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Abstract: To explore the research hotspots and evolution paths in the field of jewelry marketing,
this study selected 644 related articles from the Web of Science Core Database published between
2010 and 2024. Using CiteSpace for bibliometric analysis, the study visualized data across dimen-
sions such as annual publication trends keyword co-occurrence, clustering characteristics, institu-
tional and national collaboration networks, author partnerships, and co-citation analysis. The find-
ings revealed three main phases in the evolution of research hotspots in the jewelry marketing field:
from 2010 to 2014, studies focused on consumer health rights protection and the impact of industry

regulations, specifically exploring the correlation between jewelry material safety and its effects on

W7 B #9:2025-01-19

E£WAB: g df# 0 H 34 (0 H %S KYJF24BBYQ202443)

TEH BN L2 (1992—) Lo PRIl E BRI AT 2 A BFSE T4E. E-mail:19110@gench. edu. cn
BIRAEE H K993 —) . L, AT BN, FENFZ ARG 2 )5 m WF 5 TAE . E-mail: txia52542@ gmail. com



%3 M

RZBE REEHTIA R AR GRS AT XU E S R RE 23

market trust and brand reputation; from 2015 to 2019, research shifted to consumer behavior and

brand value analysis, such as the impact of celebrity endorsements or brand value on consumers’

purchase intentions; and from 2020 to 2024, digital marketing and sustainability became main-

stream topics, with live e-commerce, electronic word-of-mouth (eWOM) , and green jewelry design

attracting extensive attention. This study highlights the research trajectory of the jewelry marketing

field from health and safety to digita transformation, suggesting that digital technologies and sus-

tainability will play a central role in future development. The findings provide theoretical support

for domestic scholars exploring new research perspectives and for the innovative development of the

jewelry industry.
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Fig. 1

Annual number of publications in jewelry marketing
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and findings J D, Lidén C, Julander A,
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