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ABSTRACT

Digital Trust and reputation are concepts of vital importance for the collaborative
consumption sector, since they allow reducing the risk of exchanges between
strangers. However, and despite the importance of this economic sector, it seems to
be that the intellectual contributions of the communication academy to discourse on
collaborative economy are insufficient is. Given this situation, it seems to be
appropriate to increase the existing academic literature related to the subject of
study, but for this, it is first necessary to identify and know the research already
carried out. Therefore, this paper aims at collecting, reviewing and synthesizing the
existing scientific production on digital trust and reputation in the field of
collaborative consumption and collaborative economy. For this, a bibliometric
analysis of the articles related to the subject of study published between 2004 and
2017 in journals indexed in Webs of Science, Scopus and Dialnet is carried out. This
work shows that the academic interest in this subject is recent; that the articles are
of quality, that they are written mainly in English and that there is no magazine,
author, or reference research center. In addition, it could be said that the articles
published in journals indexed in JCR are characterized by being written in English,
having a greater collaboration than those not indexed, both at the level of authors
and institutions, and by having more citations in WOS.

KEY WORDS: Public Relations — trust — reputation — collaborative consumption —
sharing economy — bibliometric analysis — digital reputation.

! Marian Navarro-Beltra: Degree in Advertising and Public Relations (2008) from the University of
Alicante and Doctor Cum Laude (2013) from the same university. She is currently a professor and
researcher at the Catholic University of Murcia (UCAM) in the area of Advertising and Public Relations.

mnavarro2@ucam.edu

2 Josep Martinez-Polo: Professor and researcher at the Catholic University of Murcia (UCAM) in the
area of Advertising and Public Relations.

jmmartinez@ucam.edu

83


https://creativecommons.org/licenses/by-nc/4.0/
http://doi.org/10.15198/seeci.2020.51.83-107
mailto:mnavarro2@ucam.edu.
mailto:mnavarro2@ucam.edu.
mailto:mnavarro2@ucam.edu
mailto:mnavarro2@ucam.edu
mailto:jmmartinez@ucam.edu
https://orcid.org/0000-0002-6898-569X
https://scholar.google.es/citations?hl=es&user=_UxZ0hAAAAAJ
http://orcid.org/0000-0003-0262-0257
https://scholar.google.es/citations?user=nxaiYpMAAAAJ&hl=es

Navarro-Beltra, M. & Martinez-Polo, J.
Bibliometric study on digital reputation and collaborative economy (2004-2017)

RESUMEN

La confianza y la reputacién digital son conceptos de vital importancia para el sector
del consumo colaborativo, ya que permiten disminuir el riesgo de los intercambios
entre desconocidos. Sin embargo, y a pesar de la importancia de este sector
econdmico, parece que las contribuciones intelectuales de la academia de
comunicacién al discurso sobre la economia colaborativa son insuficientes. Ante esta
situacion parece conveniente aumentar la literatura académica existente relacionada
con el tema de estudio, pero para ello primero es necesario identificar y conocer las
investigaciones ya realizadas. Por tanto, con este trabajo se pretende recopilar,
revisar y sintetizar la produccidén cientifica existente sobre la confianza y la
reputacion digital en el ambito del consumo colaborativo y la economia colaborativa.
Para ello, se realiza un analisis bibliométrico de los articulos relacionados con el tema
de estudio publicados entre 2004 y 2017 en revistas indexadas en Web of Science,
Scopus Y Dialnet. Este trabajo muestra que el interés académico por esta tematica es
reciente, que los articulos son de calidad, que estan redactados principalmente en
inglés y que no existe una revista, un autor, ni un centro de investigacién de
referencia. Ademas, se podria afirmar que los articulos publicados en revistas
indexadas en JCR se caracterizan por estar redactados en inglés, por tener una
mayor colaboracién que los no indexados, tanto a nivel de autores como de
instituciones, y por contar con mas citas en WOS.

PALABRAS CLAVE: Relaciones Publicas — confianza — reputacion — consumo
colaborativo — economia colaborativa — analisis bibliométrico — reputacién digital.

ESTUDO BIBL;OMETRICO SOBRE REPUTACAO DIGITAL E
ECONOMIA COLABORATIVA (2004-2017)

RESUME

A confianca e a reputacao digital sao conceitos de vital importancia para o setor do
consumo colaborativo, j@ que permitem diminuir o risco dos intercambios entre
desconhecidos. Entretanto, e apesar da importancia da academia de comunicacdo ao
discurso sobre a econ6mia colaborativa sdao insuficientes. Diante dessa situacao
parece conveniente aumentar a literatura académica existente relacionada com o
tema de estudo, mas para isso primeiro € necessario identificar e conhecer as
investigacdes ja realizadas. Portanto, com este trabalho pretendemos recopilar,
revisar e sintetizar a produgao cientifica existente sobre a confianca e a reputacao
digital no ambito do consumo colaborativo e a economia colaborativa. Para isso,
realizamos uma analise bibliométrica dos artigos relacionados com o tema de estudo
publicados entre 2004 e 2017 em revistas indexadas na Web of Science, Scopus e
Dialnet. Este trabalho mostra que o interesse académico por esta tematica é recente,
que os artigos sao de qualidade, que estdo redigidos principalmente em inglés e que
nao existe uma revista, um autor, nem um centro de investigacdao de referéncia.
Ademais, pode-se afirmar que os artigos publicados em revistas indexadas em JCR
caracterizam-se por estar redigidos em inglés, por ter maior colaboracdo que os
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indexados, tanto a nivel de autores como de instituicdes, e por contar com mais
consultas na WOS.

PALAVRAS CHAVE: Relacdes Publicas — confianca — reputacdo — consumo
colaborativo — economia colaborativa — analises bibliométrico — reputacao digital.
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1. INTRODUCTION

It could be considered that public relations is a discipline linked to a professional
activity that is constantly evolving (Castillo, 2009, p. 51), since it has been closely
linked to the advances of the technique since the appearance of the printing press
(Grunig and Hunt, 2000, p. 65) and the new Information and Communication
Technologies (Zapata-Palacios, 2016, p. 105). This way, the existence of new digital
media and its management has led to the emergence of a new paradigm in the
public relations sector: Public Relations 2.0 (Fuentes, 2018, p. 18). Thus, it can be
affirmed that in the last decades this profession has been undergoing an important
transformation caused by the frequent use that the population makes of internet-
based technologies (Sellas, 2014, p. 197).

With the emergence of the network society (Castells, 2005, p. 505) and the
emergence of the Internet, people begin to interact and carry out transactions with
strangers, since at the beginning of this medium, in most cases the identity of the
users was unknown. Given this situation, that the consumer can overcome the lack
of trust was essential for the development of the Internet as a channel for
commercial relations (Flavian and Guinaliu, 2006, p. 151).

In this context, public relations acquire a great relevance, as they help build
reputation, credibility and, above all, trust (Valdez, Borrayo and Mufioz, 2018, p.
456). Specifically, gaining the trust of users, which is a subjective element that
depends on the references received and personal experience (Sanchez-Alzate and
Montoya, 2016, p. 170), was the basis for building a positive digital reputation (Aced,
2010, p. 84). Circumstance that is of vital importance when considering that the
good reputation of the seller increases the perception of quality of its services and
products in the people who acquire them through the internet (Sanchez-Alzate and
Montoya, 2017, p. 12). Hence public relations work to “achieve the such longed
reputation” (Rivero, 2017, p. 162) and strategic plans related to this discipline try to
result in a favorable reputation (Miyashiro, 2017, pp. 97-98).
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However, the abundant use of social media by society allowed the stakeholders to
communicate with others and spread their own messages on organizations, a
situation that leads to the appearance of threats to reputation (Master, Lace and
Abuin, 2018, p. 212) when considering that this depends not only on what
institutions say about themselves (managed by the department of public relations
and communication), since it also depends on what the others say about them
(Aced, 2018, p. 32). Indeed, the penetration of social media has led certain people to
send messages that are likely to reach an impact and visibility that were unthinkable
in conventional environments (Pifieiro-Otero and Martinez-Rolan, 2016, p. 18). In
this context, it can be affirmed that both trust and reputation then become
fundamental elements in the success of transactions through the internet (Kollock,
1999).

Given its importance, in virtual environments trust has been widely studied
(Childers, Carr, Peck and Carson, 2001; Flavian and Guinaliu, 2006; Luna and
Velasco, 2005; Sanz, Ruiz and Pérez, 2009; Sundararajan, 2016; Van der Heijden,
Verhagen and Creemers, 2003). As it has happened with the e-reputation (Benitez-
Eyzaguirre, 2016; Marquez-Gonzalez y Caro, 2017; Medina, 2017; Moya, and Majg,
2017; Pulido and Benitez- Eyzaguirre, 2016), that is, with that reputation element
that is derived specifically from electronic contacts (Chun and Davies, 2001, p. 316).
From these studies, it follows that the concept of reputation is usually applied to very
diverse fields, such as university institutions, countries, cities, and companies...
(Ortiz, Villafafie and Caffarel-Serra, 2018, p. 846). However, both digital trust and
digital reputation are essential in the field of collaborative consumption, since they
allow reducing the risk of exchanges among strangers (Brandle, 2017, p. 135).

This way, collaborative consumption can be defined as peer activity (P2P) based
on obtaining, giving or sharing access to goods and services, coordinated through
collaborative online communities (Hamari, Sjoklint and Ukkonen, 2016, p. 4).
Collaborative consumption is praised by its supporters as a tool for social
transformation that reinforces cohesion, enhances the purchasing power of
consumers and improves the environment, while its detractors condemn it because it
supposedly introduces unfair competition, promotes tax fraud and distorts the labor
market (Organization of Consumers and Users, 2017, p. 1).

For its part, collaborative economy is defined by the European Commission (2016)
as “business models in which online platforms facilitate the creation of open market
spaces for the temporary use of goods or services often offered by individuals”.
However, for Slee (2016, p. 32) collaborative economy is based on a small number of
technology companies that are backed by large amounts of venture capital. In short,
collaborative economy would be part, together with other modalities (gig economy,
circular economy, etc.) of collaborative consumption (Belk, 2014, p. 1598; Frenken,
2017, p. 13; Hamari et al., 2016, p. 1; Méhlmann, 2015, p. 195).

It cannot be forgotten that the rise of collaborative consumption platforms and the
so-called collaborative economy is thanks to the generalization of internet access and
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the development of Information and Communication Technologies (Patifio, Gomez-
Alvarez and Plaza, 2017, p. 53). This way, it should be noted that collaborative
economy and collaborative consumption are based on the exchange of goods and
services that use technology as a channel “to put people in contact and guarantee
their reputation” (Luis, 2015, p. 67), hence the interest in their study from the field
of communication.

Both phenomena have experienced a boom (Noguera et a/., 2014) from articles
(Algar, 2007), books (Botsman and Rogers, 2010) or talks TED
(https://www.ted.com/talks/rachel botsman the case for collaborative consumption).
In 2012, collaborative economy presented itself as an unstoppable sociocultural tide
(Botsman and Rogers, 2012, p. 224) that transformed society, and therefore causing
a true collaborative revolution (Cafigueral, 2014, p. 40) and that could become as
important as the Industrial Revolution (Belk, 2014, p. 1599). Thus, although the
collaborative economic activity between equals is already much consolidated, it is
expected that it will become even more entrenched with the gradual introduction of
the internet of things (Rifkin, 2014, p. 313).

Despite the importance of this economic sector and its link with trust and digital
reputation for its survival, it could be affirmed that the intellectual contributions of
the communication academy to the discourse on collaborative economy are
insufficient (Gregory and Halff, 2017, p. 4). Given this situation, it seems appropriate
to increase the existing academic literature related to the subject of study, but in
order to do this, it is first necessary to identify and know the research projects
already carried out.

2. OBJECTIVES

The main objective of this work is based on collecting, reviewing and synthesizing
the existing scientific literature on trust and digital reputation in the field of
collaborative consumption and collaborative economy. Specifically it is intended:

— To know productivity by years, magazines, authors, organizations, countries

and languages;

— To examine the terms and concepts used;

— To analyze the scientific quality of the texts and;

— Find out if there are differences among documents based on their quality.

3. METHODOLOGY

In order to achieve the objectives indicated above, a bibliometric analysis of
scientific production related to trust and digital reputation in the field of collaborative
consumption and collaborative economy was carried out. The universe under study
was made up of academic articles published between 2004 and 2017 in scientific
journals indexed in Webs of Science (WOS), Scopus and Dialnet. The scientific
articles were chosen as a source of information to conduct this research because
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historically they have been considered essential for the communication of science
(Melero and Hernandez-San-Miguel, 2014).

The year 2004 was chosen as a starting point to conduct the search because,
although there is no standard definition for the concept of collaborative economy
(sharing economy in English), the term sharing applied to the economic discipline
was first used in the academic scope in an article published in 2004 by Yochai
Benkler in The Yale Law Journal (Katz, 2015, p. 1068). It should be noted that this
article already established the exchange as an economic phenomenon dependent on
technology (Benkler, 2004, p. 358). Thus, although this type of economy, which is
based on the fact that consumers guarantee temporary access to their physical
assets, possibly underutilized for money (Frenken, 2017), has occured since the
existence humankind, the key change originates from the appearance of platforms
on the Internet where people begin to share with strangers, compared to what was
usual until now that was only done in families, among friends and neighbors (Schor,
2014). Likewise, articles published until 2017 were located because the data
collection took place on January 7, 2018.

On the other hand, Scopus and WOS were chosen as the two multinational and
international databases of reference in the academic field (Navarro-Beltra and
Martin-Llaguno, 2013, p. 113). However, these foundations have certain biases. With
reference to the language, it is noteworthy that in Scopus, Spanish is one of the
languages with the least representation if one considers the number of scientific
journals worldwide that publish in this language (Scimago Group, 2006, p. 145). In
turn, the scientific journals indexed in WOS are written mainly in English (Franco-
Lépez, Sanz-Valero and Culebras, 2016, p. 65). In addition, the representation of
Social Sciences in both databases is modest (Navarro-Beltra and Martin-Llaguno,
2013, p. 113). Thus, and in order to overcome these biases, Dialnet was included
when conducting this study because it “is one of the major bibliographic portals in
the world, whose main task is to give greater visibility to Hispanic scientific literature”
and It mainly focuses on the Legal, Human and Social Sciences
(https://dialnet.unirioja.es/info/ayuda/ge).

The main search strategy was to use the WOS, Scopus and Dialnet databases to
locate certain keywords in its articles. Specifically, these documents should contain,
in the title, in the summary and / or in the keywords, at least one concept of each of
the areas of study considered for the carrying out of this study, namely: a)
collaborative economy and collaborative consumption , b) trust and reputation and c)
internet, e-commerce, online, digital and web.

Table 1 shows the search equations used in each of the databases. These
searches reported 47 articles in WOS, 22 in Scopus and 1 in Dialnet. After eliminating
the repetitions, a total of 49 texts were obtained. In order to select the documents
related to the subject of study, the title, the summary, the keywords and,
sometimes, the full text were read. This way, the writings that met certain inclusion
criteria were selected: academic articles published in scientific journals that took into
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account trust or reputation in the collaborative consumption and collaborative
economy sector. This selection, which was made by two researchers, identified a
total of 44 texts, all of them were coded and analyzed for the carrying out of the
present investigation.

Therefore, it can be said that the percentage of noise found (articles not related to
the subject of the study) is adequate, since it is less than 20% (Lopez-Berna, Papi-
Galvez and Martin-Llaguno, 2011, p. 216). In order to know the documents finally
examined, see Annex 1. Thus, it should be noted that 59.1% of these writings were
located in a single database (52.3% in WOS, 4.5% in Scopus and 2 , 3% in Dialnet),
while 40.9% was found in two databases (Scopus and WOS).

Table 1. Or search operations based on the database.

Databases Search operations

Documents search : "sharing economy” OR “collaborative consumption” in the field *

article title, abstract, keywords” AND trust OR reputation in the field “ article title
Scopus abstract, keywords " AND internet OR e-commerce OR ecommerce OR on- line OR

online OR digital OR web in the field “ article title, abstract, keywords”

Date range (inclusive).: Published 2004 - to - present

Document type. article

Select a database: all databases
Web of Basic search: "sharing economy” OR "collaborative consumption”in the “theme” field
Science  AND trust OR reputation in the “theme” fields AND internet OR e-commerce OR
ecommerce OR online OR online OR digital OR web OR in the field * topic"
Period of time, from 2004 to 2017
After completing this search, the texts shown were limited by the type of document and
the article option was chosen

Search - Search documents: magazine articles

Contains the words: ("collaborative economy" OR "collaborative consumption™) AND
(trust OR reputation) AND (Internet OR "electronic commerce" OR e-commerce OR
ecommerce OR online OR online OR digital OR web)

Published between: 2004 - 2017

After completing this initial search, it was checked whether the keywords were included
in the title, in the summary or in the keywords manually.

Dialnet
plus

Source: own elaboration.

The coding protocol used to examine the selected articles consisted of three large
blocks covering a total of 35 variables. Specifically, information was collected on:
characteristics of the article (doi, title, keywords, language, journal of publication,
number and / or volume of the journal, year of publication and database), authors
and their organizations (name and Surname of each of the signatories, number and
sex of the authors, institution to which they belong, number of organizations
involved in each article and country of the organization) and quality of the document
(number of quotations and indexing in SJR and JCR).
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In order to analyze the information collected, a database was created in the
software SPSS version 24. Specifically, descriptiveness, frequencies, line graphs,
tables were used to describe the variables. Multiple response and contingency tables.
In addition, to find out the association between variables, the Mann-Whitney U test
was used when the dependent variable was quantitative and the Pearson Chi-square
test when the dependent variable was qualitative. In both cases the level of
significance set for the statistical analysis was a=0,05.

4. RESULTS

Although the data collection begins in 2004, the first document found dates from
2012. From that moment, and as it can be seen in figure 1, the scientific production
related to the subject of study increases over time. This way, the last year examined
(2017) calls especially attention, since it has more than half of the documents
studied (54.5%). In addition, this is located at a great distance from the second most
prolific year (2016), since it only owns 18.2% of the articles. Given these data, it
could be said that this is a topic of recent scientific interest.

60,0%

30,0%

40,0%

30,0%

Porcentaje

20,0%

10,0%

0%

T T T T T T
2012 2013 2014 2015 2018 2017

Afio de publicacion del articulo

Graph 1: year of publication of the article.
Source: own elaboration.

With reference to the keywords, it should be noted that a total of 429 terms have
been found in the articles analyzed. As it can be seen in image 1, which was carried
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out on the website https://www.nubedepalabras.es /, the most used are economy
(9.09% of the total), sharing (8.16%), consumption (3.03%), collaborative (2.56%),
trust (2.56%), digital (1.86%) and social (1.86%). The priority use of these words
corresponds to the three fields of study considered for the carrying out of this
research -a) collaborative economy and collaborative consumption, b) trust and
reputation and c) Internet, e-commerce, online, digital and web -. The rest of the
terms found appear less than 1.4% of the time.

Cechnologies  Behasioural ,

ket beandsd ok Bt Baro”siuy colicine
tamadifion Y | moripaleion cr.w&mﬁﬂ propect | applicaf e
offractiveneus "eipnsibility

Picture 1: TERMS used in the keywords of the articles discussed.
Source: own elaboration.

On the other hand, the 44 writings analyzed have been found in a total of 34
scientific journals, therefore most of them (56.82%) publish only one article. Thus,
the average of documents per magazine is 1.3. This situation shows the variety of
headers that show interest in the subject of study and the lack of existing
specialization. However, it is worth noting the case of the International Journal of
Contemporary Hospitality Management, as it publishes three of the texts examined
(6.8% of the total). On the other hand, the journals that have two articles (4.5%)
are: Journal of Consumer Behavior, Tourism Management, Technological Forecasting
and Social Change, Journal of Services Marketing, Journal of Marketing Channels,
Annals of Tourism Research, Journal of Law & Economic Regulation and Journal of
Consumers Studies.

As expected, the publication of articles in the English language predominates
(77.3% of the total). Then, although at a great distance, Korean is located (15.9%),
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while the rest of the languages found (French, Hungarian and Spanish) have only
been observed in a writing (2.3%).

The set of articles examined reports a total of 99 authors and the co-authorship
index, that is, the average number of authors per article, is 2.25. This way, most of
the documents (34.1% of the total) have only one signatory, then there are articles
written by three authors (31.8% of the total) and then you can see those that have
been written by two (20.5%). Only 13.6% of the texts have four signatories.
Therefore, and because 65.9% of the articles have been co-authored, it could be
said that researchers frequently work on this issue together.

In this regard, it should be noted that most authors publish only one document.
However, the presence of Karen Xie stands out, since she signs three of the items
examined (in one of them she is the lead author and in the other two she is in
second place). Meanwhile, Stuart J. Barnes, Jiang Wu, Jan Mattsson, Alok Gupta,
Paolo Parigi and Karen Cook sign two articles, all co-authored.

When considering the sex of the authors, it should be noted that in 20.5% of the
documents, no woman appears if compared to a 29.5%, in which no man can be
observed. However, when examining the sex of the main signatory, these
percentages are reversed, since it is more common to find men who hold this
position than women (52.3% vs. 45.5%. In the remaining 2.3%, this information is
unknown).

With reference to the Institutions to which the authors belong, it should be noted
that in the study conducted, institutional relationships are frequent. Thus, when
considering the 28 documents? in which this type of relationship could exist because
there are more than one signatory, these ones occur in 64.3% of cases. Thus, the
average number of institutions involved in articles with more than one signatory is
1.82, with a minimum of 1 and a maximum of 3.

For its part, the most prolific institution is Stanford University, as it can be
observed 8 times out of 99 (8.08% of the total). Next, Vienna University of
Technology, Sejong University and Wuhan University are located, since each one
appears 4 times (4.04%). In addition, there are 7 universities that are shown 3 times
(3.03%)* and 12 that can be seen in 2 (2.02%)°. The rest of the institutions are only
observed on one occasion (1.01%). Therefore, and given these data, it could be
affirmed that there is no reference center specialized in the subject of study.

3 There could be one more document in which institutional relations were produced, but this
calculation has not been taken into account because the institutional linkage of its authors is
unknown.

* Sapienza Universita di Roma, Dongguk University, Hanyang University, Queensland University of
Technology, Universidad Complutense de Madrid, University of Denver y Hebrew University of
Jerusalem.

> University of Applied Sciences Utrecht, Utrecht University, Roskilde University, King's College London,
Wuhan University, Korea University, Université Paris Nanterre, Donghua University, The University of
Queensland, Hong Kong Polytechnic University, Hongik University y Sookmyung Women'’s University.
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However, this situation does not occur when observing the geographical areas to
which the authors belong. Thus, the study of trust and online reputation in the field of
collaborative consumption and the collaborative economy seems to be a topic that
arouses the interest of researchers in the United States, since it has been possible to
see authors up to 20 occasions of institutions based in this country (20.2%). It could
also be considered as a relevant study area in South Korea and the Republic of China,
as signatories of these areas have been found on 18 and 11 occasions respectively
(18.18% and 11.11%). On the other hand, Austria, Australia and the United Kingdom
appear 6 times (6.06%), Spain and the Netherlands are shown 5 times (5.05%), Italy
can be seen in 4 (4.04%), Israel and Germany in 3 (3.03%) and Denmark and France
in 2 (2.02%). The rest of the countries only appear once (1.01%).

The quality of the articles is frequently evaluated according to whether or not the
publication journal is indexed in certain databases. Thus, it should be noted that the
documents analyzed could be considered of quality, since a 61.4% belongs to
journals that were indexed in the Journal Citation Reports (JCR) the year of
publication of the article, a figure that increases to 72.7% when observing the
Scimago Journal&Country Rank (SJR) database.

The quality of these articles is further evidenced when considering the quartile of
these publications. Thus, and because a quartile is assigned for each of the thematic
categories in which the journal is inserted, a total of 47 cases are examined in the
JCR database. Thus, 55.3% is part of Q1, 27.7% is in Q2, 12.8% in Q3 and 4.3% in
Q4. On the other hand, when studying the 65 cases of SJR, a situation very similar to
the previous one can be observed, since the most frequent quartile turns out to be 1
again (64.6%), then Q2 is placed (27.7 %), Q4 (4.6%) and Q3 (3.1%).

It is also usually considered that the number of quotations is an indicator of the
quality of the articles. However, the documents examined are not quoted frequently,
since 56.8% do not have any quotation in WOS, although this figure is reduced to
27.3% when observing the Scopus database. Perhaps this situation can be explained
by the recent publication of most of the texts studied, so it is likely that they have
not had enough time to obtain a better result in this quality indicator.

In this regard, it should be noted that the average number of quotations per article
according to WOS is 3.69 (with a minimum of 0 and a maximum of 45), while in
Scopus this value is 6.56 (with a minimum of 0 and a maximum of 56) (see table 2).
In both databases, the most quoted document is the one made by Méhimann in 2015.

Table 2. Citations of the articles examined.

Citations of the articles that appear in WOS Citations of the articles that appear in Scopus
Number of Frequency | Percentage | Accumulated Number of Frequency | Percentage | Accumulated
appointments percentage | appointments percentage
0 25 59.5 59.5 0 12 37.5 37.5
1 4 9.5 69 1 5 15.6 53.1
1 5 11.9 81 2 5 15.6 68.8
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3 2 4.8 85.7 3 2 6.3 75

6 1 2.4 88.1 4 2 6.3 81.3
7 1 24 90.5 14 2 6.3 87.5
13 1 2.4 92.9 19 1 3.1 90.6
27 1 2.4 95.2 30 1 3.1 93.8
37 1 24 97.6 48 1 3.1 96.9
45 1 2.4 100 56 1 3.1 100

TOTAL 42 100 TOTAL 32 100

Source: own elaboration.

In spite of all these data, it cannot be forgotten that the academy usually
considers documents indexed in JCR as the ones with the greatest impact and
quality. Given this situation, it seems relevant to know if there are differences
between the articles indexed in this database and those that are not.

In this regard, it should be noted that there are usually no statistically significant
differences in the articles depending on whether or not they are indexed in the JCR
database. In fact, there are no dissimilarities in the years, in the authors, in the
number of signatories, in the sex of the first signatory, in the institutions to which
they belong, in the countries or in the quotations received in Scopus.

However, there are differences in the language, therefore all documents collected
in the JCR database are written in English (x*>= 20,554; p = 0.000). In addition, the
average range of total authors per article is greater in documents indexed in JCR
than in non-indexed documents (25.57 versus 1 7.6 2) (U = 146,500; sig. = 0.037),
a situation that can also be observed in the male signatories (25.94 vs. 15.34 ) (U =
109.500;. sig = 0.005) in the number of institutions (25.59 VS 15.94) (U = 119.000;
sig.= 0.006) and in the number of quotations the texts receive in the database of the
Web of Science (26.00 and 14.19) (U=91,000; sig.=0.001). Therefore, it could be
affirmed that the articles published in journals indexed in JCR are characterized by
being written in English, having a greater collaboration, both at the level of authors
and institutions, and for having more quotations in WOS.

5. DISCUSSION/CONCLUSIONS

The data obtained in this work show that the academic interest in trust and digital
reputation in the collaborative consumption and collaborative economy sector is
recent. This situation was to be expected, since it cannot be forgotten that both e-
reputation (Mababu Mukiur, 2016, p. 148) and collaborative economy (Pimentel,
2017, pp. 108-109) are new phenomena. Despite its recent appearance, digital
reputation is a concept that has acquired great relevance, especially since the
internet and social media are important sources of information for society (Madrigal-
Moreno, Arroyo-Cahada and Gil-Lafuente, 2017, p. 47). Therefore, and given this
situation, the scientific production related to the subject of study is expected to
continue to increase in the coming years.
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Given the importance of the subject, it seems relevant to highlight that in addition,
the academic literature related to the subject of study is of quality, since most of the
articles examined are published in journals indexed in quartiles (Q) preferential of JCR
and SJR. Although the quartile to which the magazine belongs, is an important element
that helps to determine its quality (Ordonez and Sierra, 2018, p. 49), it cannot be
forgotten that this assignment depends on the impact factor, which is calculated at from
the total quotations obtained by a publication and not all articles receive the same
amount (Sobrido y Sobrido, 2013, p. 266). Therefore, there are authors who affirm that
the impact factor should only be used to assess the quality of journals, not of specific
articles (Aleixandre-Benavent, Valderrama-Zurian, Gonzalez de Dios and de Granda-
Orive, 2004); in order to do this, one should refer to the quotation index (Sobrido and
Sobrido, 2013, p. 266). Although the number of quotations of the articles examined is
small, this situation could be easily explained by their recent publication.

On the other hand, it should be noted that it has not been possible to find a
magazine, an author, or a reference research center. However, there is a
geographical area that pays special attention to the subject of study, since the
signatories of the documents studied usually belong to institutions based in the
United States. This situation was also to be expected, since it is “the main scientific
power” (Castafieda and Jiménez, 2017, p. 29). In addition, most of the articles are
written in English, which is considered the scientific language par excellence (Téllez-
Zenteno, Morales-Buenrostro and Estanol, 2007, pp. 485, 487).

The data collected in the present study coincide with the results obtained in
previous research that analyze the scope of the collaborative economy in general,
therefore, we could conclude by stating that it is a topic that has recently captured
the interest of researchers (Chen, 2016, p. 62; Duran-Sanchez, Alvarez-Garcia, del
Rio-Rama and Malonado-Erazo, 2016, pp. 11-13), that there are no journals
specialized in the subject of study, that the United States is the most prolific country
and that the most common is to find an author by publication (Duran-Sanchez,
Alvarez-Garcia, del Rio-Rama and Malonado-Erazo, 2016, pp. 11-13).

Finally, it should be noted that the main limitation of this research is based on
having examined only academic articles related to the subject of study indexed in
Scopus, WOS and Dialnet. Despite having analyzed only a sample of the existing
academic literature, the data obtained contribute to expanding the existing
knowledge about scientific production related to trust and digital reputation in the
field of economy and collaborative consumption. This way, a possible line of future
research focused on examining journals included in other databases is opened. It
would also be interesting to check the academic interest in trust and online
reputation in other disciplines.
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