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n Paper IF Citations

109 MassLcommunicationLandLprobenvironmentalLbehaviouroLwasteLrecyclingLinL“ongLKongcLJournaleofe
EnvironmentaleManagementaL1998aLjgaLhflbhgj 7.9 208

108 MarketLSegmentationLofL’reenLxonsumersLinL“ongLKongcLJournaleofeInternationaleConsumere
MarketingaL1999aLfgaLlbgi 2.1 128

107 MvTzR”vL”SMLvNyLSOx”vLLxOMPvR”SONLvMON’LvyOLzSxzNTScLSocialeBehavioreandePersonalityaL
2007aLhjaLgfhbggm 1.2 108

106 ”mpactLofLcelebrityLendorsementLinLadvertisingLonLbrandLimageLamongLxhineseLadolescentscLYounge
ConsumersaL2013aLfiaLfklbfln 2.4 84

105 ParentbchildLcommunicationsLaboutLconsumptionLandLadvertisingLinLxhinacLJournaleofeConsumere
MarketingaL2003aLgeaLhflbhhi 2 83

104 SocialLcomparisonaLimitationLofLcelebrityLmodelsLandLmaterialismLamongLxhineseLyouthcL
InternationaleJournaleofeAdvertisingaL2008aLglaLlnnbmgk 3.6 76

103 xonsumersTLresponseLtoLoffensiveLadvertisingoLaLcrossLculturalLstudycLInternationaleMarketinge
ReviewaL2007aLgiaLkekbkgm 4.4 72

102 znvironmentalLattitudesLandLbehaviourLofLsecondaryLschoolLstudentsLinL“ongLKongcLThee
EnvironmentalistaL1996aLfkaLgnlbhek 55

101 vdvertisingLappealsLandLculturalLvaluesLinLtelevisionLcommercialsvLcomparisonLofL“ongLKongLandL
KoreacLInternationaleMarketingeReviewaL2005aLggaLimbkk 4.4 52

100 LivingLinLaLcelebritybmediatedLsocialLworldoLtheLxhineseLexperiencecLYoungeConsumersaL2007aLmaLfhnbfjg 2.4 43

99 “ongLKongLchildrenTsLunderstandingLofLtelevisionLadvertisingcLJournaleofeMarketingeCommunications
aL2000aLkaLhlbjg 2.2 43

98
wenefitsLandLstressorsLbLPerceivedLeffectsLofL”xTLuseLonLemployeeLhealthLandLworkLstressoLvnL
exploratoryLstudyLfromLvustriaLandL“ongLKongcLInternationaleJournaleofeQualitativeeStudieseone
HealtheandeWelltbeingaL2015aLfeaLgmmhm

2 41

97 UseLofLtheLinternetLandLtraditionalLmediaLamongLyoungLpeoplecLYoungeConsumersaL2007aLmaLgiibgjk 2.4 41

96 PromoteLhealthyLeatingLamongLadolescentsoLaL“ongLKongLstudycLJournaleofeConsumereMarketingaL
2011aLgmaLhjibhkg 2 38

95 MaterialismLamongLadolescentsLinLurbanLxhinacLYoungeConsumersaL2006aLlaLkibll 2.4 38

94 PerceptionLofL’reenL“otelsLvmongLTouristsLinL“ongLKongoLvnLzxploratoryLStudycLServiceseMarketinge
QuarterlyaL2013aLhiaLhhnbhjg 1 37

93 xommunicatingLhealthyLeatingLtoLadolescentscLJournaleofeConsumereMarketingaL2009aLgkaLkbfi 2 34
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92 OneLxountryaLTwoLSystemsoLxulturalLValuesLReflectedLinLxhineseLandL“ongLKongLTelevisionL
xommercialscLInternationaleCommunicationeGazetteaL2002aLkiaLhmjbiee 33

91 UsingLtheoryLofLplannedLbehaviorLtoLpredictLhealthyLeatingLamongLyanishLadolescentscLHealthe
EducationaL2012aLffhaLibfl 1 31

90 yevelopmentLofLmaterialisticLvaluesLamongLchildrenLandLadolescentscLYoungeConsumersaL2013aLfiaLgiibgjl2.4 29

89 vttributesLofLyoungLconsumersTLfavoriteLretailLshopsoLaLqualitativeLstudycLJournaleofeConsumere
MarketingaL2012aLgnaLjijbjjg 2 28

88 yeterminantsLforLmaterialismLamongLadolescentsLinLSingaporecLYoungeConsumersaL2008aLnaLgefbgfi 2.4 27

87 zxploringLchildrenTsLperceptionsLofLmaterialLpossessionsoLaLdrawingLstudycLQualitativeeMarkete
ResearchaL2006aLnaLhjgbhkk 1.6 27

86 MaterialismLamongLxhineseLchildrenLinL“ongLKongcLYoungeConsumersaL2003aLiaLilbkf 2.4 26

85 xhineseLViewersTLPerceptionLofL”nformativeLandLzmotionalLvdvertisingcLInternationaleJournaleofe
AdvertisingaL1996aLfjaLfjgbfkk 3.6 26

84 SocialLcomparisonLofLmaterialLpossessionsLamongLadolescentscLQualitativeeMarketeResearchaL2008aL
ffaLhfkbhhe 1.6 25

83 xonsumerLsocializationLofLxhineseLchildrenLinLschoolsoLanalysisLofLconsumptionLvaluesLinLtextbookscL
JournaleofeConsumereMarketingaL2006aLghaLfgjbfhg 2 25

82 PortrayalLofLfemalesLinLmagazineLadvertisementsLinL“ongLKongcLJournaleofeAsianePacifice
CommunicationaL2012aLggaLlmbnk 0.1 24

81 xhineseLchildrenâ��sLunderstandingLofLcommercialLcommunicationsoLvLcomparisonLofLcognitiveL
developmentLandLsocialLlearningLmodelscLJournaleofeEconomicePsychologyaL2006aLglaLhkbjk 2.5 23

80 xhineseLchildrenâ��sLattitudesLtowardsLtelevisionLadvertisingoLtruthfulnessLandLlikingcLInternationale
JournaleofeAdvertisingaL2004aLghaLhhlbhjn 3.6 22

79 MassLmediaLandLenvironmentalLknowledgeLofLsecondaryLschoolLstudentsLinL“ongLKongcLThee
EnvironmentalistaL1998aLfnaLmjbnl 21

78 TweensLandLnewLmediaLinLyenmarkLandL“ongLKongcLJournaleofeConsumereMarketingaL2007aLgiaLhiebhje 2 21

77 YoungLconsumersLandLperceptionLofLbrandsLinL“ongLKongoLaLqualitativeLstudycLJournaleofeProducte
andeBrandeManagementaL2006aLfjaLifkbigk 4.3 20

76 xhineseLchildrenTsLperceptionsLofLadvertisingLandLbrandsoLanLurbanLruralLcomparisoncLJournaleofe
ConsumereMarketingaL2008aLgjaLlibmi 2 19

75 UsingLanLexpandedLTheoryLofLPlannedLwehaviorLtoLpredictLadolescentsTLintentionLtoLengageLinL
healthyLeatingcLJournaleofeInternationaleConsumereMarketingaL2016aLgmaLfkbgl 2.1 18
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74 TweenLgirlsTLperceptionLofLgenderLrolesLandLgenderLidentitiesoLaLqualitativeLstudycLYoungeConsumers
aL2011aLfgaLkkbmf 2.4 18

73 ’enderLportrayalLinL“ongLKongLandLKoreanLchildrenTsLTVLcommercialsoLvLcrossbculturalLcomparisoncL
AsianeJournaleofeCommunicationaL2002aLfgaLfeebffn 2.5 18

72 RuralLxhineseLchildrenLasLconsumersoLconsumptionLexperienceLandLinformationLsourcingcLJournaleofe
ConsumereBehaviouraL2006aLjaLfmgbfng 3 17

71 vLxonceptLMappingLStudyLonLSocialL”nclusionLinL“ongLKongcLSocialeIndicatorseResearchaL2014aLffnaLfgfbfhl2.7 16

70 StoreLvisitsLandLinformationLsourcesLamongLurbanLxhineseLchildrencLJournaleofeConsumereMarketingaL
2005aLggaLflmbfmm 2 16

69 ”nformationLxontentLofLTelevisionLvdvertisingLinLxhinacLInternationaleJournaleofeAdvertisingaL1995aL
fiaLhkjbhlh 3.6 16

68 TheLRoleLofLSocializingLvgentsLinLxommunicatingL“ealthyLzatingLtoLvdolescentsoLvLxrossbxulturalL
StudycLJournaleofeInternationaleConsumereMarketingaL2010aLghaLjnbli 2.1 14

67 ”nformationLcontentLofLtelevisionLadvertisingLinLxhinaoLanLupdatecLAsianeJournaleofeCommunicationaL
2005aLfjaLfbfj 2.5 14

66 xhildrenLandLmediaLinLxhinaoLanLurbanbruralLcomparisonLstudycLJournaleofeConsumereMarketingaL2006
aLghaLllbmk 2 14

65 MaterialLworldoLattitudesLtowardsLtoysLinLxhinacLYoungeConsumersaL2005aLkaLjibkj 2.4 14

64 ”nfluenceLofLtelevisionLadvertisingLonLadolescentsLinLxhinaoLanLurbanbruralLcomparisoncLYounge
ConsumersaL2009aLfeaLfhhbfij 2.4 13

63 vttitudesLtowardsLvmericanLbrandsLandLwrandLvmericacLPlaceeBrandingeandePubliceDiplomacyaL2007aL
haLgejbgfg 1.1 13

62 yanishLandLxhineseLadolescentsTLperceptionsLofLhealthyLeatingLandLattitudesLtowardLregulatoryL
measurescLYoungeConsumersaL2011aLfgaLgfkbggm 2.4 12

61 SegmentationLofLxhineseLadolescentLgirlsLusingLgenderLrolesLandLidealLfemaleLimagescLJournaleofe
ConsumereMarketingaL2012aLgnaLjgfbjhf 2 12

60 MultilingualLMixLinL“ongLKongLvdvertisingaLPrebLandLPostbfnnlcLAsianeJournaleofeCommunicationaL
2007aLflaLhefbhfl 2.5 12

59 xhildrenâ��sLperceptionsLofLtelevisionLadvertisingLinLurbanLxhinacLYoungeConsumersaL2002aLhaLknbln 2.4 12

58 PerceptionLofLhealthyLandLunhealthyLfoodLamongLxhineseLadolescentscLYoungeConsumersaL2016aLflaLhgbij2.4 11

57 xhineseLxhildrenTsLPerceptionLofLPersonalLandLxommercialLxommunicationoLvnLUrbanâ��RuralL
xomparisoncLAsianeJournaleofeCommunicationaL2007aLflaLnlbffk 2.5 11
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56 “owLxhineseLadolescentLgirlsLperceiveLgenderLrolesoLaLpsychographicLstudycLJournaleofeConsumere
MarketingaL2013aLheaLjebkf 2 10

55 vdolescentsTLperceptionsLofLhealthyLeatingLandLcommunicationLaboutLhealthyLeatingcLHealthe
EducationaL2009aLfenaLilibine 1 10

54 TheLtweensLmarketLandLresponsesLtoLadvertisingLinLyenmarkLandL“ongLKongcLYoungeConsumersaL
2008aLnaLfmnbgee 2.4 10

53 SocialL”nclusionLandL“ealthLxonditionsLvmongLxhineseL”mmigrantsLinL“ongLKongLandLtheLUnitedL
KingdomoLvnLzxploratoryLStudycLSocialeIndicatorseResearchaL2016aLfgkaLkjlbklg 2.7 9

52 yoLfemalesLinLadvertisementsLreflectLadolescentsâ��LidealLfemaleLimagestcLJournaleofeConsumere
MarketingaL2014aLhfaLflebflk 2 9

51 T“zLMzy”vLvNyLzNV”RONMzNTvLL”SSUzSL”NL“ON’LKON’LfnmhbnjcLInternationaleJournaleofePublice
OpinioneResearchaL1999aLffaLfhjbfjf 1.2 9

50 xulturalLvaluesLinL“ongLKongTsLprintLadvertisingaLfnikâ��nkcLInternationaleJournaleofeAdvertisingaL1999aL
fmaLjhlbjji 3.6 9

49 zffectivenessLofLznvironmentalLvdvertisingLforL“otelscLServiceseMarketingeQuarterlyaL2014aLhjaLgmnbheh 1 8

48 xhildrenTsLunderstandingLofLtelevisionLadvertisingoLaLrevisitLinLtheLxhineseLcontextcLJournaleofe
GeneticePsychologyaL2004aLfkjaLgmbhk 1.4 8

47 PerceptionLofLacupunctureLamongLusersLandLnonusersoLvLqualitativeLstudycLHealtheMarketinge
QuarterlyaL2016aLhhaLlmbnh 1.1 8

46 PersuadingLxhildrenoLaL‘rameworkLforLUnderstandingLLongbLastingL”nfluencesLonLxhildrenâ��sL‘oodL
xhoicescLCustomereNeedseandeSolutionsaL2018aLjaLhmbje 0.8 8

45 RelationshipLwetweenL“ealthaLzxperienceLofLyiscriminationaLandLSocialL”nclusionLvmongLMentalL
“ealthLServiceLUsersLinL“ongLKongcLSocialeIndicatorseResearchaL2015aLfgiaLfglbfhn 2.7 7

44 PublicLattitudesLtowardLtraditionalLxhineseLmedicineLandLhowLtheyLaffectLmedicalLtreatmentL
choicesLinL“ongLKongcLInternationaleJournaleofePharmaceuticaleandeHealthcareeMarketingaL2018aLfgaLffhbfgj1.3 7

43 WhatLdoLadolescentLgirlsLlearnLaboutLgenderLrolesLfromLadvertisingLimagestcLYoungeConsumersaL
2012aLfhaLhjlbhkk 2.4 7

42 vdolescentsLfromLlowbincomeLfamiliesLinL“ongLKongLandLunhealthyLeatingLbehavioursoL”mplicationsL
forLhealthLandLsocialLcareLpractitionerscLHealtheandeSocialeCareeinetheeCommunityaL2019aLglaLhkkbhli 2.6 7

41
TheLeffectsLofLlifeLeventsLonLtheLdevelopmentLofLmaterialismLandLcompulsiveLconsumptionoLaLlifeL
courseLstudyLinLtheLUnitedLStatesLandL“ongLKongcLJournaleofeGlobaleScholarseofeMarketingeScienceaL
2020aLheaLmmbfei

2.3 6

40
TheLsocialLandLcommunityLopportunitiesLprofileLsocialLinclusionLmeasureoLStructuralLequivalenceL
andLdifferentialLitemLfunctioningLinLcommunityLmentalLhealthLresidentsLinL“ongLKongLandLtheL
UnitedLKingdomcLInternationaleJournaleofeSocialePsychiatryaL2016aLkgaLfhhbie

8.5 6

39 xonsumersTLattitudesLtowardLadvertisingLbyLmedicalLprofessionalscLJournaleofeConsumereMarketingaL
2013aLheaLhgmbhhi 2 6

(2013-2013)
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38 PrebpubescentLgirlsTLevaluationsLofLfemaleLimagesLinL“ongLKongLmediacLJournaleofeChildreneande
MediaaL2012aLkaLhmibhnn 1.9 6

37 ’ainsLandLlossesLinLcreativeLpersonalityLasLperceivedLbyLadultsLacrossLtheLlifeLspancLDevelopmentale
PsychologyaL2014aLjeaLlenbfh 3.7 6

36 vpplicationLofLSxOPzbxLtoLMeasureLSocialL”nclusionLvmongLMentalL“ealthLServicesLUsersLinL“ongL
KongcLCommunityeMentaleHealtheJournalaL2016aLjgaLfffhbfffl 2.1 5

35 vttitudesLtowardLmaterialLpossessionsLamongLxhineseLchildrencLYoungeConsumersaL2008aLnaLinbjn 2.4 5

34 vnLexploratoryLstudyLonLperceptionLofLcelebrityLendorsementLinLpublicLservicesLadvertisingcL
InternationaleRevieweonePubliceandeNonprofiteMarketingaL2019aLfkaLfnjbgen 1.6 4

33 vttitudesLtowardLacupunctureLinL“ongLKongcLInternationaleJournaleofePharmaceuticaleande
HealthcareeMarketingaL2015aLnaLfjmbfli 1.3 4

32 zxperienceLofLStressLandLwurnoutLamongLPastorsLinLxhinacLTheeJournaleofePastoraleCareelamp;e
Counseling:eJPCCaL2019aLlhaLghgbghl 0.6 4

31 vLgenderLportrayalLofLchildrenâ��sLtelevisionLcommercialsLinLmainlandLxhinaL2006aLhfnbhif 4

30 vnLexploratoryLstudyLtoLconceptualizeLpressLengagementLbehaviorLwithLpublicLrelationsL
practitionerscLPubliceRelationseReviewaL2018aLiiaLinebjee 4.1 3

29 “owLxhineseLyoungLconsumersLrespondLtoLgenderedLadvertisementscLYoungeConsumersaL2014aLfjaLhjhbhki2.4 3

28 xonsumersâ��LattitudesLtowardLadvertisingLbyLtraditionalLxhineseLmedicineLpractitionerscLJournaleofe
AsianePacificeCommunicationaL2015aLgjaLhejbhgg 0.1 3

27 PerceptionsLofLvgeLandLxreativityLinLtheLWorkforcecLJournaleofeCreativeeBehavioraL2013aLilaLgjkbglg 2.6 3

26 UseLofLenvironmentalLteachingLkitsLinL“ongLKongcLTheeEnvironmentalistaL2000aLgeaLffhbfgf 3

25 ResearchLvrticleoLznvironmentalLxonsiderationLinLPurchaseLyecisionsLofL“ongLKongLxonsumerscL
EnvironmentalePracticeaL2000aLgaLfjbgg 0.3 3

24 vttitudesLtowardLvdvertisingLbyLLawyerâ��sLamongL“ongLKongLxonsumerscLAsianeJournaleofeBusinesse
ResearchaL2012aLgaL 1.5 3

23 vuthorizationaLrationalizationaLandLmoralLevaluationoLlegitimizingLacupunctureLinL“ongLKongTsL
newspaperscLAsianeJournaleofeCommunicationaL2016aLgkaLffibfhg 2.5 2

22 ”nterpretationLofLfemaleLimagesLinLadvertisingLamongLxhineseLadolescentscLYoungeConsumersaL2015aL
fkaLgggbghi 2.4 2

21 ShouldLdifferentLmarketingLcommunicationLstrategiesLbeLusedLtoLpromoteLhealthyLeatingLamongL
maleLandLfemaleLadolescentstcLHealtheMarketingeQuarterlyaL2014aLhfaLhhnbjg 1.1 2
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20 xreatingLadvertisingLthatLappealsLtoLxhineseLwomencLAsianeJournaleofeCommunicationaL1997aLlaLihbjl 2.5 2

19 “owLruralLchildrenLinLxhinaLconsumeLmediaLSLadvertisingcLYoungeConsumersaL2006aLlaLhnbje 2.4 2

18 xhineseLxonsumersTLMedicalLyecisionLandLvttitudesLTowardLPharmaceuticalLvdvertisingcLJournaleofe
InternationaleConsumereMarketingaL1999aLfeaLinbkm 2.1 2

17 WhatLdoesLsocialLinclusionLmeanLtoLSingaporeanstLvLqualitativeLstudyLofLtheLconceptLofLsocialL
inclusioncLAsiaePacificeJournaleofeSocialeWorkeandeDevelopmentaL2016aLgkaLkiblk 0.8 2

16 vLschoolbbasedLprogrammeLpromotingLhealthyLeatingcLHealtheEducationeJournalaL2020aLlnaLgllbgmn 1.5 2

15
â��”â��mLUNotVLOffendedLbyLWhomL”LSeeMâ��LTheLRoleLofLxultureLandLModelLzthnicityLinLShapingL
xonsumersâ��LResponsesLtowardLOffensiveLNudityLvdvertisingLinLvsiaLandLWesternLzuropecLJournaleofe
Advertisingafbfn

4.4 2

14 ’enderLportrayalsLandLtheLgenderLofLnationsoLanLextendedLstudyLinLvsianLculturesL2006aLhihbhjl 2

13 PracticesLofLxSRLinLxhinaLandL“ongLKongcLCSRseSustainabilityseEthicseleGovernanceaL2017aLhflbhif 0.2 1

12 PerceptionLofLadvertisementsLwithLcelebrityLendorsementLamongLmatureLconsumerscLJournaleofe
MarketingeCommunicationsaL2020aLfbfl 2.2 1

11 vdvertisingLtoLxhineseLyouthoLaLstudyLofLpublicLserviceLadsLinL“ongLKongcLQualitativeeMarkete
ResearchaL2013aLfkaLigfbihj 1.6 1

10 PersuadingLxhildrenoLLongbLastingL”nfluencesLonLxhildrenTsL‘oodLxonsiderationLSetsaLxhoicesaLandL
xonsumptioncLSSRNeElectroniceJournala 1 1

9 vpplyingLregulatoryLfitLtheoryLandLculturalLvaluesLorientationLtoLpredictLeffectivenessLofLpublicL
serviceLadvertisingLappealscLInternationaleRevieweonePubliceandeNonprofiteMarketingaf 1.6 1

8 zxperienceLofLStressLandLxopingLStrategiesLamongLPastorsTLWivesLinLxhinacLTheeJournaleofePastorale
Careelamp;eCounseling:eJPCCaL2018aLlgaLfkhbflf 0.6 1

7 vpplyingLSxOPzLtoLMeasureLSocialL”nclusionLvmongLPeopleLwithLMentalL”llnessLinLPolandcLJournaleofe
PsychosocialeRehabilitationeandeMentaleHealthaL2018aLjaLmnbfee 0.8 0

6 ”nternationalLResearchLonLvdvertisingLandLxhildrenL2014aLifibihh

5 MarketingLbankLservicesLtoLyouthLinLxhinacLYoungeConsumersaL2017aLfmaLglmbgmn 2.4

4 xhildrenâ��sLresponseLtoLtelevisionLadvertisingLinLxhinacLYoungeConsumersaL2003aLiaLihbji 2.4

3 vLyigitalLScholarshipLProjectLonLMaterialismLvmongLxhildrenLandLvdolescentscLAdvanceseineHumane
andeSocialeAspectseofeTechnologyeBookeSeriesaL2019aLfjnbfme 0.2

(2019-1997)
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2 vdolescentL’irlsâ��LzvaluationLofLwrandsLduringLLiminalLLifeLStagescLInternationaleJournaleofeTradee
EconomicseandeFinanceaL2014aLjaLginbgji 1

1 vdvertisingLtoLxhildrenLinLxhinaL2014aLnhbffi
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