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Abstract

Virtual brand communities are a group of brand advocates who play an
important role in strengthening brand value through continuous interactions, user
experiences, new product promotions, and social connections. These communities
have contributed to brand loyalty, increased brand awareness, and expanded
consumer base. Despite extensive research in this area, a comprehensive analytical
framework has not yet been presented to systematically examine the factors
affecting virtual brand communities. This study, with the aim of providing an
analytical framework for the factors affecting virtual brand communities, has used
the systematic review and meta-synthesis method. In this regard, more than 1000
articles were reviewed and after screening in several steps, 32 relevant articles
were identified. The domestic databases of Magiran and SID and the international
Scopus database were used to collect data. By using the Sandelowski and Barroso
meta-synthesis method to combine previous research, the concepts of this area
have been categorized into seven steps. The research findings show that virtual
brand communities are influenced by six basic capabilities: enabling capability,
developing capability, environmental capability, social understanding capability,
action capability, and response capability. Finally, this research, using a combined
systematic review and meta-synthesis approach, has provided a suitable
framework for analyzing the factors affecting virtual brand communities. The
results of this research can be helpful for researchers and brand managers in
understanding the nature of brand communities, examining challenges,
formulating management strategies, and developing these communities.
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Figure 3 Framework for analyzing factors affecting virtual brand communities
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