequency and high betweenness centrality keywords in Chinese and English brand community

research
= 3. pRVEAEERMRESIR. SF Nl X giaEE
SRR (H SCCHR) BRIR ERRVYE S AR (FESCICHR) BRIR WO FE
READL A AL X 65 0.52 social media 110 0.07
83561 25 0.18 antecedents 97 0.13
b A X 21 0.58 participation 95 0.05
TELR AL X 13 0.31 customer engagement 85 0.09
il R 9 0.66 loyalty 82 0.14
XA LR 8 0.11 brand community 79 0.31
sl R 6 0.41 trust 74 0.24
i AR B 6 0.35 commitment 74 0.32
vt 6 0.09 consumers 73 0.12
YN 6 0.06 word of mouth 64 0.09
W25 +E X 5 0.21 impact 64 0.07
FARE 4 0.31 consumer engagement 62 0.04
%5 4 0.04 engagement 61 0.03
R R 4 0.02 scale development 56 0.01
% % 5 4 0.01 behavior 55 0.07
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Figure 5. Keyword clustering map of brand community research in Chinese literature
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A RS- A SN 4% S R SRR b, HEER R B OCEA RN — I, i & R H M ks
FE GHETY L BRAR T LS EAR AT T A1 [11] . H SCOSCHk Sk ia SRR A, WS 5, Q=0.8331>
0.3, S=0.97338>0.5, KW ZIHE KRR LW DS, HEE —2aEME. mRBEETH, 3
SCERILTE A 11 AN RISHE, 508 : #0 BB REALIX . #1 7EZR M AL IX . #2 ShREALIX . #3 RS
#A G #5 MMEILE] #6 ZE ALK, #7 #EDOINE #8 25, #9 mMUAIE. #10 FHLA M. #1174
AT N, TERUR SRR S BRI R P 326 B a0 B i L3 5 228 i, W A4S b s
SCHR AL DX R Y B 32 B4y W DA R 3 A5 T, Wk 4.

Table 4. Summary of keyword clusters in brand community research in Chinese literature

= 4. PXE A XIRXBIRRLLE

B 5
it A X SR R S #0 FERLTRRAL X . #1 AR AL X . #2 T AL X, #6 M2 AL X
i A X5 B [ #7 AEDGAR]. #9 SN ]

A XHMERIT NS S #3 MR, #4 SRS #5 MMEILE]. #8 5. #10 FHLAML. #11 TN

mh AR XSRS o 1% E R ZARH0 R AL XL #1 FEZR A RAE DX, #2 S At DX, #6 28 4
X o FHE TG R AR T i AL X AE A A 289058 T S I B B AR . M AR QLR Ay — g kAt
A (] AR A . BB R [12] 58 A “ R IX 7 SR At e it R S A, B T DA S Db R
A DR o g 37 BN [13] LA [ 194 2% R 400 R A DX B D3 S B, R AIE 17 REAUL A LA DX B0 T4 XA B3 A
X EIRMIE A SR A BAT BRI E o T35 RS [1AT 3 A 17 it RRAL X ER AL, X Rl il e Ak DX PR 23 R AT i
7TV HE . FHENBET RSN WSS A LRI R, AN RS,

st FRURE DX RN [R] o 12 32 R SO0 AEH7 AL DCINRL . #9 SRR . AT 5T 77 0] SRR B R AL X 3R
B AnT SV B 3 A DA B LR it R RN TR, G o8 T 15 RO [ SR B A it JoA: DX VA Bl 3 0o B2 THT )1
FABU o Blan b RACSE (1518 SRR FOFE Y, ROl A DXPRBE R, 537 A2 i R TR (9 S B AE T8
A RNE . ¥ 7 SE[16]E FWE FE 48 R 5 L 10 75 SR 0 B ARk i A DX 75 45 ek DDA T ) S 22
o (R E S S, X REAL DO R A Bl dh ik — 2D RIS A SR, ST A RS, BRI
RIS, REMRT SR E .

A AL XCAMEAIT NS 5. R B3 S, #4 AR, #5 MEILE). #8 2 5.
#10 FHLARE . #11TAT 0. B AT Wl A DXCPE T A A i RS e (ELJR T P A O A R
d AL X5 A DI EEER Z RIS R, DU X 2 5 I GUANE S AT N I B 2. Bildn
O e S5 (1738 L SR T S8 UE 1 5 76 RE UL i A X N AR B A (B 0 B 2 5 A 3L B0 BRI i
A [L8IIRTT 1 b JAL DX 6 i LB 520, $8 AL XA P SRS BT AN Es S5
AT O ity R RGO 7 AR T BB R o TR BT A (191 LARE AUl R AL XN AR, BLNKRFHUNBE I 5,
PR TCREAD b P DX PR B SRS, 41 HH B A DX SRR A7 7 b T R S R A A SR

3.3.2. X HRXHIARAIT LS4

X &SRR HEAT B2 0T, A9BSR A JE R g, LA 6, i Q=0.7087>03, S
=0.8904>0.5, UMZREREIIEGLE, SRAAEIMIE. BoE SR R RS k1, IR 9
ANEEHE, 43924 : #0 social loafing. #1 social media. #2 brand community. #3 loyalty. #4 festival branding.
#5 online community. #6 brand loyalty. #7 brand community engagement. #8 attitudinal loyalty. #9 brand

DOI: 10.12677/jc.2025.139223 1572 B AR R


https://doi.org/10.12677/jc.2025.139223

engagement. #10 hedonic involvement. Ji i 8 i 2R 8 HE 510944, WEHF A 5 MU 3 ANJ5 T,

L% 5.
engagement
brand loyalty distingt aspect:
brand r.omfn_l\umty P \ identification
w o H#6 brand onaltyo o R ,,///’/ o e e L
. f‘u’"s@"s °#2 brand commun|ty#7 brand community engagementn@: osatisfa #1_ s9c|al me'-"a""'"@".';'fm >~
identity 3 : o attachment o O socalcapita : )?/ _______ ; S x\n e scale °
— Vo “#3 loyalty 10yaly. o e e
B / customer en gemeont “Virtual commumf’y
it anacng = Ax___/_': e S % facebook word of mouth
s —#10 hedonic involvement|  olifva béand comptunity
w' ’9 brand engage ° =
e sxpatonss - T = 5
#4 festival brandmg ;Q['- <
- =% sociallidentity.
e divens \’R‘/ = |
4 y QT R
° s onsumer. engaglm i
social influepce ~— Blan
serspactive® #5 online communities
T e - .
par
N ..
valuecoc@atlon
Figure 6. Keyword clustering map of brand community research in English literature
& 6. FICikmmhg it X X B2 1RER K E
Table 5. Summary of keyword clusters in brand community research in Chinese literature
5. ENEK MR KRR R
F & 25
XG5S #1 social media. #2 brand community. #5 online community
st W RS AR A 5 R T #3 loyalty. #6 brand loyalty. #8 attitudinal loyalty

#0 social loafing. #4 festival branding. #7 brand community engagement.
#9 brand engagement. #10 hedonic involvement

st T B LB A6

X & SEMERE . %38 E 5541 social media. #2 brand community. #5 online community .
WG R AR T AL X PR I B A AL A I 2 IR, R F AL AT AR Y- & Gn o] B2 i A DX 1) R A
X, WHHE BRSSP RET &, B IXAE AL M 28 FRE i ) R JR IR . 9140 Khim Yong
Goh Z[20]@ i LA AR & i AL X H 2 5T E A I B A A AEUE, R T A Mg Ak X R
BN E A% . Mohammad Reza Habibi 5 [21]4R 1 1wt AL X FE AL WA ERiEfE D730, s il 1 4 A0 Ak
VB9 it AL DX B ABIAEE (1 J5L IR o 5% BU v STOTHRNT it A X R TR AR AT 9, S S SR B o o e 4 58 X 2%
INEE KA EART & o i AL X R S S R R .

R A 5 R0 . #3 loyalty. #6 brand loyalty. #8 attitudinal loyalty DA AL X AE 503738, 4
AT T it R X P 22 A o 25 o] 5 0 R R ORRE , IR ONFS R it BB X A Y3 i 2 R R R .
U1 Heehyoung Jang %5 [22]3d sk 73 A1 7 28 i AL X R AIE R L 570 9% 38 2 (R BB ML, 48 L Be A RO 5
/ﬁ%%ﬁﬁ%‘ﬂ:g{m*uun%*ﬁﬁ?o Won-Moo Hur 5[23]5R 1 1 i R DO T 2 28t WS ORE 5 i, e

SEAF ARG B A DX AR I o 6 Bl A STk, 58 SCOSCHRGE T il LRI R R R ) B 4 3500 22
Eﬂnﬁ@%ﬁjﬁﬁm ¥
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AR RVE Y BB 1AG . #4 festival branding. #7 brand community engagement. #9 brand engagement. #10
hedonic involvement 15 FEl 58 it B 5 9 2 & 1R ELZN, ASRBEVE R H an RUE B, 4R X2 5 5m il 23 1)
W I SEAT DRy 55 22 b B3 77 3 S ot A DXCE FH P 5k R 4E4P 5 TR AME . 140 Lluis Garay 5 [24]38 51
X5 H AL AL X s 2 5 80008, 4R SRR L IA) AR B B0 H 41208 A - AR B A P
i, Roderick J 55 [25]10F 7078 2 & 7 ME Lt WAL X A ) 2 5 AIVE L, R0 2 2 51 S AL X
S B RAIZNARE . S X 2 5147 82 th SR I R AT U AL EXHOR I, SOk
W2 57 NI E JUAE “OMESLO)” 455 b, SO0 2 517 0 5 S SIE SR SE B 2 iR
K2 5ERAARMER 25178,

4. PEYERBHEEARBRSHRES S

B3 Cite Space " Burstness X 2B 5 R 0.9 (5 ] H 0 S R i [R) B AT 38 B, fiE o8 1 MUK 7T
A KA DX FE R B 3 o [RIAF, St SR 1) SR SIS ) 28 1) mT R 43 B U ) DB fim B W S B 21 42 DORAS
[ 1) 3 it A XA S 90 K B i) P s A5 ik I AR 5 0T 72 74 A [26]
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Figure 7. Burst keyword comparison chart of brand community research in Chinese literature
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Figure 8. Temporal trend chart of keywords in Chinese literature on brand community research
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Figure 9. Burst keyword comparison chart of brand community research in English literature
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Figure 10. Temporal trend chart of keywords in English literature on brand community research
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