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INTRODUCTION

The concept of brand preference has emerged as a critical subject within the marketing
domain, referring to the extent to which consumers demonstrate a preference for one
brand over another. This concept has been a focal point of academic discourse since
the 1980s and has continued to evolve in response to the complexities of market
dynamics and changing consumer behavior (Ebrahim et al., 2016; Hellier et al., 2003;
Oh et al., 2020). Brand preference plays a vital role in shaping customer loyalty, guiding
purchasing decisions, and determining a company’s competitive positioning in the
marketplace.

Data retrieved from the Scopus database indicate the presence of more than 1,500
scientific documents containing the phrase brand preference in their titles, keywords, or
abstracts. This quantitative evidence serves as an initial indication that the phenomenon
of brand preference has attracted significant interest from both academic scholars and
business professionals. Research in this area covers a wide range of dimensions,
including consumer perception, brand trust, brand associations, and various marketing
variables such as pricing strategies, product quality, and brand communication (Matzler
et al., 2008; Sia et al., 2022).

Consumer inclination toward particular brands remains largely unaffected by
technological advancements, the rise of social media platforms, and digital interactions
between companies and consumers. Understanding brand preference has become
increasingly important for formulating personalized, relevant, and data-driven marketing
strategies (Kim et al., 2020). The adoption of adaptive methodologies enables
organizations to co-create value with consumers and strengthen their long-term
competitive advantage.

However, there remains a limited number of studies that systematically apply science
mapping methodologies to investigate the trajectories and intellectual framework of
research on brand preference. Previous studies have highlighted the need to explore
collaboration networks, citation patterns, and thematic focuses within the body of
literature on brand preference (Fetscherin & Toncar, 2010; Yeboah-Banin & Quaye,
2021).

This article aims to conduct a bibliometric analysis of the literature on brand preference
to address the following research questions: (a) what trends are evident in the
publications and citations related to brand preference? (b) who are the key contributing
authors in this research field? (c¢) which academic journals have emerged as the most
influential in the body of brand preference literature? (d) which countries have contributed
the highest number of publications in this area? (e) what are the main themes and topics
that shape the evolving intellectual framework of brand preference research? (f) what
prospective directions and focal points are anticipated for future research on brand
preference?

LITERATURE REVIEW

Research on brand preference has shown rapid growth, in line with the increasing
recognition of the importance of consumer behavior in the field of marketing. To map the
structure of knowledge and research development in this area, bibliometric analysis has
been widely employed. This approach utilizes quantitative data from scientific
publications to depict the dynamics of existing literature, helping to identify seminal
contributions within the discipline as well as assess collaboration patterns and emerging
thematic trends (Kim et al., 2020).
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The bibliometric analysis conducted by Kim et al. (2020), which examined 1,497
documents on brand attitudes from 1944 to 2021, revealed a significant surge in
publication volume, particularly after the year 2000. Key topics addressed included brand
loyalty, customer satisfaction, and purchasing behavior. Researchers from the United
States, the United Kingdom, and Australia dominated in terms of publication output and
citation frequency. The study also highlighted the important role of academic institutions
such as the University of Texas and the University of Oxford in advancing the body of
literature on brand preference. Furthermore, emerging themes included the influence of
social media, product quality, and brand image on consumer preference.

Aligning with these findings, Christodoulides et al. (2015), emphasized in their review on
brand personality that brand preference is increasingly shaped by the emotional and
psychological attachment between consumers and brands—an aspect that had
previously received less attention. They noted that brands are now perceived as entities
with distinct personalities and identities, capable of influencing purchasing decisions.
Concepts such as brand love and self-identification with brands have become
increasingly important in explaining brand preference, shifting focus from traditional
approaches that emphasized only product attributes.

Supporting these insights, the study by Yazdi et al. (2024), which analyzed over 1,400
articles on brand loyalty, further reinforced the role of positive emotional experiences in
shaping consumer preference. Their research underlined the significance of brand love
as a representation of emotional bonds that contribute to enhanced loyalty.

These findings highlight the need to broaden the understanding of brand preference
beyond rational factors such as price and quality, by also incorporating emotional and
social dimensions. Social media has also emerged as a critical factor in recent studies
on brand preference. Du et al. (2019) identified social media as a pivotal channel for
building and strengthening consumer-brand relationships. Interactions through digital
platforms have been shown to boost brand loyalty, provided that the content remains
relevant and that relationships with consumers are fostered authentically.

Findings from the bibliometric analysis of brand preference literature indicate a dynamic
evolution in the field. Research focus has shifted from merely evaluating product
characteristics to exploring the influence of social media, emotional loyalty, and
consumer perception. Looking ahead, future research directions may increasingly
investigate how sustainability and corporate social responsibility shape consumer
preferences, particularly among younger generations who are more attentive to social
and environmental aspects in their purchasing decisions (Lopez-Rodriguez et al., 2024)

RESEARCH METHOD

In the initial stage of literature collection, the researchers utilized the Scopus database.
The selection of Scopus was based on its reputation as a credible bibliographic source
(Cadavid & Valencia-Arias, 2022; Pratama et al., 2024). Scopus provides users with
convenient access to a wide range of documents from various publications. To obtain
relevant literature related to brand preference, the researchers employed a variety of
terms and thesaurus entries in their search query.

TITLE-ABS-KEY ("bran* prefere")

The search strategy employed in this study initially yielded a total of 1,082 documents.
During the screening phase, the selection was refined by restricting the publication years
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to the period between 2015 and 2024, and the analysis was limited to articles published
in English-language journals. Following this selection process, a total of 697 documents
met the inclusion criteria; however, one journal article lacked author information, resulting
in 696 documents being ultimately included in the final analysis.

Figure 1. Flow Diagram of the Search Strategy
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From the selected documents, the information collected included the authors' names,
institutional affiliations, journal names, article titles, author-designated keywords,
abstracts, and citation counts. For the purpose of bibliometric analysis, Microsoft Excel
and the Publish or Perish software were utilized to assess research productivity.
Meanwhile, to map the structure of scientific knowledge, VOSviewer version 1.6.20 was
employed. The type of analysis conducted was co-occurrence analysis, with the unit of
analysis being the author-assigned keywords.

RESULTS
Research Productivity
Research on brand preference from 2005 to 2024 shows a growing trend in the number

of publications. However, the number of citations received each year has fluctuated. The
publication performance and citation trends can be observed in greater detail in the table.
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Table 1. Publications by Year and Citations

Year TP TC C/P C/CP h
2015 32 1223 38.22 39.45 16
2016 32 1516 47.38 56.15 15
2017 36 624 17.33 21.52 12
2018 43 659 15.33 18.31 12
2019 56 1122 20.04 24.39 19
2020 49 714 14.57 16.60 15
2021 32 522 16.31 18.00 11
2022 64 590 9.22 9.83 13
2023 46 282 6.13 7.05 9
2024 70 206 2.94 5.72 7

Note. TP = Total Publications; NCP = Number of Cited Publications; TC = Total Citations; C/P =
Citations per Publication; C/CP = Citations per Cited Publication; and h = h-index.

Table 1 displays the distribution of publications by publication year and citation
performance for the period from 2015 to 2024. Overall, the total number of publications
(TP) shows a relatively stable trend in the early years, ranging from 32 to 56 publications
per year between 2015 and 2019. However, a significant surge occurred between 2022
and 2024, with publications increasing from 46 in 2023 to 70 in 2024, reflecting growing
attention to the research topic. Despite this rise in publication volume in the later years,
it has not been accompanied by a proportional increase in citation counts.

Figure 2. Publications by Year of Publication and Citations
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Note. TP = Total Publications; and TC = Total Citations.

Throughout this period, publications on brand preference exhibited a consistent growth
trend. In 2015 and 2016, the number of publications remained stable at 32 articles.
Subsequently, this number continued to rise, reaching 70 publications by 2024. On the
other hand, total citations (TC) followed a fluctuating pattern, peaking at 1,516 citations
in 2016, with a significant decline to only 206 citations in 2024.
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Regarding the average citations per article (C/P), 2016 recorded the highest value at
47.38, which gradually decreased to 2.94 by 2024. A similar trend was observed in the
h-index, which reached its peak of 18 in 2016, followed by a decrease to 7 in 2024.
Overall, these data suggest that although the number of publications continues to rise,
newer publications require more time to gain visibility and accumulate significant citations
within the academic community.

Authorship Analysis

Table 2 presents a list of the most productive authors in scholarly publications on brand
preference. Based on the total number of publications (TP), the top three most prominent
authors are Hwang, J., Dejong, W., and Jernigan, D.H.

Table 2. Top Authors in Brand Preference Research

Author Name Affiliation TP | NCP | TC C/P | C/ICP | h

Hwang, J. Universidade de  Aveiro, | 10 10 300 | 30.00 | 30.00
Portugal

Dejong, W. Universidade de  Aveiro, 9 9 127 | 14.11 | 14.11 6
Portugal

Jernigan, D.H. | University of the Sunshine 8 8 128 | 16.00 | 16.00 | 6
Coast, Australia

Naimi, T.S. Universitat de Girona, Spain 7 7 103 | 14.71 | 14.71 6

Rajagopal Universidad Espiritu Santo, 6 6 61 10.17 | 1017 | 4
Ecuador

Siegel, M. Escuela Superior Politecnica 6 6 111 | 18,50 | 1850 | 5
del Litoral Ecuador, Ecuador

Kao, D.T. Sejong  University, South 5 5 93 | 1860 | 1860 | 4
Korea

Banerjee, S. NC State University, United 4 4 99 | 2475 | 2475 | 4
States

Block, M.P. Universidade de  Aveiro, 4 4 66 16.50 | 16.50 | 4
Portugal

Casidy, R. College of Health and Human 4 4 96 | 24.00 | 24.00 | 4

Sciences, United States
Note. TP = Total Publications; NCP = Number of Cited Publications; TC = Total Citations; C/P =
Citations per Publication; C/CP = Citations per Cited Publication; and h = h-index

Hwang, J. from Universidade de Aveiro, Portugal, stands out as the most contributing
author, with a total of 10 publications, all of which have been cited (NCP = 10). The total
citations collected amount to 300, yielding an average citation per publication (C/P) of
30.00. The citations per cited publication ratio (C/CP) is also 30.00, indicating a strong
alignment between productivity and scholarly influence. With an h-index of 8, it suggests
that at least 8 of his publications have received a minimum of 8 citations, reflecting a
well-established academic standing in this field.

Dejong, W., also from Universidade de Aveiro, Portugal, occupies the second position
with 9 publications, all of which have been cited. Despite having a slightly lower number
of publications compared to Hwang, J., the total citations amount to 127. The average
citations per publication (C/P) and citations per cited publication (C/CP) are recorded at
14.11. With an h-index of 6, Dejong’s work remains highly influential in the brand
preference literature, though his citations per article are lower than those of Hwang, J.
Third place goes to Jernigan, D.H. from the University of the Sunshine Coast, Australia,
who has 8 publications, all cited, with a total of 128 citations. The average citations per
publication (C/P) and citations per cited publication (C/CP) are both 16.00. Jernigan's h-
index is 6, emphasizing a steady and notable contribution, particularly in the domain of
brand preference research in both Australia and internationally.
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In summary, the three authors—Hwang, Dejong, and Jernigan—not only stand out for
their productivity but also for their significant citation impact, reinforcing their
contributions to advancing the literature and expanding scholarly discussions on brand
preference.

Analysis of the Most Active Source Titles (Journals)

Table 3 presents a list of the most active sources or journals contributing to publications
on brand preference. According to the data, the top three sources with the largest
contribution in terms of the total number of publications (TP) are Journal of Product and
Brand Management (MDPI), Journal of Business Research (Elsevier), and Sustainability
Switzerland (Elsevier).

Table 3. Most Active Journals by Publication Output

Source Title/Publisher TP | NCP | TC C/P C/CP h
Journal Of Product and Brand 18 17 512 | 28.44 | 30.12 12
Management/Multidisciplinary Digital
Publishing Institute (MDPI)
Journal Of Business 15 15 1600 | 106.67 | 106.67 | 12
Research/Elsevier/Elsevier
Sustainability Switzerland/Elsevier 14 12 193 13.79 16.08 7
Marketing Science/Taylor & Francis 12 12 575 | 47.92 | 47.92 9
Journal Of Retailing and Consumer 11 11 154 | 14.00 14.00 9
Services/Taylor & Francis
Tobacco Control/Elsevier 11 11 462 | 42.00 | 42.00 10
Asia Pacific Journal of Marketing and 9 9 317 | 35.22 | 35.22 7
Logistics/Wiley-Blackwell
International Journal of Research in 9 8 783 | 87.00 | 97.88 6
Marketing/Taylor & Francis
Innovative Marketing/Taylor & Francis 8 3 12 1.50 4.00 2
International Journal of Retail and Distribution 8 8 194 | 24.25 24.25
Management/Editura Universitati din Oradea

Note. TP = Total Publications; NCP = Number of Cited Publications; TC = Total Citations; C/P =
Citations per Publication; C/CP = Citations per Cited Publication; and h = h-index

The Journal of Product and Brand Management holds the top position with a total of 18
publications, 17 of which have been cited (NCP). This journal has accumulated a total of
512 citations, resulting in an average citation per publication (C/P) of 28.44 and a
citations per cited publication ratio (C/CP) of 30.12. Its h-index of 12 signifies a significant
contribution to the field of brand preference literature, highlighting both the volume of its
publications and the consistency in producing influential, widely cited scholarly works.

In second place, the Journal of Business Research shows impressive citation
performance. With 15 publications, the journal has garnered 1,600 citations in total. The
average citations per publication (C/P) and citations per cited publication (C/CP) are both
106.67, the highest among all journals listed. Its h-index of 12 further emphasizes that
despite having fewer publications than the top-ranking journal, the quality and academic
impact of its articles are remarkable, reinforcing its important role in brand preference
research.

The Sustainability Switzerland journal from Elsevier ranks third with 12 publications and

197 total citations. Its citation per publication (C/P) stands at 13.79, and the citations per
cited publication (C/CP) is 16.08, with an h-index of 7. Although its average citation rate
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is lower than the first two journals, it plays a key role in incorporating sustainability issues
into the study of brand preference, thus broadening the scope of research in this domain.

In summary, these findings demonstrate that these three journals have made significant
contributions to the development of brand preference literature. The Journal of Product
and Brand Management leads in publication volume, the Journal of Business Research
excels in citation impact per article, and Sustainability Switzerland contributes by
integrating sustainability concerns into the field of brand preference.

Most Active Countries Contributing Most Actively to Corporate Performance Publications
Table 4 presents the contribution of various countries to scholarly publications on brand
preference. Based on the total number of publications (TP), the top three most active
countries are the United States, India, and China.

Table 4. Top-Contributing Countries to Publications on Brand Preference

Country TP NCP TC C/P_| CICP h
United States 212 201 | 9506 | 44.84 | 47.29 48
India 82 46 1489 | 1816 | 3237 10
China 71 65 1711 | 2410 | 26.32 19
South Korea 45 39 644 | 1431 | 16.51 15
United Kingdom 37 33 945 | 2554 | 28.64 13
Australia 34 32 909 | 26.74 | 2841 19
Taiwan 34 33 1011 | 29.74 | 30.64 16
Canada 29 27 818 | 2821 | 30.30 13
Malaysia 22 20 226 | 1027 | 11.30 7
France 18 17 1834 | 101.89 | 107.88 10

Note. TP = Total Publications; NCP = Number of Cited Publications; TC = Total Citations; C/P =
Citations per Publication; C/CP = Citations per Cited Publication; and h = h-index

The United States is recorded as the country with the largest contribution, generating
212 publications, of which 201 have been cited (NCP). The total citations (TC)
accumulated reach 9,506, with an average of 44.84 citations per publication (C/P) and
47.29 citations per cited publication (C/CP). With an h-index of 48 and a g-index of 92,
the United States demonstrates dominance not only in publication volume but also in
academic quality and influence. This data underscores the United States' position as a
key hub in the development of theory and research in brand preference.

India ranks second with 82 publications and 46 cited documents. The total citations
received amount to 1,489, resulting in an average C/P of 18.16 and a C/CP of 32.37.
The country's h-index is recorded at 10, with a g-index of 38. While the average citation
per publication is lower than that of the United States, the high volume of publications
indicates a substantial research activity, reflecting the growing interest in consumer
behavior studies and brand preference, particularly in emerging markets.

China occupies third place with 71 publications and 65 cited documents. The total
citations reach 1,711, with an average C/P of 26.32 and a C/CP of 27.71. China also
records an h-index of 16 and a g-index of 40. These figures show that China's
contribution is not only significant in terms of publication volume but is also experiencing
improvements in quality, strengthening its position as one of the key research centers in
marketing and brand management globally.
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Overall, the United States, India, and China are the top three countries contributing the
most to brand preference studies. Together, they form the foundation for the
development of literature in this field, with the United States leading in both volume and
impact, while India and China show significant growth in both quantity and quality of
scholarly output.

Visualization Map

To explore the conceptual structure of brand preference research, a bibliometric analysis
was performed based on the co-occurrence of keywords used by authors. This analysis
aimed to uncover the interconnections among frequently studied concepts and organize
them into several related clusters. The visualization of these relationships is presented
in Figure 3.

Figure 3. Author keyword Co-Occurrence in Brand Preference
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The mapping identified four primary clusters: Brand Loyalty, Consumer Branding, Youth
Marketing, and Brand Strategy. These clusters reflect the multidimensional nature of
brand preference research, combining emotional, behavioral, demographic, and
strategic marketing aspects. Brand Loyalty focuses on consumer commitment built
through trust and positive attitudes, where emotional bonding, attitude-based pricing,
and brand image play crucial roles in fostering long-term loyalty.

Consumer Branding emerges as the central and most dynamic cluster, emphasizing how
perceived brand value, country of origin, and brand quality influence consumer
preferences and purchase intentions, highlighting the importance of effective brand
equity management. Youth Marketing explores how advertising and ethnocentrism affect
young consumers, stressing the need for ethical and socially aware marketing strategies,
particularly through digital channels. Meanwhile, Brand Strategy discusses macro-level
approaches to brand development and positioning, including competition against store
brands, emphasizing the necessity for innovative differentiation strategies.

Overall, the bibliometric mapping demonstrates that brand preference research has
evolved into a multidimensional field, requiring the integration of emotional, behavioral,
demographic, and strategic perspectives to understand and strengthen brand positioning
in a competitive market.
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To complement the conceptual analysis, a bibliometric trend analysis based on
publication years was also conducted. This analysis, visualized in Figure 4, highlights
how the relevance of specific topics has shifted over time, based on keyword frequency
and the average year of publication.

Figure 4 illustrates a bibliometric mapping of keyword trends in brand preference
research based on average publication year. Color gradients represent temporal trends,
with purple indicating older topics (around 2014) and yellow highlighting newer themes
(around 2020). The map outlines the evolution of research dynamics and thematic
maturity across four clusters: Brand Loyalty, Consumer Branding, Youth Marketing, and
Brand Strategy.

Figure 4. Trends in Occurrence and Average Publication Year
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The Brand Loyalty cluster, shown in teal blue, reflects early research activity from the
2010s, focusing on brand loyalty, trust, and attitude. While foundational in establishing
the emotional bond between consumers and brands, this area has seen declining
novelty, though it remains critical for sustaining long-term customer relationships,
especially within the digital marketing context.

In contrast, the Consumer Branding cluster emerges as the most vibrant and relevant,
with topics like brand equity, purchase intention, and consumer behavior branding
gaining prominence over the last five years. Positioned at the core of brand preference
research, this cluster bridges emotional, rational, and strategic elements crucial for
understanding modern consumer decision-making.

The Youth Marketing cluster, dominated by purple-blue, peaked earlier in the decade,
focusing on advertising ethics and youth engagement strategies. However, recent trends
suggest the need for revitalization through social media integration, personalized
content, and a deeper grasp of digital-native consumers.

The Brand Strategy cluster, shaded dark blue, indicates a stagnation in research activity

despite practical importance. Future innovation in this area requires the incorporation of
data-driven branding, marketing automation, and Al technologies to stay competitive.
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Overall, the mapping reveals a shift from traditional theoretical approaches toward more
adaptive, technology-driven research directions. Consumer Branding stands out as the
most promising area for further exploration, while other clusters must evolve to meet the
demands of a rapidly digitalizing marketing environment.

Beyond conceptual and temporal mapping, bibliometric analysis also assesses
academic impact through normalized average citation rates for each keyword. This
method highlights each topic’s relative contribution to advancing knowledge in brand
preference research. Figure 5 visualizes the relationship between keyword frequency
and citation impact using color coding—blue for lower impact and red for higher.

Figure 5. Trends in Occurrence and Normalized Average Citations
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The analysis identifies four main clusters with varied citation influence. Brand Loyalty,
comprising topics like brand trust and attitude, is marked by blue tones, indicating
reduced recent academic attention despite its foundational role in marketing theory.
Consumer Branding dominates with yellow to red hues, reflecting strong academic
interest and high citation rates. Topics such as brand equity and purchase intention are
central to current studies, significantly shaping consumer behavior models in a fast-
changing market landscape.

Youth Marketing, including advertising and brand liking, also appears in blue, suggesting
declining academic relevance. While still practical, this area requires renewed focus
through integration with digital-native behaviors and social media engagement.
Meanwhile, Brand Strategy shows moderate impact with blue to light yellow gradients.
Despite its managerial importance, this cluster needs innovation—particularly through
digital branding and Al adoption—to maintain future relevance.

Overall, the trend map indicates a shift in research emphasis toward consumer value
and behavioral insights, with Consumer Branding as the most impactful domain. In
contrast, more traditional themes like Brand Loyalty and Youth Marketing would benefit
from revitalization to stay relevant in today’s digital marketing environment.

DISCUSSION
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This bibliometric analysis uncovers significant patterns in the progression of brand
preference research. While the volume of publications has experienced steady growth
over the past decade, citation trends reveal that more recent studies require additional
time to gain substantial academic influence, which is typical in rapidly expanding
research fields.

An analysis of authorship and journals indicates that contributions remain largely
concentrated among prominent scholars and leading journals, including the Journal of
Business Research and the Journal of Product and Brand Management. The United
States continues to dominate in terms of both publication volume and citation impact,
while India and China are emerging as key contributors to the field.

Conceptually, the research landscape is divided into four primary clusters: Brand Loyalty,
Consumer Branding, Youth Marketing, and Brand Strategy. Among these, Consumer
Branding clearly stands out as the most active and impactful cluster, with high normalized
citation rates reflecting considerable scholarly attention (Ibrahim et al., 2024). Central
themes such as brand equity, consumer behavior, and purchase intention have become
core topics in contemporary discussions, steering the focus away from traditional loyalty
models.

In contrast, the Brand Loyalty and Youth Marketing clusters, although historically
important, show signs of stagnation and lower citation influence. To maintain their
relevance, these clusters need to incorporate emerging trends such as social media
engagement, generational shifts in consumer behavior, and digital brand interactions
(Yazdi et al., 2024). Likewise, Brand Strategy must adapt by integrating digital
innovations and data-driven methodologies to preserve its academic and practical
relevance.

In conclusion, brand preference research is transitioning from traditional theoretical
frameworks to models centered around consumer behavior and driven by technological
advancements. Future research should prioritize interdisciplinary approaches, exploring
areas such as sustainability, corporate social responsibility (CSR), and digital consumer-
brand relationships, to enhance the field's relevance in the evolving marketplace.

CONCLUSION

This bibliometric analysis underscores the development of brand preference research,
characterized by consistent growth in publication volume, although more recent studies
exhibit slower citation accumulation. Conceptual mapping reveals four primary clusters,
with Consumer Branding standing out as the most dynamic and highly cited area, while
Brand Loyalty and Youth Marketing show signs of stagnation, indicating the need for
thematic updates to align with digital trends and generational shifts.

The dominance of the United States, alongside the rising influence of India and China,
signals a global expansion of research activity. Leading journals and scholars continue
to drive the field, but the future of brand preference research will depend on adopting
interdisciplinary methods that integrate sustainability, corporate social responsibility
(CSR), and digital innovation.

In conclusion, brand preference research is evolving toward consumer-centric and
technology-driven models. Future research should embrace these changes to maintain
academic relevance and provide actionable insights for brands navigating an
increasingly digital and competitive environment.
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