Brand Image: A Scientific
Publication Positioning using
Scientometric Analysis

by Anita Kartika Sari

Submission date: 11-Jan-2022 05:48PM (UTC+0700)
Submission ID: 1740040747

File name: 6._Brand_Image_V1_20200904_English.pdf (548.18K)
Word count: 3886

Character count: 20740



Brand Image: A Scientific Publication Positioning using
Scientometric Analysis

Anita Kartika Sari'?, Mochamad Choifin®, Abdul Aziz', Sri Rahayu', Agung

Purnnm.z“‘
1

! Sckolah Tinggi Ilmu Ekonomi Mahardhika, Indonesia
3Universileu& Airlangga, Indonesia

" Universitas Ma’arif Hasyim Latif, Indonesia

*Bina Nusantara University, Indonesia

anita kartika.sari-2019@ feb.unair.ac.id

Abstract. Brand Image is an important aspect for companies in a competitive global market.
There has not been much research on brand image by providing a big picture that is visualized
from year to year. This study aims to map research in the field of brand image with data from
all international publication researchers. This study conducted a bibliometric method and
analyzed data using search results analysis from Scopus and the VOSviewer application. The
data obtained in this study were 3,234 academic documents published from 1961 to 2019
globally. The results of research and individual researchers at the global level who are the most
productive in publications in the field of brand image are the Hong Kong Polytechnic
University and Pina, J.M. Most fields of study are Business, Management and Accounting,
there are 6 patterns of collaborative research groups in the field of global brand image. This
research consists of the diversity of the convergence axis which consists of the study of brand
images to characterize the body of knowledge generated from the last 2 decades. studies:
Brand, E-Commerce, Place Branding, Sales, Social Network, Quality, and Marketing,
abbreviated as the theme BEPSSQM

1. Introduction

Branding has a very important role in fulfilling the promise of consumer companies in a competitive
global market, assuring them of the quality of the product purchased [1]. The market and current
environment are affected by globalization [2]. The internet and social media have changed the way
consumers engage with brands. While traditionally, media channels are the first step in a long buying
process that ends at a physical store [3]. A brand is a name, term, sign, symbol or design, or a
combination of both that is intended to identify goods and services of one seller or group of sellers and
distinguish them from other sellers. Brand management is a consequent effort to create, maintain,
protect and enhance a particular brand to ensure a sustainable competitive advantage [4]. Brand image
is defined as ideas, perceptions, expectations, beliefs, and mental representations of products or
services in the minds of consumers. Brand image is developed and enhanced through consumer
exposure to marketing communications including advertising and promotional content [5] [6]. In order
to strengthen consumer trust in the brand [7]. A strong brand can be created and maintained by




strengthening the relationship between identity and image [8]. This has an impact on the achievement
of brand performance results such as sales growth, reduction of operating costs in the environment of
performance metrics [9] [10].

The growth in demand for foreign brands poses several potential challenges for marketing managers
who strive to make brands part of the consumer pool [11]. With advances in science and technology,
as well as changes in lifestyle, humans will continue to try and change different consumption patterns.
Mobile payment, a new payment mode, which can make our life without cash, check or credit card
[12] [13]. This will help companies improve their brand image and awareness but also other brand
equity drivers [14] improve their problem-solving abilities, develop new products and processes,
improve product quality, enhance image [15] affect the branding effect (brand awareness, attitude
brand, brand engagement, and brand loyalty) [16] [17]. Brand loyalty involves developing a unique
emotional attachment to a company by using its name, symbol, logo, character, and character [18]. In
addition, brand image can also be used to improve the social and ethical dimensions of a company's
reputation to ensure bank selection by retail customers [19].

The company (organization) brand is recognized as a key strategic intangible asset that could facilitate
a sustainable competitive advantage [20] as well as a corporate communication strategy [21]. As a
useful means of creating brand value and achieving a sustainable competitive advantage in today's
complex market, the involvement of large companies in sponsorship activities has been well
developed [22]. In previous research, namely by Ridwan Adetunji Raji, Sabrina Rashid, Sobhi Ishak,
where the findings show that there is a positive and significant relationship between social media
advertising content, social media sales promotion content, hedonic brand image, functional brand
image and behavioral intention [6 ]. In general, previous studies related to brand image have been
(Einited to only one research topic, such as the field [23], one country [24] and one affiliation [25].
There has not been much research on Brand Image by providing a big picture visualized from year to
year with data from all publications of affiliated researchers at the international level. Also. no
research Iffls specifically addressed the relationship between authors, affiliation, and the impact of their
research. This study aims to study the research position in the field of brand image by researchers at
the global level published internationally indexed by Scopus using a bibliometric perspective. We
monitor the growth in the number of academic documents related to the topic of Brand Image by
researchers at the global level that have been published and indexed by Scopus from 1961 to
December 2019.

2. Research Methods

This study measures the status of publication maps in the field of "Brand Image" at the international
level in the last 58 years. The research data were obtained from the Scopus database using the
document search service in April 2020 [26], this study used a bibliometric approach. Data analysis and
visualization uses the analyze search results feature in the Scopus service and the VOSViewer
application [27]. The VOSviewer tool is used to visualize and build bibliometric networks, the
visualization of the network can be researchers, countries, academic affiliations, growth in the number
of studies, keywords, author collaboration and research are the most cited [28].

This survey identified keywords related to brand image to search for and i§Bntify related articles from
international researchers globally in the Scopus database, and obtained 3,234 academic documents
published from 1961 to 2019. Research limits data collection to 2019 regardless of 2020 (exclude
2020) so that the annual data obtained describes the condition of the research in one whole year from
January to December. The query command to apply when mining data at Scopus is TITLE-ABS-KEY
("brand image") AND PUBYEAR <2020.

The study conducted a type of analysis of co-authorship with the unit of analysis of authors and the
full counting method using the VOSViewer tool to get a network of author collaboration. The study
carries out a type of analysis of co-occurrence with a unit of analysis of keywords and a full count
method using VOSViewer to obtain a network of keywords.




3. Result and Discussion

This section will explain the increase in data results based on affiliation, country, subject area, field
type, documents per year from sources, documents per year from fields and document citied, co-
occurrence and author network in the brand image field.

3.1. Documents based on Higher Education Affiliates from the Brand Image Studies

Figure |1 shog$ a list of research institutions in the Brand Image publication. The first is Hong Kong
Polytechnic University with 38 documents, followed by the University of Valencia with 30
documents, Universidad de Zaragoza with 27 documents, Universiti Utara Malaysia with 22
documents, Griffith University with 19 documents, The University of Manchester with 17 documents,
Multimedia University with 17 documents, Bina Nusantara University with 17 documents,
Tecnologico de Monterrey with 16 documents, University of Malaya with 16 documents, and Alliance
Manchester Business School with 15 documents
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Figure 1. Documents Number based on Higher Education Affiliates from the Brand Image Studies




3.2. Documents based on Authors from the Brand Image Study
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Figure 2. Documents Number based on Authors from the Brand Image Studies

Figure 2 shows the author who has the greatest contribution in publishing in the field of brand image.
The author with the most publications in the field of brand image is Pina, J.M. with 14 documents,
followed by Rajagopal with 11 documents, Phau, I. with 10 documents, Bilgihan, A. a:h 8
documents, Melewar, T.C. with 8 documents, Romaniuk, J. with 8 documents, Blumrodt, J. with 7
documentsravo, R. with 7 documents, Frank, B. with 7 documents, Gil-Saura, I. with 7 documents,
Hem, L.E. with 7 documents, Nguyen, B. with 7 documents, and Okumus, F. with 7 documents

3.3. Country based documents from the Brand Image Studies
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Figure 3. Number of Documents by Country from the Brand Image Studies
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Figure 3 shows that the country with the largest contriillition to publication in the field of brand image
is the United States with 593 documents, followed by the United Kingdom with 28 1 documents, China
gth 272 documents, India with 238 documents, Taiwan with 192 documents, Spain with 186
documents. documents, Australia with 171 documents Malaysia with 136 documents, South Korea
with 129 documents, France with 112 documents, Germany with 112 documents, Indonesia with 110
documents, Canada with 93 documents, Hong Kong with 54 documents, and Japan with 52 documents

3.4 Documents based on Subject Areas from the Brand Image Studies
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Figure 4. Number of Documents based on Subject Areas from the Brand Image Studies
1

The most intensive fields of study g publications. The field of brand image is the field of Business.
Management and Accounting (39.09%) with 2079 documents; followed by Social Sciences (12.5%)
with 666 documents; Engineering (8.5%) with 454 documents; Economics, Econometrics and Finance
(8.3%) with 442 documents; Computer Science (7.9%) with 422 documents; Decision Sciences (3.4%)
with 182 documents; Arts and Humanities (2.8%) with 149 documents; Environmental Science (2.8%)
with 148 documents; Materials Science (2.2%) with 119 documents; Mathematics (2 (.1%) with 114
documents; and others (10.4%) with 553 documents




3.5 Documents Frequent Type Document from Brand Image Studies
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Figure 5. Number of Documents based on Subject Areas from the Brand Image Studies

The most document types in brand image publications are Articles (76.4%) with 2471 documents,
followed by Conference Papers (12.8%) with 415 documents, Review (4.5%) with 144 documents,
Book Chapter (4.4%) with 142 documents Book (0.5%) with 16 documents, Note (0.4%) with 14
documents, Conference Review (0.3%) with 11 documents, Short Survey (0.3%) with 11 documents,
Editorial (0.1%) with 4 documents, and Business Article (0.0%) with 1 document.

3.6 Documents per vear based on sources from Brand Image Studies
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Figure 6. Number of Documents Per Year Based on Sources from the Brand Image Study




1
Number of documents per year based on sources in international publications in the field of brand
image is the Journal Of Product And Brand MaBjgement with 77 documents, followed by the
European Journal Of Marketing with 55 documents, Journal Of Business Research with 54 documents,
Journal Of Consumer Marketing with 32 documents, Strategic Direction with 32 documents, and
International Marketing Review with 28 documents

3.7 Annual documents from the Brand Image Studies
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Figure 7. Number of Documents Per Year from the Brand Image Studies

In general, the number of academic document publications on brand image has increased every year.
This can be seen in Figure 8. the highest publication peak in 2019 with 400 documents. Research on
Brand Image has been started since 1961. The number of international publications on Brand Image
has shown an increasing trend every year. This can be seen in Figure 8, the highest publication peak in
2019, and it is also possible that in 2020 there will be an increase in research on Brand Image. The

mber of documents per year in Brand Image publications is that in 2019 there were 400 documents,
m 2018 there were 324 documents, in 2017 there were 264 documents, in 2016 there were 256
documents, in 2015 there were 224 documents and in 2014 there were 228 documents

3.8 Document cited from the Brand Image Studies
The most cited international publication on Brand Image as a form of academic impact is the work of
Thompson, C.J. The most cited number was in 1997 entitled Interpreting consumers: A hermeneutical

framework for deriving marketing insights from the texts of consumers' consumption, which was cited
by 693 documents.




3.9 Map of Study Themes
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Figure 8. Map of Study Themes

The construction of the Brand Image keyword network for the study theme map is built with the
VOSViewer application. The criterion for the minimum number of documents associated with a
keyword is thirteen repetitions. So, out of 10005 keywords there are only 184 keywords that meet the
threshold. From Figure 8. There are six study theme groups based on research keywords related to the
Brand Image study, abbreviated as BEPSSQM theme.

l. Brand Cluster (Green). This cluster dominated by the keywords Brand Image, brand loyalty,
brand association, brand value, brang management, co-branding. Most of these keywords relate
to Brand themes.

2. E-Commerce cluster (Red). In this cluster, we can find e-commerce themes. This cluster was
related by the product development, economics, industry. management, customer satisfaction,
and product design.

3. Place Branding cluster (blue). In this cluster, we can find Place branding themes. This cluster
was related by the keywords destination branding, city branding, nation branding, Australia,
united state, spain, and taiwan.

4. Sales cluster (Yellow). This cluster is dominated by the keywords packaging, advertising,
consumer, sports, and humans.

5. Social Network cluster (Purple). In this cluster, we can find social network themes. This cluster
was related by the keywords social networking (online), internet, facebook. sentiment analysis,
and big data.

6. Quality cluster (Light Blue). In this cluster, we can find quality themes. This cluster was related
by the keywords service quality, customer value, and trust

7. Marketing cluster (Orange). This cluster dominated by the keywords marketing, fashion, and

retailing.




3.10 Author Collaboration Network
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Figure 9. Author Collaboration Network

Figure 9 shows that there were 1 groups of construction patterns in the author's collaboration network
in brand image studies compiled with the VOSViewer application. The criteria for the minimum
number of documents per author were three documents. Thus, from 6335 writers, 277 writers were
found who met the thresholds. There were six groups of collaboration patterns between researchers in
brand image studies as shown in Figure 9. Author Collaboration Network.

. Green Cluster: Zhang, Y., Zhang, H., Woodside, A.G., and Chen, 1.

. Red Cluster: Han, H..,Im.HH.. and Lee. 5.

. Blue Cluster: Wang, J., Wang, X., Wei, J., Tavitivaman, P., and Qu, H.

. Light Blue Cluster: Gao, M., Li, X., and Yang,]

. Purple Cluster: Wang, S., Liu, X., and Li, J.

. Yellow Cluster; Li, J., Liu, F., Lee, J., and Lee, D.

= R T

4. Conclusion

The results of this study indicate that there is a map and an increasing trend of the amount of
international §search in the field of "Brand Image". The affiliated institution that has the largest
contribution in the field of brand image is Hong Kong Polytechnic University with 38 documents.
Meanwhile, the individual author with the most publications is Pina, J.M. with 14 documents. The
country that has the largest contribution in publishing in the field of brand image is the United States
with 593 documents. The most fields of study and publication sources in the field of Brand Image are
Business, Management and Accounting (39.09%) with 2079 documents. The most document type in
brand image publications is ArtiB (76.4%) with 2471 documents. The highest number of documents
based on sources in international publications in the field of Brand Image is the Journal of Product and




Brand Management with 77 documents. The highest peak of brand image publications occurred in
2019 with 400 documents. The most cited international publication on brand image is the work of
Thompson, C.J. The most cited number was in 1997 entitled Interpreting consumers: A hermeneutical
framework for deriviflg marketing insights from the texts of consumers' consumption, which was cited
by a 693 document. There are 6 patterns of international collaborative research groups in the field of
global brand ifhge.

In terms of contributing implications for knowledge, this studyfproposes a convergence axis
classification consisting of publications in the field of brand image to characterize the collection of
knowledge generated from five decades of literature: Brand, E-Commerce, Place Branding, Sales,
Social Network, Quality, and Marketing. , the theme for short BEPSSQM. As practical implications,
identifying key themes in the area of brand image leads to understanding the development of studies to
understand the general topic and c@itext, as well as research gaps. With all this. new studies can be
directed towards overcoming the lack of study and advancing knowledge in the field. The most
researched themes also show the contribution of research in the field of brand image for technology
and financial information.

Researchers expect future researchers to analyze contributions and explain the impact of brand image
by measuring citations based on a combination of data obtained from Scopus & Web of Science.
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International Conference on Religious and Cultural Sciences & Callfor Paper.

Apabila pernyataan ini terbukti tidak benar maka saya bersedia menerima sanksi sesuai
ketentuan yang berlaku.

Demikian surat pernyataan ini saya buat untuk dipergunakan sebagaimana mestinya.

Surabaya, 8 Agustus 2022
Y ang membuat pernyataan,
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