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  ABSTRACT 

Digital Trust and reputation are concepts of vital importance for the colaborative consumption sector, since they al ow reducing the risk of exchanges between strangers. However, and despite the importance of this economic sector, it seems to be that the intel ectual contributions of the communication academy to discourse on col aborative 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 col ecting, reviewing and synthesizing the existing scientific production on digital trust and reputation in the field of col aborative consumption and col aborative 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 col aboration than those not indexed, both at the level of authors and institutions, and by having more citations in WOS. 
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Bibliometric study on digital reputation and col aborative economy (2004-2017) RESUMEN 

La confianza y la reputación 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 económico, parece que las contribuciones intelectuales de la academia de comunicación al discurso sobre la economía colaborativa son insuficientes. Ante esta situación parece conveniente aumentar la literatura académica existente relacionada con el tema de estudio, pero para el o primero es necesario identificar y conocer las investigaciones ya realizadas. Por tanto, con este trabajo se pretende recopilar, revisar y sintetizar la producción científica existente sobre la confianza y la reputación digital en el ámbito del consumo colaborativo y la economía colaborativa. 

Para el o, se realiza un análisis bibliométrico de los artículos 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 temática es reciente, que los artículos son de calidad, que están redactados principalmente en inglés y que no existe una revista, un autor, ni un centro de investigación de referencia. Además, se podría afirmar que los artículos publicados en revistas indexadas en JCR se caracterizan por estar redactados en inglés, por tener una mayor colaboración que los no indexados, tanto a nivel de autores como de instituciones, y por contar con más citas en WOS. 

 PALABRAS CLAVE: Relaciones  Públicas  –  confianza  –  reputación  –  consumo colaborativo – economía colaborativa – análisis bibliométrico – reputación digital.  



ESTUDO BIBLIOMÊTRICO SOBRE REPUTAÇÃO DIGITAL E 

ECONÔMIA COLABORATIVA (2004-2017) 

 


RESUME 

 A confiança e a reputação digital são conceitos de vital importância para o setor do consumo colaborativo, já que permitem diminuir o risco dos intercâmbios entre desconhecidos. Entretanto, e apesar da importância da academia de comunicação ao discurso sobre a econômia colaborativa são insuficientes. Diante dessa situação parece conveniente aumentar a literatura acadêmica existente relacionada com o tema de estudo, mas para isso primeiro é necessário identificar e conhecer as investigações já realizadas. Portanto, com este trabalho pretendemos recopilar, revisar e sintetizar a produção cientifica existente sobre a confiança e a reputação digital no âmbito do consumo colaborativo e a economia colaborativa. Para isso, realizamos uma análise 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 acadêmico por esta temática é recente, que os artigos são de qualidade, que estão redigidos principalmente em inglês e que não existe uma revista, um autor, nem um centro de investigação de referência. 

Ademais, pode-se afirmar que os artigos publicados em revistas indexadas em JCR 

caracterizam-se por estar redigidos em inglês, por ter maior colaboração que os 84 
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Bibliometric study on digital reputation and col aborative economy (2004-2017) indexados, tanto a nível de autores como de instituições, e por contar com mais consultas na WOS. 

 PALAVRAS CHAVE:  Relações Públicas –  confiança  –  reputação  –  consumo colaborativo – economia colaborativa – análises bibliométrico – reputação 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 (Castil o, 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 (Flavián and Guinalíu, 2006, p. 151). 

In this context, public relations acquire a great relevance, as they help build reputation, credibility and, above al , trust (Valdez, Borrayo and Muñoz, 2018, p. 

456). Specifical y, gaining the trust of users, which is a subjective element that depends on the references received and personal experience (Sánchez-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 sel er increases the perception of quality of its services and products in the people who acquire them through the internet (Sánchez-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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Bibliometric study on digital reputation and col aborative economy (2004-2017) However, the abundant use of social media by society al owed 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 Abuín, 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 (Piñeiro-Otero and Martínez-Rolán, 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 (Kol ock, 1999). 

Given its importance, in virtual environments trust has been widely studied (Childers, Carr, Peck and Carson, 2001; Flavián and Guinalíu, 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 (Benítez-Eyzaguirre, 2016; Márquez-González y Caro, 2017; Medina, 2017; Moya, and Majó, 2017; Pulido and Benítez-  Eyzaguirre, 2016),  that is, with that reputation element that is derived specifical y from electronic contacts (Chun and Davies, 2001, p. 316). 

From these studies, it fol ows that the concept of reputation is usual y applied to very diverse fields, such as university institutions, countries, cities, and companies... 

(Ortiz, Vil afañe and Caffarel-Serra, 2018, p. 846). However, both digital trust and digital reputation are essential in the field of col aborative consumption, since they al ow reducing the risk of exchanges among strangers (Brändle, 2017, p. 135). 

This way, colaborative consumption can be defined as peer activity (P2P) based on obtaining, giving or sharing access to goods and services, coordinated through col aborative online communities (Hamari, Sjöklint 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, colaborative 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 smal  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; Möhlmann, 2015, p. 195). 

It cannot be forgotten that the rise of colaborative consumption platforms and the so-cal ed col aborative economy is thanks to the generalization of internet access and 86 
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Bibliometric study on digital reputation and col aborative economy (2004-2017) the development of Information and Communication Technologies (Patiño, Gómez-Álvarez and Plaza, 2017, p. 53). This way, it should be noted that collaborative economy and col aborative 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 al., 2014) from articles (Algar, 2007), books (Botsman and Rogers, 2010) or talks TED 

(https://www.ted.com/talks/rachel_botsman_the_case_for_col aborative_consumption). 

In 2012, col aborative economy presented itself as an unstoppable sociocultural tide (Botsman and Rogers, 2012, p. 224) that transformed society, and therefore causing a true col aborative revolution (Cañigueral, 2014, p. 40) and that could become as important as the Industrial Revolution (Belk, 2014, p. 1599). Thus, although the col aborative economic activity between equals is already  much  consolidated, it is expected that it wil  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 intel ectual contributions of the communication academy to the discourse on col aborative 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 colecting, reviewing and synthesizing the existing scientific literature on trust and digital reputation in the field of col aborative consumption and col aborative economy. Specifical y 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 col aborative consumption and col aborative 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 87 
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Bibliometric study on digital reputation and col aborative economy (2004-2017) historical y  they have been considered essential for the communication of science (Melero and Hernández-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 col ection 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-Beltrá and Martín-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-López, Sanz-Valero  and Culebras, 2016, p. 65). In addition, the representation of Social Sciences in both databases is modest (Navarro-Beltrá and Martín-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/qe).  The main search strategy was to use the WOS, Scopus and Dialnet databases to locate certain keywords in its articles. Specifical y, 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) col aborative economy and col aborative 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 88 
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Bibliometric study on digital reputation and col aborative economy (2004-2017) account trust or reputation in the col aborative consumption and col aborative economy sector. This selection, which was made by two researchers, identified a total of 44 texts, al  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% (López-Berna, Papí-Gálvez and Martín-Llaguno, 2011, p. 216). In order to know the documents final y 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 “col aborative 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 “col aborative 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: ("col aborative economy" OR "col aborative consumption") AND 


Dialnet 

(trust OR reputation) AND (Internet OR "electronic commerce" OR e-commerce OR 


plus

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 manual y. 



Source: own elaboration. 

The coding protocol used to examine the selected articles consisted of three large blocks covering a total of 35 variables. Specifical y, 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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Bibliometric study on digital reputation and col aborative economy (2004-2017) In order to analyze the information col ected, a database was created in the software SPSS version 24. Specifical y, 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 α=0,05. 




4. RESULTS

Although the data colection 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) cal s especial y 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. 





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 90 
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Bibliometric study on digital reputation and col aborative economy (2004-2017) out on the website https://www.nubedepalabras.es  /,  the most used are economy (9.09% of the total), sharing (8.16%), consumption (3.03%), col aborative (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)  col aborative economy and  col aborative 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. 







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%), 91 
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Bibliometric study on digital reputation and col aborative economy (2004-2017) 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, al  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 documents3 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%)4 and 12 that can be seen in 2 (2.02%)5. 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. 

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

5 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.  92 
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Bibliometric study on digital reputation and col aborative economy (2004-2017) 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 col aborative consumption and the col aborative 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 usualy 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 Möhlmann 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 

93 
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2 

4.8 

85.7 

3 

2 

6.3 

75 

6 

1 

2.4 

88.1 

4 

2 

6.3 

81.3 

7 

1 

2.4 

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 

2.4 

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 al  these data, it cannot be forgotten that the academy usual y 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 usualy no statisticaly 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 al documents colected in the JCR database are written in English (x2= 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 col aboration, 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 col aborative consumption and col aborative 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, especial y since the internet and social media are important sources of information for society (Madrigal-Moreno, Arroyo-Cañada 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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Bibliometric study on digital reputation and col aborative economy (2004-2017) 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 al  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-Zurián, González 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 smal , 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 usual y belong to institutions based in the United States. This situation was also to be expected, since it is “the main scientific power” (Castañeda and Jiménez, 2017, p. 29). In addition, most of the articles are written in English, which is considered the scientific language par excel ence (Tél ez-Zenteno, Morales-Buenrostro and Estañol, 2007, pp. 485, 487). 

The data colected in the present study coincide with the results obtained in previous research that analyze the scope of the col aborative 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; Durán-Sánchez, Álvarez-García, del Río-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 (Durán-Sánchez, Álvarez-García, del Río-Rama and Malonado-Erazo, 2016, pp. 11-13). 

Finaly, 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 col aborative 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. 




6. REFERENCES 

 Aced, C. (2010). Perfiles profesionales 2.0 [Professional profiles 2.0]. Barcelona, Spain: Editorial UOC. 

95 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) Aced, C. (2018). Relaciones públicas 2.0. Cómo gestionar la comunicación corporativa en el entorno digital [Public relations 2.0. How to manage corporate communication in the digital environment]. Barcelona, Spain: Editorial UOC. 

Aleixandre-Benavent, R., Valderrama-Zurián, J. C., González de Dios, J. y de Granda-Orive, J. I. (2004). El factor de impacto. Un polémico indicador de calidad científica [The impact factor. A controversial indicator of scientific quality]. Revista Española de Economía de la Salud, 3(5), 242-249. 

Algar, R. (2007). Collaborative consumption. Leisure Report, 4, 72-83. Retrieved from https://www.oxygen-consulting.co.uk/insights/col aborative-consumption/ 

Belk, R. (2014). You are what you can access: Sharing and colaborative consumption online. Journal of Business Research,  67(8), 1595-1600.  doi: 

https://doi.org/10.1016/j.jbusres.2013.10.001 

Benítez-Eyzaguirre, L. (2016). Análisis de la recomendación entre iguales en la reputación online de las organizaciones [Analysis of peer recommendations in the online reputation of organizations]. El Profesional de la Información, 25(4), 652-660. doi: http://dx.doi.org/10.3145/epi.2016.jul.15  

Benkler, Y. (2004). Sharing nicely: on shareable goods and the emergence of sharing as a modality of economic production. The Yale Law Journal,  114(2), 273-358. 

doi: http://dx.doi.org/10.2307/4135731 

Botsman, R., & Rogers, R. (2011). What's mine is yours: how colaborative consumption is changing the way we live. New York, United States: HarperCollins Business. 

Brändle, G. (2017). Controversias en torno al impacto social del consumo colaborativo: algunos elementos para la discusión [Controversies around the social impact of col aborative consumption: some elements for discussion]. Redes.com: Revista de Estudios para el Desarrol o Social de la Comunicación, 15, 122-143. 

doi: http://dx.doi.org/10.15213/redes.n15.p123 

Cañigueral, A. (2014). Vivir mejor con menos. Descubre las ventajas de la nueva economía colaborativa [Live better with less. Discover the advantages of the new sharing economy]. Barcelona, Spain: Penguin Random House. 

Castañeda, L. A. y Jiménez, D. (2017). Impacto de la migración de recursos humanos en el desarrol o de la ciencia y tecnología de México [Impact of the migration of human resources in the development of science and technology in Mexico].  Revista Ciencia Administrativa,  2,  25-32. Retrieved from 

https://www.uv.mx/i esca/files/2018/07/VOLUMEN2.pdf#page=27 



96 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) Castells, M. (2005). La era de la información: economía, sociedad y cultura. La sociedad red. [The information age: economy, society and culture Volume I: the rise of the network society] (Vol. 1). Madrid, Spain: Alianza. 

Castilo, A. (2009). Relaciones públicas. Teoría e historia [Public relations. Theory and history]. Barcelona, Spain: Editorial UOC. 

Cheng, M. (2016). Sharing economy: A review and agenda for future research. International Journal of Hospitality Management,  57,  60-70.  doi: 

https://doi.org/10.1016/j.ijhm.2016.06.003 

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian motivations for online retail shopping behavior. Journal of Retailing, 77(4), 511-535. doi: https://doi.org/10.1016/S0022-4359(01)00056-2 

Chun, R., & Davies, G. (2001). E-reputation: the role of mission and vision statements in positioning strategy. Journal of Brand Management, 8(Spring), 315-333. doi: https://doi.org/10.1057/palgrave.bm.2540031 

Comisión Europea (2016). Una Agenda Europea para la economía colaborativa [A European Agenda for the col aborative economy]. Retrieved from 

https://tinyurl.com/y3y8xugv 

Durán-Sánchez, A., Álvarez-García, J., del Río-Rama, M. C., y Malonado-Erazo, C. P. 

(2016). Economía colaborativa: análisis de la producción científica en revistas académicas [Col aborative economy: Analysis of scientific production in academic magazines].  Revista de Gestão e Secretariado –  GeSec,  7(3), 1-20.  doi: 

https://doi.org/10.7769/gesec.v7i3.617 

Flavián, C. y Guinalíu, M. (2006). La confianza y el compromiso en las relaciones a través de Internet. Dos pilares básicos del marketing estratégico en la red [Trust and commitment in relationships through the Internet. Two basic pil ars of strategic marketing in the net]. Cuadernos de Economía y Dirección de la Empresa, (29), 133-160. Retrieved from https://tinyurl.com/yy2okjh6 

Franco-López, Á., Sanz-Valero, J. y Culebras, J. M. (2016). Publica en castelano, o en cualquier otro idioma que no sea inglés, negativo para el factor de impacto y citaciones [To publish in Spanish or in any non English language, negative for impact factor and citations]. Journal of Negative & No Positive Results, 1(2), 65-70. doi: https://doi.org/10.19230/jonnpr.2016.1.2.1005 

Frenken, K. (2017). Political economies and environmental futures for the sharing economy en Philosophical Transactions of the Royal Societ. Philosophical Transactions of the Royal Society A, 375(2095). 

doi: http://dx.doi.org/10.1098/rsta.2016.0367 



97 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) Fuentes, R. (2018). Filantropía y empresas vitivinícolas. Gestión de la información desde los medios sociales 2.0 [Philanthropy and the wine sector. Information management through social media 2.0]. Obra Digital, 15, 13-29. Retrieved from 

https://www.raco.cat/index.php/ObraDigital/article/view/340680/431751 

Gregory, A., &  Halff, G. (2017). Understanding public relations in the ‘sharing economy’. Public Relations Review, 43(1), 4-13. 

doi: https://doi.org/10.1016/j.pubrev.2016.10.008 

Grunig, J. E., & Hunt, T. (2000). Dirección de Relaciones Públicas [Public Relations Management]. Barcelona, Spain: Ediciones Gestión 2000. 

Grupo Scimago (2006). Análisis de la cobertura de la base de datos Scopus [Analysis of Scopus database coverage]. El Profesional de la Información, 15(2), 144-145. 

Retrieved from https://tinyurl.com/yy55osga 

Hamari, J., Sjöklint, M., & Ukkonen, A. (2016). The sharing economy: Why people participate in col aborative consumption. Journal of the Association for Information Science and Technology, 67(9), 2047-2059. doi: https://doi.org/10.1002/asi.23552 

Katz, V. (2015). Regulating the sharing economy. Berkeley Technology Law Journal, 30(4), 1067-1126. doi: http://dx.doi.org/10.15779/Z38HG45 

Kolock, P. (1999). The production of trust in online markets. Advances in Group Processes, 16(1), 99-123. 

López-Berna, S., Papí-Gálvez, N., y Martín-Llaguno, M. (2011). Productividad científica en España sobre las profesiones de comunicación entre 1971 y 2009 

[Scientific productivity in Spain concerning communications-related professions between 1971 and 2009].  Revista Española de Documentación Científica, 34(2), 212-231. doi: http://dx.doi.org/10.3989/redc.2011.2.801 

Luis, M. (2015). Innovación social: el porqué de un fenómeno emergente [Social Innovation and how it is arriving into society]. Oikonomics: Revista de Economía, empresa y Sociedad, 3, 66-72. Retrieved from https://tinyurl.com/y5z2lnlv 

Luna, M. y Velasco, J. L. (2005). Confianza y desempeño en las redes sociales [Trust and performance in social networks]. Revista Mexicana de Sociología, 67(1), 127-162. doi: http://dx.doi.org/10.22201/i s.01882503p.2005.001.6014 

Mababu Mukiur, R. (2016). Reclutamiento a través de las redes sociales: Reclutamiento 3.0 [Recruitment through social media: Recruitment 3.0]. Opción, 32(10), 135-151. Retrieved from https://tinyurl.com/yxkfa3x9 

 Madrigal-Moreno, S., Arroyo-Cañada, F. J. y Gil-Lafuente, J. (2017). Análisis de los retos del desarrol o sostenible de Barcelona como Smart City mediante el estudio 98 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) de su reputación online [Analysis of the chal enges of the sustainable development of Barcelona as Smart City through the study of its online reputation]. Cuadernos del CIMBAGE, 2(19), 29-50. Retrieved from https://tinyurl.com/y33g4dsm 

Maestro, L., Cordón, D. y Abuín, N. (2018). La comunicación publicitaria en entornos digitales: herramientas para garantizar la reputación corporativa [Corporate communication in digital environments: tools to guarantee coporate reputation]. 

Prisma Social, 22, 209-228. Retrieved from  

http://revistaprismasocial.es/article/view/2582/2759 

Márquez-González, C. y Caro, J. L. (2017). Ciudades Patrimonio de la Humanidad de España: la reputación online como elemento de desarrol o turístico [World Heritage Cities of Spain: eWOM as an element of tourism development]. Revista de Turismo y Patrimonio Cultura,  15(2), 437-457.  Retrieved from 

http://www.pasosonline.org/es/lectores/ultimo-numero/1062-1 

Medina, P. (2017). La gestión de la reputación online de las marcas hospitalarias: una propuesta de modelo [The online reputation management of hospital brands: a model proposal]. Zer, 22(43), 53-68. doi: http://dx.doi.org/10.1387/zer.17908 

Melero, R. y Hernández-San-Miguel, J. (2014). Acceso abierto a los datos de investigación, una vía hacia la colaboración científica [Open access to research data: a track towards scientific col aboration]. Revista Española de Documentación Científica, 37(4). doi: http://dx.doi.org/10.3989/redc.2014.4.1154 

Miyashiro, H. (2017). Planificación estratégica de relaciones públicas y la reputación corporativa en el corporate empresarial peruano [Strategic planning of public relations and corporate reputation in the Peruvian corporate business]. Cultura, 31, 87-113. doi: https://doi.org/10.24265/cultura.2017.v31.05 

Möhlmann, M. (2015). Colaborative consumption: determinants of satisfaction and the likelihood of using a sharing economy option again. Journal of Consumer Behaviour, 14(3), 193-207. doi: https://doi.org/10.1002/cb.1512 

Moya, D. H. y Majó, J. (2017). Análisis de comentarios en redes sociales para mejorar la reputación online hotelera [Analysis  from reviews in social media to improve hotel’s online reputation].  Turismo y Sociedad, 20, 169-190.  doi: 

https://doi.org/10.18601/01207555.n20.09 

Mut M. (2012). La desvirtualización del concepto reputación en el entorno virtual 

[The devirtualization of the reputation concept in the virtual environment]. 

adComunica. Revista Científica de Estrategias, Tendencias e Innovación en Comunicación, 3, 227-229.  doi: http://dx.doi.org/10.6035/2174-0992.2012.3.18 

Navarro-Beltrá, M. y  Martín-Llaguno, M. (2013). Análisis bibliométrico de la investigación sobre mujer y publicidad: diferencias en medios impresos y 99 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) audiovisuales [Bibliometric Analysis of  Research on Women and Advertising: Differences in Print and Audiovisual Media].  Comunicar,  21(41), 105-114.  doi: 

http://dx.doi.org/10.3916/C41-2013-10 

Noguera, J. M., Martínez, J., Nicolás, M. A., Pérez, M., Gómez, A., Grandío, M. M., Hernández, F. y Del Henar, P. (2014). Economía de la participación [Participation Economy]. Madrid, Spain: Fundación EOI. 

Organización de Consumidores y Usuarios (Coord.) (2016).  Collaboration or business? Col aborative  consumption: from value for users to a society with values. España: OCU Ediciones, S. A. 

Ordóñez, J. B. y Sierra, M. M. (2018). El núcleo básico de las publicaciones periódicas: una metodología para su identificación. El caso del Instituto de Ciencias Nucleares, UNAM [The periodicals core col ection: a methodology for their identification. The case of the Institute of Nuclear Sciences, National Autonomous University of Mexico]. Biblioteca Universitaria,  21(1), 41-54.  doi: 

http://dx.doi.org/10.22201/dgb.0187750xp.2018.1.199 

Ortiz, Y., Vilafañe, J. y Caffarel-Serra, C. (2018). Investigación para la evaluación de la reputación de los medios de comunicación [Research for the assessment of media reputation]. Revista Latina de Comunicación Social, 73, 845-869.  doi: 

http://dx.doi.org/10.4185/RLCS-2018-1285 

Patiño, D., Gómez-Álvarez, R. y Plaza-Angulo, J. (2017). Caracterización económica y cuantificación de la economía colaborativa [Economic characterization and quantification of the sharing economy]. In M. Rodríguez-Piñero & M. Herández-Bejarano (Dir.), Economía colaborativa y trabajo en plataforma: realidades y desafíos [Sharing economy and platform work: realities and chal enges] (pp. 51-101). Albacete, Spain: Bomarzo. 

Pimentel, G. L. (2017). La personalización de las relaciones económicas a través de la economía colaborativa: los límites al supuesto de no-tuismo [The personalization of economic relations through the sharing economy: the limits to the assumption of non-tuism].  Revista Académica ECO, 17, 107-115. Retrieved from https://tinyurl.com/y4hqvxgr 

Piñeiro-Otero, T. y Martínez-Rolán, X. (2016). Los memes en el activismo feminista en la Red. #ViajoSola como ejemplo de movilización transnacional [Memes in the Internet feminist activism. #ViajoSola as an example of transnational mobilization]. Cuadernos.info, 39, 17-37. 

doi: http://dx.doi.org/10.7764/cdi.39.1040 

Pulido, M. y Benítez-Eyzaguirre, L. (2016). “Recomendación entre iguales”: el papel de los prosumidores en la reputación online de las organizaciones [‘Peer 100 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) recommendation’: the role of prosumers in the online corporate reputation]. 

Pensar la Publicidad, 10, 49-62. doi: http://dx.doi.org/10.5209/PEPU.53773 

Rifkin, J. (2014). La sociedad de coste marginal cero. El Internet de las cosas, el procomún colaborativo y el eclipse del capitalismo [The zero marginal cost society. 

The Internet of things, the col aborative commons and the eclipse of capitalism]. 

Barcelona, Spain: Espasa. 

Rivero, M. (2017). Redimensionamiento del área de Comunicación de la Universidad La Sal e Cancún [Proposal for a Department of Public Relations for the University La Sal e Cancun]. Revista Internacional de Relaciones Públicas,  7(13), 161-180. 

doi: http://dx.doi.org/10.5783/RIRP-13-2017-10-161-180 

Sánchez-Alzate, J. A. y Montoya, L. A. (2016). Factores que afectan la confianza de los consumidores por las compras a través de medios electrónicos [Factors affecting the consumer trust for shopping through electronic media]. Pensamiento y Gestión, 40, 159-183. doi: http://dx.doi.org/10.14482/pege.40.8809 

Sánchez-Alzate, J. A. y Montoya, L. A. (2017). La confianza como elemento fundamental en las compras a través de canales de comercio electrónico. Caso de los consumidores en Antioquia, Colombia. Innovar,  27(64), 11-22.  doi: 

https://doi.org/10.15446/innovar.v27n64.62365 

Sanz, S., Ruiz, C. y Pérez, I. (2009). Conceptos, dimensiones y antecedentes de la confianza en entornos virtuales [Concepts, dimensions and background of trust in virtual environments].  Teoría y praxis, 6, 31-56.  Retrieved from 

https://www.redalyc.org/articulo.oa?id=456145109003 

Schor, J. (2014). Debating the sharing economy. Great transition initiative: Toward a transformative vision and praxis. Retrieved from https://tinyurl.com/mqnv349 

Sellas, T. (2014). El  podcasting  en las relaciones públicas: la voz de las organizaciones en la web 2.0 [Podcasting in public relations: the voice of organizations in the web 2.0]. In D. Fernández-Quijada y M. Ramos-Serrano (Eds.),  Tecnologías de la persuasión: uso de las TIC en publicidad y relaciones públicas [Persuasion technologies: use of ICT in advertising and public relations] 

(pp. 197-214). Barcelona, Spain: Editorial UOC. 

Slee, T. (2016). Lo tuyo es mío [What’s yours is mine]. Barcelona, Spain: Taurus. 

Sobrido, N. y Sobrido M. (2013). ¿Se puede evaluar la calidad de las revistas científicas? Principales limitaciones [It is possible to assess the quality of scientific journals? Major constraints].  Enfermería Global,  12(3), 265-272. Retrieved from 

https://revistas.um.es/eglobal/article/view/eglobal.12.3.165471/150011 



101 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) Sundararajan, A. (2016). The sharing economy: The end of employment and the rise of crowd-based capitalism. Cambridge, United States: Mit Press. 

Télez-Zenteno, J. F., Morales-Buenrostro, L. E. y Estañol, B. (2007). Análisis del factor de impacto de las revistas científicas latinoamericanas [Impact factor of Latin American medical journals]. Revista Médica de Chile, 135(4), 480-487. doi: 

http://dx.doi.org/10.4067/S0034-98872007000400010 

Valdez, A., Borrayo, C. y Muñoz, M. (2018). Las relaciones públicas y la comunicación en los desastres naturales. El caso del sismo del 19 de septiembre de 2017 en México [Public relations and communication in natural disasters: The case of the earthquake of September 19, 2017 in Mexico]. Revista Latina de Comunicación Social, 73, 447-461. doi: http://dx.doi.org/10.4185/RLCS-2018-1264 

 Van der Heijden, H., Verhagen, T., & Creemers, M. (2003). Understanding online purchase intentions: contributions from technology and trust perspectives. 

European  Journal of Information Systems, 12(1), 41-48.  doi: 

http://dx.doi.org/10.1057/palgrave.ejis.3000445 

Zapata-Palacios, L. (2016). Industria de la comunicación y economía digital: Guía básica del Dircom [Communication industry and digital economy: Dircom's basic guide]. Barcelona, Spain: Editorial UOC. 


AUTHORS 

 Marián Navarro-Beltrá 


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 

Orcid ID: https://orcid.org/0000-0002-6898-569X 

Google Scholar: https://scholar.google.es/citations?hl=es&user=_UxZ0hAAAAAJ 

Josep Martínez-Polo  

Professor and researcher at the Catholic University of Murcia (UCAM) in the area of Advertising and PR. 

jmmartinez@ucam.edu 

Orcid ID: http://orcid.org/0000-0003-0262-0257 

Google Scholar: https://scholar.google.es/citations?user=nxaiYpMAAAAJ&hl=es 

102 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) ANNEXED 1 

 Abrahao, B., Parigi, P., Gupta, A., & Cook, K. S. (2017). Reputation offsets trust judgments based on social biases among Airbnb users. Proceedings of the National Academy of Sciences, 114(37), 9848-9853. 

https://doi.org/10.1073/pnas.1604234114 

Balnaves, M. (2012). The Australian finance sector and social media: Towards a history of the new banking. Media International Australia,  143(1), 132-145. 

https://doi.org/10.1177/1329878X1214300115 

Barnes, S. J., & Mattsson, J. (2016). Building tribal communities in the colaborative economy: an innovation framework. Prometheus,  34(2), 95-113. 

https://doi.org/10.1080/08109028.2017.1279875 

Barnes, S. J., & Mattsson, J. (2017). Understanding collaborative consumption: Test of a theoretical model. Technological Forecasting and Social Change,  118, 281-292.  https://doi.org/10.1016/j.techfore.2017.02.029 

Calo, R., & Rosenblat, A. (2017). The taking economy: Uber, information, and power. 

Columbia Law Review, 

117(6), 1623-1690. Retrieved from 

https://digitalcommons.law.uw.edu/faculty-articles/47 

Celata, F., Hendrickson, C. Y., & Sanna, V. S. (2017). The sharing economy as community marketplace?  Trust, reciprocity and belonging in peer-to-peer accommodation platforms. Cambridge Journal of Regions, Economy and Society, 10(2), 349-363.  https://doi.org/10.1093/cjres/rsw044 

CheonHyejung, K., Siwuel, L., & Dong, I. (2014). Creating shared value: Redefining the role of the corporation and consumer. Journal of Consumer Studies, 25(3), 1-20. Retrieved from https://tinyurl.com/y6pb28w5 

de Rivera, J., Gordo, Á., Cassidy, P., & Apesteguía, A. (2017). A netnographic study of P2P col aborative consumption platforms’ user interface and design. 

Environmental Innovation and Societal Transitions, 

23, 11-27. 

http://dx.doi.org/10.1016/j.eist.2016.09.003 

Einav, L., Farronato, C., & Levin, J. (2016). Peer-to-peer markets. Annual review of economics,  8, 615-635. https://doi.org/10.1146/annurev-economics-080315-

015334 

Ert, E., Fleischer, A., & Magen, N. (2016). Trust and reputation in the sharing economy: The role of personal photos in Airbnb. Tourism Management, 55, 62-73. 

https://doi.org/10.1016/j.tourman.2016.01.013 



103 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) Hofmann, E., Hartl, B., & Penz, E. (2017). Power versus trust–what matters more in col aborative consumption?. Journal of Services Marketing,  31(6),  589-603. 

https://doi.org/10.1108/JSM-09-2015-0279 

Gamito, M. C. (2016). Regulation. com. self-regulation and contract governance in the platform economy: A research agenda. European Journal of Legal  Studies, 9(2), 53-67. Retrieved from http://hdl.handle.net/1814/46068 

Garrett, A., Straker, K., & Wrigley, C. (2017). Digital channels for building col aborative consumption communities. Journal of Research in Interactive Marketing, 11(2), 160-184.  https://doi.org/10.1108/JRIM-08-2016-0086 

Gonzalez-Padron, T. L. (2017). Ethics in the sharing economy: Creating a legitimate marketing channel. Journal  of Marketing Channels,  24(1-2), 84-96. 

http://dx.doi.org/10.1080/1046669X.2017.1347005 

Gregory, A., & Halff, G. (2017). Understanding public relations in the ‘sharing economy’. 

Public 

Relations Review, 

43(1), 4-13. 

https://doi.org/10.1016/j.pubrev.2016.10.008 

Heylighen, F. (2017). Towards an Inteligent Network for Matching Offer and Demand: from the sharing economy to the Global Brain. Technological Forecasting and Social Change, 114, 74-85.  https://doi.org/10.1016/j.techfore.2016.02.004 

Kaloz, E. (2015). A közösségi gazdaság: elméleti megfontolások és a gyakorlat jel emzői  [The  community  economy  -  Theoretical considerations and practice characteristics].  Információs Társadalom,  15(1), 44-67. Retrieved from 

https://matarka.hu/klikk.php?cikkmutat=2374793 

Kang, B. J., & Choi, M. H. (2013). An exploratory study on the prospect and chal enges of the sharing economy. Journal of Policy Development,  13(1), 143-170. Retrieved from https://tinyurl.com/y2alqloh 

Karlsson, L., Kemperman, A., & Dolnicar, S. (2017). May I sleep in your bed? Getting permission to book. Annals of Tourism Research, 62, 1-12. 

https://doi.org/10.1016/j.annals.2016.10.002 

Key, T. M. (2017). Domains of digital marketing channels in the sharing economy. 

Journal of Marketing Channels, 24(1-2), 27-38. 

https://doi.org/10.1080/1046669X.2017.1346977  

Kim, J. H., (2017). The effect of AirBnB host characteristics on host trust and reuse intention. Korean Journal of Hospitality and Tourism, 26(7), 55-70. Retrieved from 

https://tinyurl.com/y64xy5x9 



104 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) Kim, S., Tsolmon, B., & Kim, N. (2017). Users’ selection attributes of accommodation sharing platform: Focusing on users of airbnb. Journal of Tourism Studies, 29(2), 51-69. Retrieved from https://tinyurl.com/y426jpu3 

Lampinen, A., Huotari, K. J. E., & Cheshire, C. (2015). Chalenges to participation in the sharing economy: the case of local online peer-to-peer exchange in a single parents’ network. Interaction Design and Architecture(s) Journal, (24), 16-32. 

Retrieved from http://mobilelifecentre.org/sites/default/files/24_1.pdf 

Lee, H. J. (2017). The nature of innovation in digital platform industry and the proper regulatory response. Administrative Law Journal,  49, 53-74. Retrieved from 

https://tinyurl.com/yxnx7c4b 

Lee, J. Y. (2015). Trust and social commerce. University of Pittsburgh Law Review, 77(2), 137-181.  https://doi.org/10.5195/lawreview.2015.395 

Liang, S., Schuckert, M., Law, R., & Chen, C. C. (2017). Be a “Superhost”: The importance of badge systems for peer-to-peer rental accommodations. Tourism management, 60, 454-465.  https://doi.org/10.1016/j.tourman.2017.01.007 

Luckner, N., Fitzpatrick, G., Werner, K., & Subasi, Ö. (2015). Setting up and running a sharing service: an organisational perspective. Interaction  Design and Architecture(s) Journal, (24), 63-80. Retrieved from 

http://www.mifav.uniroma2.it/inevent/events/idea2010/doc/24_4.pdf 

Luis, M. (2015). Innovación social: el porqué de un fenómeno emergente [Social Innovation and how it is arriving into society]. Oikonomics: Revista de Economía, empresa y Sociedad, (3), 66-72. Retrieved from https://tinyurl.com/y5z2lnlv 

Marais, B. (2016). Uberizing Regulators?. Journal of Law & Economic Ragulation, 9(2), 110-127. Retrieved from https://tinyurl.com/y65od2rc 

 Marais, B., Yoon, S. P., Lim, J. H., & Kwon, H. Y. (2016). Uberizing Regulators?. 

Journal of Law & Economic Regulation,  9(2), 128-142. Retrieved from 

http://www.dbpia.co.kr/Journal/ArticleDetail/NODE07157994 

Möhlmann, M. (2015). Colaborative consumption: determinants of satisfaction and the likelihood of using a sharing economy option again. Journal of Consumer Behaviour, 14(3), 193-207.  https://doi.org/10.1002/cb.1512 

Molz, J. G. (2013). Social networking technologies and the moral economy of alternative tourism: The case of couchsurfing. org. Annals of tourism research, 43, 210-230.  https://doi.org/10.1016/j.annals.2013.08.001 



105 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) Parigi, P., Santana, J. J., & Cook, K. S. (2017). Online field experiments: studying social interactions in context. Social Psychology Quarterly,  80(1), 1-19. 

https://doi.org/10.1177/0190272516680842 

Park, M. H. (2016). Consumers’ experiences of collaborative consumption based on sharing economy service. Journal of Consumer Studies, 27(27), 175-205. 

Retrieved from https://tinyurl.com/yycnf7al 

Pauwels, M. C. (2015). Colaborative consumption in the United States. Revue Lisa-Lisa e-Journal, 13(2). https://doi.org/10.1057/9781137473905_5 

Pera, R., Viglia, G., & Furlan, R. (2016). Who am I? How compeling self-storyteling builds digital personal reputation. Journal of Interactive Marketing,  35, 44-55. 

https://doi.org/10.1016/j.intmar.2015.11.002 

Santoso, A. S., & Erdaka, A. (2015). Customer loyalty in collaborative consumption model: empirical study of CRM for product-service system-based e-commerce in Indonesia. 

Procedia computer science, 

72, 543-551. 

https://doi.org/10.1016/j.procs.2015.12.162 

Seo, A., Jeong, J., & Kim, Y. (2017). Cyber physical systems for user reliability measurements in a sharing economy environment. Sensors,  17(8). 

https://doi.org/10.3390/s17081868 

Svetlana, K., & YongIk, Y. (2016). Recommendation system for sharing economy based on multidimensional trust model. Multimedia Tools and Applications, 75(23), 15297-15310.  https://doi.org/10.1007/s11042-014-2384-5 

Teubner, T., & Flath, C. M. (2015). The economics of multi-hop ride sharing. 

Business & Information Systems Engineering, 

57(5), 311-324. 

https://doi.org/10.1007/s12599-015-0396-y 

ter Huurne, M., Ronteltap, A., Corten, R., & Buskens, V. (2017). Antecedents of trust in the sharing economy: A systematic review. Journal of Consumer Behaviour, 16(6), 485-498. https://doi.org/10.1002/cb.1667  

Weber, T. A. (2014). Intermediation in a sharing economy: insurance, moral hazard, and rent extraction. Journal of Management Information Systems, 31(3), 35-71. 

https://ssrn.com/abstract=2439110 

Wu, J., Ma, P., & Xie, K. L. (2017). In sharing economy we trust: the effects of host attributes on short-term rental purchases. International Journal of Contemporary Hospitality  Management,  29(11), 2962-2976. https://doi.org/10.1108/IJCHM-08-

2016-0480 

Wu, J., Zeng, M., & Xie, K. L. (2017). Chinese travelers’ behavioral intentions toward room-sharing platforms: The influence of motivations, perceived trust, and past 106 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 



Navarro-Beltrá, M. & Martínez-Polo, J. 

Bibliometric study on digital reputation and col aborative economy (2004-2017) experience.  International Journal of Contemporary Hospitality Management, 29(10), 2688-2707.  https://doi.org/10.1108/IJCHM-08-2016-0481 

Yang, S., Song, Y., Chen, S.X., & Xia, X. (2017). Why are customers loyal in sharing-economy services? A relational benefits perspective. Journal of Services Marketing, 31(1), 48-62.  https://doi.org/10.1108/JSM-01-2016-0042 

Xie, K., & Mao, Z. (2017). The impacts of quality and quantity attributes of Airbnb hosts on listing performance. International Journal of Contemporary Hospitality Management, 29(9), 2240-2260.  https://doi.org/10.1108/IJCHM-07-2016-0345 



107 

Revista de Comunicación de la SEECI. 15 March, 2020 / 15 July, 2020, nº 51, 83-107 







index-9_1.png
e 4

e
\E»wmee::fg i el





cover.jpeg
D ———
&9 i

RESEARCH 3 5
Received: 28/05/2019 ~ Accepted: 04/07/2019 — Published: 15/03/2020

BIBLIOMETRIC STUDY ON DIGITAL REPUTATION AND
COLLABORATIVE ECONOMY (2004-2017)

ESTUDIO BIBLIOMETRICO SOBRE REPUTACION DIGITAL Y
ECONOMIA COLABORATIVA (2004-2017)

© © Marién Navarro-Beltri': Catholic University San Antonio Murcia. Spain.
mnavarro2@ucom.ed

© © Josep Martinez-Polo’: Catholic riversity San Antonio Murcia, Spain.
mnavarro2@ucam.edy

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 despte the mportance of this economic secto, it seems to
be that the intelectal contributions of the communication academy to discourse on
colaborative economy are insufficent . Given this situation, it seems to be
appropriate o increase the existing academic Iterature related 0 the subject of
Study, but for thi, i s first necessary to identify and know the research already
carried out, Therefore, this paper aims at collectng, reviewing and synthesizing the
esting scientific production on digtal trust and.reputation in the fied of
colaborativeconsumption and collaborative.economy. For  this, @ bibliometric
analyss of the artices related to the subject of study published between 2004 and
2017 in journals ndexed n Webs of Science, Scopus and Diainet is carried out. This
ok shows that the academic nterest in ths subject i recent; that the artces are
of qualty, that they are written mainly in English and that there is no magazine,
author, or reference research center. In additon, It could be said that the artcles
published n journals indexed in JCR are characterized by being writen in English,
having a greater collaboration than those ot indexed, both at the level of authors
and institutions, and by having mor citatons in WOS.

KEY WORDS: Publc Relations — trust ~ reputation — collaborative consumption
Sharing economy — bibliometric anaysi — digtal reputation.
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