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Purpose: Hospitality branding is an essential issue because of the increasing importance of the
brand. The aim of this study was to identify the current state of research on hotel brand equity
(HBE) as a new dimension of hospitality branding.

Design/methodology/approach: A bibliometric analysis was used with five stages: design,
compilation, analysis, visualization, and interpretation. A total of 168 publications were
obtained through an advanced search in the Scopus database. Performance analyses were
applied with publication- and citation-related indicators and science mapping.

Findings: The first publication on HBE was published in 1994, since then a total of
168 publications have been published and cited 6683 times. These publications were mainly
classified in business, management, and accounting. The United States and Spain are the most
frequently affiliated countries with two main authors. Keyword analysis identified 696 items
and science mapping with five clusters: HBE from a customer perspective, HBE and hospitality,
including marketing, service quality and sustainability, HBE and its determinants,
HBE and tourism, and HBE in Chinese hotels.

Research limitations/implications: HBE was analysed in relation to different hotels,
but the division between individual hotels and hotel chains was not analysed. Secondly,
science mappings were presented for all items in the period under study. However, changes in
these issues over time have not been analyzed.

Practical implications: Practical implications point to recommendations for managers that can
be formulated based on the bibliometric analysis. They concern practical guidelines related to
the right decisions in HBE from the perspective of hotel guests and managers. Monitoring the
image and associations of the hotel brand will help to better manage the hotel, meet the needs
of hotel guests, and ensure their satisfaction. This will influence the choices of hotel guests,
their recommendations, and their positive opinions.

Originality/value: This bibliometric analysis on HBE fills a research gap due to the lack of
such studies available in the literature. This study indicates the importance of researchers,
countries, and main topics in the development of the HBE research field.
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1. Introduction

The significance of the brand makes branding a crucial topic for researchers and
practitioners in hospitality. A brand is not just a name but a guarantee of certain benefits and
quality (Ackovska et al.,, 2020; Halliburton, Bach, 2012; Valjaskova, Kral, 2019).
It is a combination of tangible and intangible elements to build the reputation of a company,
place, or person (Sammut-Bonnici, 2015). A brand allows for identification (Alnawas, Altarifi,
2015; Appiah et al., 2019) and differentiation of the offer to customers (Ishola, 2022; Marito
et al., 2019). The researchers studied various aspects of brand in hospitality, including brand
experience and attachment (Goémez-Suédrez, Veloso, 2020), brand image (Manhas,
Tukamushaba, 2015), loyalty (Guan et al., 2021; Martinez, Nishiyama, 2019; Rather, Camilleri,
2019), consumer-brand value congruity (Rather, Camilleri, 2019), and brand satisfaction
(Rather, Sharma, 2016).

Brand equity has been present in the literature since the late 1980s. The first article
dedicated to this issue was published in 1989 (Farquhar, 1989). Initially, publications discussed
brand equity by defining it and identifying its dimensions and determinants. In the mid-1990s,
researchers analyzed brand equity for various sectors and industries. For 30 years, they have
conducted systematic literature reviews and bibliometric analyses related to brand equity
(De, Verma, 2021; Rojas-Lamorena et al., 2022), brand equity in social media (Almestarihi
etal., 2021), and high-tech development (Dropuli¢ et al., 2022). Brand equity was also analyzed
in the context of specific issues, e.g., city brand equity (Gorska-Warsewicz, 2020) and green
brand equity (Gorska-Warsewicz et al., 2021).

This bibliometric analysis fills a gap in research on hotel brand equity. There are many other
bibliometric analyses of tourism. They refer, for example, to sustainability and specific areas
of tourism, i.e., smart tourism (Bastidas-Manzano et al., 2020; Johnson, Samakovlis, 2019),
mountain tourism (del Rio-Rama et al., 2019; Ng, 2022; Shekhar, 2023), or heritage tourism
(Bhowmik, 2021; Zhang et al., 2022). There are also bibliometric analyses on tourism and
hospitality in general and in the context of selected topics, i.e., management (Ulker et al., 2023),
knowledge management (Fauzi, 2023), and human resource management (Fauzi, 2023).
But there is only one bibliometric analysis on brand. It refers to strategic development related
to the brand (Lopez-Rodriguez et al., 2022). Among other types of analysis, there is a systematic
literature review on hotel brand loyalty. However, this publication focuses only on hotel brand
loyalty as a component of HBE and ignores non-brand loyalty studies (Gorska-Warsewicz,
Kulykovets, 2020).

Since there is a lack of bibliometric analysis in the field of HBE, the purpose of this paper
was to identify the current state of research issues of brand equity in the hotel industry based

on bibliometric analysis. The following research questions were formulated:
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1. How is the state of growth of the knowledge field in HBE?

2. Which authors and countries are notable for the growth of HBE knowledge?

3. What research topics are being studied in the context of HBE as the dimension of
hospitality branding?

2. Literature review

One of the earliest definitions describes brand equity in terms of the added value to the
product resulting from the existing brand image. This shows the intangibles in everything
related to the creation of a brand image (Farquhar, 1989). Since then, many definitions of brand
equity have emerged. Two concepts are most often cited and are the basis for numerous
empirical studies. The first is the definition by D.A. Aaker (1991), indicating that brand equity
refers to the set of brand assets and liabilities associated with the name and the symbol of the
company. They change certain product elements that affect its characteristics. Brand equity has
four major components: brand loyalty, brand awareness, perceived quality, and brand
associations. It also includes other brand assets such as patents, trademarks, and distribution
channel relationships (Aaker, 1991). The second concept refers to 'consumer-based brand
equity' defining the term as a brand's impact on consumer response because of brand marketing
(Keller, 1993).

The consumer perspective points to attitudes and behaviors (Fong, Goh, 2021; Gémez
et al., 2018; Khanta, Srinuan, 2019; Rehman, Al-Ghazali, 2022), preferences (Dam, 2020;
Goémez-Rico et al., 2023; Gomez et al., 2018; Jiao, 2018; Ozkoc, Cengiz, 2020; Tresna et al.,
2020), satisfaction (Saputra et al., 2020), choices (Pina, Dias, 2021), value creation (Huynh
et al., 2021; Uslu, Ergiin, 2021), and brand associations (Dua et al., 2021; Ha, 2020).

The literature explores many aspects related to brand equity for many goods and services
(Filieri et al., 2019; Husain et al., 2022; Masood et al., 2021; Ray et al., 2021), in the context of
importance for the company and consumers (Gonzalez-Mansilla et al., 2019; Nassar, 2017).
Building brand equity is crucial for a company's image (Karbalaei et al., 2013), market position
(Wong, Wickham, 2015), and financial performance (Grashuis, 2019).

Brand equity in hospitality, defined as hotel brand equity, has been subject to empirical
studies to determine the determinants affecting HBE. The literature analyzed hotels varying by
category, including five-star hotels (Ibrahim, Aljarah, 2018; Kayaman, Arasli, 2007; Liu et al.,
2017; Surucu et al., 2019) and three- and four-star hotels (Suhartanto et al., 2013). HBE was
also studied for different hotel segments, starting with the luxury segment (H.-B. Kim, Kim,
2005; C.-H. Liu, Jiang, 2020; Serié et al., 2014; So et al., 2013) and middle-class hotels (Back,
2005; So et al., 2013).
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Brand equity in the literature has been analyzed for hotels described as well known (Nam
et al., 2011), as well as for hotels operating under specific brands, for example, Hilton (Back,
2005; Callarisa et al., 2012; Nam et al., 2011; So et al., 2013), Marriott (Back, 2005; Callarisa
et al., 2012; Nam et al., 2011; So et al., 2013; Wong, Wickham, 2015), Westin (C.-H. Liu,
Jiang, 2020), Sheraton (C.-H. Liu, Jiang, 2020; C.-R. Liu et al., 2015; Liu et al., 2017; So et al.,
2013), InterContinental (Callarisa et al., 2012; C.-H. Liu, Jiang, 2020), Holiday Inn (Kim, Kim,
2007; Rather et al., 2018; So et al., 2013), and Accor (Callarisa et al., 2012). The study proved
that determinants from the two main concepts of brand equity, i.e., D.A. Aaker (brand
awareness, brand loyalty, perceived quality, and brand associations) and K.L. Keller (brand
image, brand performance, and brand associations), appeared among the factors influencing
HBE. A study on hotel brand loyalty found that brand image, associations, and quality also
affected HBE. Important brand-related elements included satisfaction, identification,
experience, knowledge, and trust. Integrated marketing communications, marketing,
management, and guest perception factors also influenced HBE (Gorska-Warsewicz,
Kulykovets, 2020).

3. Methodology

This study aimed to analyse the current state of research on HBE using bibliometric
analysis. It i1s a popular and increasingly used method of analysis (Donthu et al., 2021;
Ellegaard, 2018; Moral-Muioz et al., 2020). Bibliometric analysis was introduced in the 1960s
(Donthu et al., 2021; Gan et al., 2022; Roig-Tierno et al., 2017) as a method for identifying the
state of the field of research from a historical perspective and predicting future development
trends (Gan et al., 2022). The bibliometric analysis was carried out according to Zupic & Cater
(2015). In this procedure, the bibliometric analysis has five stages: design, compilation,
analysis, visualization, and interpretation (Zupic, Cater, 2015).

In the first stage, the study was designed and research questions were formulated.
In the second stage, bibliometric data in the form of 168 publications were obtained from the
Scopus database. This is one of the largest collections of abstracts and citations (Soliman et al.,
2021; Toker, Emir, 2023). The reason for choosing Scopus was also the extraordinary
possibility for bibliometric research due to its various metrics (Toker, Emir, 2023) and
additional details of publications (Fernandez Bellver et al., 2023; Nascimento, Rodrigues,
2015). The literature indicates that exposure in the Scopus database is broader (Fernandez
Bellver et al., 2023; Paul et al., 2021). The search was conducted on August 25, 2024,
with a time constraint applied, taking the state as of 31.12.2023. The following search path was
used: (TITLE-ABS-KEY ("brand equity") AND TITLE-ABS-KEY (hotel) OR TITLE-ABS-
KEY (hospitality) AND (LIMIT-TO (LANGUAGE, "English")).
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Performance analysis and science mapping were conducted as part of the data analysis in
the third stage. Publication-related indicators, including the number of publications,
lead authors, and citation-related indicators, including the number of total citations and average
annual number of citations, were used (Donthu et al., 2021).

The bibliometric analysis examines the subject areas in Scopus and HBE publications by
source. Science mapping using bibliometric counting comprises charts with the number of items
and clusters. Authors with the highest number of publications were identified. Mapping as
bibliometric counting of authors of HBE publications identified the number of clusters.
The country analysis shows the countries with the highest number of affiliations.

Keyword analysis provided information on the total number of keywords and the ranking
of the most frequent keywords. Mapping methods identified a co-occurrence analysis.
A counting method covered a minimum number of keyword occurrences of 5. VOSviewer
(Nees Jan van Eck and Ludo Waltman, Leiden University, version 1.6.17) was used to prepare
bibliometric counting and co-occurrence analysis. This is common software for bibliometric
analysis and bibliometric mapping (van Eck, Waltman, 2010). The bibliometric analysis ends
by summarizing research question answers in the discussion section.

4. Results

4.1. Number of HBE publications and citations

By the end of 2023, there were 168 publications on HBE. The average annual number of
publications was 5.6, with 4 studies published in the 1994-2000 period, 19 studies in 2001-
2010, 94 studies in 2011-2020, and 51 studies in 2021-2023 (Figure 1).

The first publication indexed in the Scopus database is An approach to assess the
importance of brand equity in acquisition decision published in the Journal of Product
Innovation Management in 1994 (Mahajan et al., 1994). The purpose of this article was to
determine the importance of brand equity for decision-making in the acquisition process for the
all-suite hotel segments. The research method covered a survey of senior executives from five
major hotel chains.
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Figure 1. Number of HBE publications between 1994 and 2023.
Source: Scopus data with trend line, as of 31.12.2023.

The total number of citations of the HBE studies included in this bibliometric analysis is
6683. The average annual number of citations equals 238.68. In 1996-2000, the number of
citations was 16, in 2001-2010, it was 348 citations, and in 2011-2020, it was 3655.
In the subsequent 2021-2023 period, the studies received 2664 citations (Figure 2).
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Figure 2. Number of HBE citations between 1996 and 2023.
Source: Scopus data with trend line, as of 31.12.2023.
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The article with the highest number of citations was published in 1995 in the Journal of
Advertising (Cobb-Walgren et al.,, 1995). By the end of 2023, this article had received
748 citations (Table 1). The purpose of this study was to determine the impact of brand equity
on consumer preferences and purchase intentions in two categories. One category was hotels,
as an example of a service category with high functional and financial risk. Household cleaning
products were the second category for comparison as an example of low-risk products.

In this study, consumers preferred brands with higher equity.
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Table 1.
Most cited HBE publications
No. | Title Authors Journal Year lemb‘er of
citations
1. . Cobb-Walgren, Journal of
fgg“‘ilfggg’ i‘f}i"e‘f}f preference, | ¢ ; "Ruble, C.A., | Advertising, 1995 748
P Donthu, N. 24(3), pp. 25-40
2. Brand equity, brand loyalty and | Nam, J., Ekinci, Y., Annals of Tourism
consumer satisfaction Whyatt, G Rescarch, 38(3), 2011 >28
a pp- 1009-1030
3. The relationship between brand .
equity and firms' performance in | Kim, H.-B Tourism
lq ) L7 Management, 2005 398
uxury hotels and chain Kim, W.G.
26(4), pp. 549-560
restaurants
4. loyalty i li
Ghopping: An imtegrated model Computers
) . Bilgihan, A. in Human Behavior, | 2016 359
of trust, user experience and
. 61, pp. 103-113
branding
5. The effect of consumer-based Kim. H-B.. Kim Journal of Consumer
brand equity on firms' financial T ’ Marketing, 20(4-5), | 2003 297
W.G., An, J.A.
performance pp. 335-351
6. Customer based brand equity: Kayaman, R., gﬁ:&gm%s(%wce 2007 753
Evidence from the hotel industry | Arasli, H. pp 92?1; 09 ’

Publications with the highest number of citations (above 200).

Source: Scopus data, as of 31.12.2023.

4.2. Subject areas of HBE publications

The largest number of publications were classified in the subject areas of business,

management, and accounting and social sciences (Table 2). The next subject areas were

economics, econometrics, and finance, computer science, and environmental science.
Subject areas followed this, such as mathematics, arts and humanities, engineering,
and decision sciences. Scopus classified seven or more publications under each of these subject
areas. Based on the issues analyzed and the thematic scope of the research conducted,

publications could fall into two or three subject areas.

Table 2.

Subject areas HBE publications
Subject areas Frequencies
Business, management, and accounting 142
Social sciences 51
Economics, econometrics, and finance 20
Computer science 17
Environmental science 13
Mathematics 7
Arts and humanities 7
Decision sciences 7
Engineering 6
Energy 5

Source: Scopus data, as of 31.12.2023.
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4.3. Authors of HBE publications

I. Gil-Saura published the largest number of HBE studies (Table 3). M. Seri¢, who is the
author or co-author of 11 publications, follows this. In third place with the number of
publications at 5, is C. Hsu. Authors or co-authors of 4 studies follow this. Three authors or

co-authors published four articles, while seven authors or co-authors have three studies each.

Table 3.
Main authors of HBE publications

Authors Frequencies
Gil-Saura, I. 13
Seri¢, M. 11
Hsu, C.H.C. 5
Wong, LK.A. 4
Okumus, F. 4
Bilgihan, A. 4
Table does not include authors with 3 of fewer publications.

Source: Scopus data, as of 31.12.2023.

The cooperation networks as the bibliographic coupling allowed to identify 5 clusters
(Figure 3). There were 23 items classified into the first cluster, five items in cluster No. 2,
three items in clusters No. 3 and No. 4 each, and two items in cluster No. 5. The team of
M. Seri¢ and 1. Gil-Saura published together three studies. The first article, ICT, IMC, and
Brand Equity in High-Quality Hotels of Dalmatia: An Analysis from Guest Perceptions was
published in 2012 in the Journal of Hospitality Marketing and Management. The aim of the
article was to analyse the impact of integrated marketing communication on HBE. The study
was conducted in 13 hotels in Dalmatia, the largest region on the Croatian coast. The results
confirmed that information and communication technology have a positive impact on integrated
marketing communication (Seri¢, Gil-Saura, 2012). The second article published in 2019 in the
International Journal of Contemporary Hospitality Management deals with the relationship
between HBE, customer satisfaction, and customer loyalty. Loyalty consisted of behavioural
and attitudinal loyalty. The study conducted in Spain showed the impact of behavioural loyalty,
attitudinal loyalty, and customer satisfaction on HBE (Seri¢, Gil-Saura, 2019b).
The third publication is a chapter in a book entitled Perceptual and relational approaches to
hotel brand equity. Measurement, criticism, and challenges from 2018 (Seri¢, Gil-Saura, 2018).

It analyses different approaches to HBE, pointing out the relational nature of this concept.
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Figure 3. Cooperation networks as the bibliometric coupling of author teams of HBE publications.
Source: VOSviewer based on Scopus data, as of 31.12.2023.

4.4. Countries of HBE publications

The largest group of authors was affiliated with the United States, followed by Spain
(Table 4). Other countries were affiliated less than 20 times, including China, Taiwan,
Australia, and Hong Kong. European countries, apart from Spain, were represented by the UK
and Turkey.

Table 4.

Affiliate countries of authors of HBE publications

Countries Frequencies
United States 39
Spain 26
China 15
Taiwan 13
Australia 12
Hong Kong 11
United Kingdom 10
India 10
Turkey 8
South Korea 7
South Africa 5
Macao 6
United Arab Emirates 5

Table does not include countries that have been affiliated 4 times or less.

Source: Scopus data, as of 31.12.2023.
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This bibliographic coupling of countries yielded 7 clusters (Figure 4). Seven countries were
classified into the first cluster, six countries in cluster No. 6, five countries in cluster No. 3,
four countries in clusters No. 4 and 5, two countries in cluster No. 2, and one country in cluster
No. 7.

Publications affiliated in the United States and Spain had the highest number of citations.
Studies from Spain analyzed how HBE affects customer behavioural attitudes (Alvarez-Garcia
et al., 2020), how value co-creation affects HBE and customer satisfaction (Gonzalez-Mansilla
et al., 2019), and how CSR affects HBE (Martinez, Nishiyama, 2019). US-affiliated
publications referred, for example, to the impact of brand image, brand awareness, employee
behaviour and physical quality (Siiriicii et al., 2019), the impact of co-branding (Tasci, Guillet,
2016), the impact of cultural aspects (Oh, Hsu, 2014), and the impact of negative opinions and
reviews published online (Ahmad, Guzmén, 2021) on HBE.
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Figure 4. Bibliometric coupling of countries for authors’ affiliations of HBE publications.
Source: VOSviewer based on Scopus data, as of 31.12.2023.

4.5. Keywords of HBE publications

The keyword analysis identified 696 items. The most frequently occurring word was brand
equity (Table 5). Other keywords occurred much less frequently, including brand loyalty and
hotels. The keywords perceived quality and brand awareness as determinants of brand equity
appeared in 15 publications. Over 10 publications also mentioned customer-based brand equity,
brand image, marketing, and hotel industry. Other keywords appeared in fewer than
10 publications.
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Table 5.

The most frequently occurring keywords in HBE publications
Keywords Frequencies | Keywords Frequencies
Brand equity 79 Hotel 7
Brand loyalty 22 Service quality 7
Hotels 16 Sustainability 6
Perceived quality 15 Hotel brand equity 6
Brand awareness 15 CBBE 6
Customer-based brand equity 13 Customer experience 6
Brand image 13 Customer loyalty 5
Marketing 13 Consumer-based brand equity 5
Hotel industry 11 China 5
Equity 9 Branding 5
Hospitality 9 Tourism 5
Hospitality industry 8 Tourism management 5
Customer satisfaction 8 Sales, social media 5

Table does not include countries that have been affiliated 4 times or less.
Source: Scopus data, as of 31.12.2023.
Keyword co-occurrence analysis using the full counting method identified five clusters,

as shown in Figure 5.
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Cluster No. 1 contains seven keywords: customer satisfaction, customer loyalty, customer

experience, hotels, sales, social media, and tourism. This cluster could be entitled hotel brand

equity from a customer perspective. Adopting a customer perspective means shaping the

customer experience to achieve customer satisfaction, which leads to customer loyalty.
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This requires offering a certain value and fosters value co-creation, which social media can
serve. At the same time, such value creation for the hotel industry should take into account
a broader aspect, including value creation in tourism.

Cluster No. 2 includes seven items: equity, hospitality industry, hotel industry, hotel brand
equity, marketing, service quality, and sustainability. This cluster can be entitled hotel brand
equity and hospitality, including marketing, service quality and sustainability. Hotel brand
equity depends on service quality, implemented to a different extent depending on the type of
hotel. The range of marketing activities carried out, including promotion, pricing,
and distribution of services, have an impact on guest ratings. Similarly, undertaking
sustainability measures are important for individual hotels as well as the hospitality industry.

Cluster No. 3 contains five keywords: brand awareness, brand image, brand loyalty,
customer-based brand equity, and perceived quality. This cluster can be defined as hotel brand
equity and its determinants. Several determinants determine hotel brand equity, including brand
awareness, brand image, brand loyalty, and perceived quality. These have a different impact on
hotel brand equity depending on the hotel category, hotel chain affiliation, location,
and also on the size of the hotel and the range of basic and hotel services.

Cluster No. 4 contains four keywords: brand equity, hospitality, hotel, and tourism
management. This cluster can be defined as hotel brand equity and tourism. An important factor
in creating brand equity is hospitality, with its various aspects relating to the operation of the
hotel, but also includes tourism management. This means pointing to specific hotel and tourism
management strategies in the context of shaping brands and their equity for a coherent offer.

Cluster No. 5 with three items: consumer-based brand equity, cbbe, and China, and can be
titled hotel brand equity in Chinese hotels. This approach to the topics of branding and hotel
brand equity addresses the specificity of hotel management in China on the one hand, while on

the other hand, it points to different branding strategies in the Asian hotel industry.

5. Discussion of results and implications

The study aimed to analyse the hotel brand equity as the new dimension of hospitality
branding. Three research questions were planned, and the discussion of the results is conducted
below according to these questions.

The first research question relates to the state of the development of the HBE research area,
as presented in terms of the number of publications and citations. The first publication on HBE
appeared in 1994, and the first citation of HBE publications dates to 1996. Researchers had
published 168 studies on HBE by the end of 2023, with 6683 citations. In terms of the number
of publications and citations, the period since 2016 is the most significant. Both the number of
publications and citations show an upward trend, as evidenced by the trend lines.
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The second research question relates to determining the importance of authors in the
development of the HBE as a dimension of hospitality branding. The authors of the largest
number of HBE publications are researchers from the University of Valencia in Spain:
I. Gil-Saura and M. Serié¢. Considering the number of publications coming from each country,
the United States ranked first and Spain second. Considering both criteria in the development
of HBE as a new dimension of hospitality branding, the United States and Spain lead the way.
For example, one of these publications presents the results of a study on the impact of integrated
marketing communication on HBE in Croatia, taking into account brand image, perceived
quality, and brand loyalty (Seri¢, Gil-Saura, 2012). Also analyzed were the practical aspects of
branding in the hotel industry (Seri¢, Gil-Saura, 2018) and the relationship between HBE,
customer satisfaction, and loyalty (Seri¢, Gil-Saura, 2019a).

Answering the third research question, five clusters were identified, considering mapping
as the co-occurrence of keywords. This signifies key research areas while indicating what is
important in hospitality branding. The first cluster shows customer satisfaction, experience,
and loyalty, as a result of value creation and perception of this value (Moise et al., 2019; Seri¢,
Gil-Saura, 2019a; Siiriicii et al., 2019). This issue is analyzed not only in the hotel industry but
also in other areas of tourism (Assiouras et al., 2019; Buhalis, Foerste, 2015). The second cluster
referred to hospitality, including marketing, service quality, and sustainability. For example,
the marketing aspects relevant to HBE include integrated marketing communications
(Kushwaha et al., 2020), service marketing (Hilal, 2019; Shanti, 2016), and influencer
marketing (Ali, Alqudah, 2022). The third cluster concerns HBE and its determinants, including
brand awareness, brand loyalty, brand image, and perceived quality (Phong et al., 2021; Serié¢
et al.,, 2016, 2018). The third cluster concerns HBE in marketing and branding in two
dimensions. Hotel branding was analyzed in terms of destinations (Kotsi et al., 2018; Séraphin
et al., 2019), service (Sevel et al., 2018; Wu et al., 2020), corporate (Sevel et al., 2018),
and internal aspects (Huang, Lai, 2021). Another two clusters analysed HBE in the context of
tourism management, including regional aspects relating to the operation of Asian hotels.
An important issue necessary to mention in the discussion of the results is the issues of HBE
and sustainability. Green practices and sustainable development influenced the HBE,
which has been the subject of much research (Gede Eka Arinatha et al., 2020; Hussain et al.,
2020; Shanti, Joshi, 2022).

Analysing the theoretical implications, bibliometric analysis on HBE fills a research gap
due to the lack of such studies available in the literature. This study indicates the importance of
researchers and countries in the development of the HBE research field. Practical implications
point to recommendations for managers that can be formulated based on the bibliometric
analysis. They concern practical guidelines related to the right decisions in HBE from the
perspective of hotel guests and managers. Monitoring the image and associations of the hotel

brand will help to better manage the hotel, meet the needs of hotel guests, and ensure their
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satisfaction. This will influence the choices of hotel guests, their recommendations,

and their positive opinions.

6. Conclusions, limitations, and future research

HBE is an important issue for individual hotels and the hospitality industry. The increase in
publication intensity in this area shows interest in identifying factors determining and
increasing HBE. Aspects related to brand image, brand awareness, and brand loyalty,
as well as marketing, branding, and sustainability, indicate the need for a holistic approach to
the hotel brand and hotel brand equity. The bibliometric analysis proved the importance of
HBE, showing a quantitative increase in the number of publications and citations, outstanding
authors, countries, and research areas. Above all, however, this study shows the research areas
related to HBE, identifying HBE determinants, the relationship between HBE and customer
satisfaction, loyalty, marketing, and branding, as well as environmental and sustainable
development issues.

Despite these strengths, this study has its limitations. Firstly, HBE was analysed in relation
to different hotel and accommodation services, but the division between individual hotels and
hotel chains was not analysed. Secondly, mappings of authors, countries, journals,
and keywords were presented for all items corresponding to the period under study, i.e., 1994-
2023. However, changes in these issues over time have not been analyzed.

As directions for future research, it is worth pointing to other areas of the tourism market in
terms of brand equity, e.g., destination brand equity. It is also worth paying attention to the
brands of other services used by tourists, e.g., restaurant brand equity or airline brand equity.
Another direction of research should be social media marketing in tourism branding, influencer
marketing, and brand placement concerning brands of cities, countries, and tourist destinations.
Brand equity should also be analysed in areas such as digital brand equity, hospital brand equity,

university brand equity, or retail brand equity.
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