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72 StakeholderLengagementLandLbusinessLmodelLinnovationLvaluedLServicelIndustrieslJournalbL2022bLjhbLjhckn5.7 7
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68 yocreatedLbrandLvaluepLtheoreticalLmodelLandLpropositionsdLJournalloflBrandlManagementbL2021bL
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66 ExploringLcustomerLengagementLinLtheLproductLvsdLserviceLcontextdLJournalloflRetailinglandl
ConsumerlServicesbL2021bLlfbLgfhjkl 8.5 19

65 ’ifteenLyearsLofLcustomerLengagementLresearchpLaLbibliometricLandLnetworkLanalysisdLJournallofl
ProductlandlBrandlManagementbL2021bLaheadcofcprintbL 4.3 13
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behavioralLintentionsLduringLandLpostcyOV–zcgodLTourismlManagementbL2021bLnjbLgfjhof 10.8 56

63 TheLroleLofLcustomerLexperienceLinLtheLperceivedLvalueâ��wordcofcmouthLrelationshipdLJournallofl
ServiceslMarketingbL2021bLaheadcofcprintbL 4 2

62 yustomerLbrandLengagementLduringLserviceLlockdowndLJournalloflServiceslMarketingbL2021bLikbLhfgchfo 4 20

61 EthnicityUsLeffectLonLsocialLmediacbasedLcommentLintentionpLyomparingLminorityLandLmajorityL
consumersdLPsychologylandlMarketingbL2021bLinbLgnok 3.9 1

60 VideogamescascacservicepLconvertingLfreemiumcLtoLpayingcusersLthroughLpopcupLadvertisementL
valuedLJournalloflServiceslMarketingbL2021bLaheadcofcprintbL 4 3

59 “ameLonML”owLgamifiedLloyaltyLprogramsLboostLcustomerLengagementLvaluedLInternationallJournall
oflInformationlManagementbL2021bLlgbLgfhifn 16.4 11

58 TheLeffectsLofLconsumerLesportsLvideogameLengagementLonLconsumptionLbehaviorsdLJournallofl
ProductlandlBrandlManagementbL2020bLaheadcofcprintbL 4.3 13

57 VirtualLrealityLthroughLtheLcustomerLjourneypL’rameworkLandLpropositionsdLJournalloflRetailinglandl
ConsumerlServicesbL2020bLkkbLgfhfkl 8.5 34
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55 WhenLgamificationLbackfirespLtheLimpactLofLperceivedLjusticeLonLonlineLcommunityLcontributionsdL
JournalloflMarketinglManagementbL2020bLilbLkkfckmm 3.2 24

54 SustainableLyrowdfundingLforLSubsistenceLEntrepreneurshipdLContributionslTolManagementlSciencebL
2020bLjoclh 0.4 2

53 TheLroleLofLbrandLcommunityLidentificationLandLrewardLonLconsumerLbrandLengagementLandLbrandL
loyaltyLinLvirtualLbrandLcommunitiesdLTelematicslandlInformaticsbL2020bLjlbLgfgihg 8.1 80

52 yustomerLexperienceLandLcommitmentLinLretailingpLzoesLcustomerLageLmatterudLJournalloflRetailingl
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51 zemystifyingLconsumerLdigitalLcocreatedLvaluepLSocialLpresenceLtheorycinformedLframeworkLandL
propositionsdLRecherchelEtlApplicationslEnlMarketingbL2020bLhfkgkmfmhfolgon 0.9 4

50 TourismcbasedLcustomerLengagementpLtheLconstructbLantecedentsbLandLconsequencesdLServicel
IndustrieslJournalbL2019bLiobLkgockjf 5.7 109

49 yustomerLengagementLinLtheLserviceLcontextpLwnLempiricalLinvestigationLofLtheLconstructbLitsL
antecedentsLandLconsequencesdLJournalloflRetailinglandlConsumerlServicesbL2019bLkfbLhmmchnk 8.5 115

48 ”andbookLofLResearchLonLyustomerLEngagementL2019bL 3

47 PersonalitycbasedLconsumerLengagementLstylespLconceptualizationbLresearchLpropositionsLandL
implicationsL2019bLhhjchjj 7

46 ExploringLandLvalidatingLsocialLidentificationLandLsocialLexchangecbasedLdriversLofLhospitalityL
customerLloyaltydLInternationallJournalloflContemporarylHospitalitylManagementbL2019bLigbLgjihcgjkg 7.5 83

45 –ntroductionLtoLtheL”andbookLofLResearchLonLyustomerLEngagementL2019bLgci

44 PositivelyLandLnegativelyLvalencedLcustomerLengagementpLtheLconstructsLandLtheirLorganizationalL
consequencesL2019bLhogcigf

43 yustomerLengagementLinLevolvingLtechnologicalLenvironmentspLsynopsisLandLguidingLpropositionsdL
EuropeanlJournalloflMarketingbL2019bLkibLhfgnchfhi 4.4 52

42 ServiceLinnovativenessLandLtourismLcustomerLoutcomesdLInternationallJournalloflContemporaryl
HospitalitylManagementbL2019bLigbLjhhmcjhjl 7.5 61

41 xrandLengagementLandLexperienceLinLonlineLservicesdLJournalloflServiceslMarketingbL2019bLijbLglicgmk 4 37

40 zigitalLyontentLMarketingUsLRoleLinL’osteringLyonsumerLEngagementbLTrustbLandLValuepL’rameworkbL
’undamentalLPropositionsbLandL–mplicationsdLJournalloflInteractivelMarketingbL2019bLjkbLhmcjg 9.8 171

39 zevelopingLbusinessLcustomerLengagementLthroughLsocialLmediaLengagementcplatformspLwnL
integrativeLSczLlogiceRxVcinformedLmodeldLIndustriallMarketinglManagementbL2019bLngbLnocon 6.9 60

38 SczLlogicâ��informedLcustomerLengagementpLintegrativeLframeworkbLrevisedLfundamentalL
propositionsbLandLapplicationLtoLyRMdLJournalloflthelAcademyloflMarketinglSciencebL2019bLjmbLglgcgnk 12.4 306
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37 UserLexperienceLsharingdLEuropeanlJournalloflMarketingbL2018bLkhbLggkjcggnj 4.4 60

36 TheLSczLlogiccinformedLâ��hamburgerâ��LmodelLofLserviceLinnovationLandLitsLimplicationsLforL
engagementLandLvaluedLJournalloflServiceslMarketingbL2018bLihbLgcm 4 51

35 EpilogueLâ��LserviceLinnovationLactorLengagementpLanLintegrativeLmodeldLJournalloflServicesl
MarketingbL2018bLihbLokcgff 4 35

34 –ndividualclevelLculturalLconsumerLengagementLstylesdLInternationallMarketinglReviewbL2018bLikbLjhcmg 4.4 53

33 ZoomingLoutpLactorLengagementLbeyondLtheLdyadicdLJournalloflServicelManagementbL2018bLhobLiiicikg 7.4 116

32 TheLRoleLofLSocialLyapitalLinLShapingLyonsumerLEngagementLwithinLOnlineLxrand´ yommunitiesL
2018bLjogckfj 9

31 yreatingLStrongerLxrandsLThroughLyonsumerLExperienceLandLEngagementL2018bLhhgchjh 15

30 yonsumerLengagementLinLonlineLbrandLcommunitiespLaLsolicitationLofLcongruityLtheorydLInternetl
ResearchbL2018bLhnbLhicjk 4.8 149

29 xeyondLtheLdyadicpLcustomerLengagementLinLincreasinglyLnetworkedLenvironmentsdLJournallofl
ServicelManagementbL2018bLhobLiifciih 7.4 11

28 EngagementLvalenceLdualityLandLspilloverLeffectsLinLonlineLbrandLcommunitiesdLJournalloflServicel
TheorylandlPracticebL2017bLhmbLnmmcnom 3.1 104

27 PersonalityLfactorsLasLpredictorsLofLonlineLconsumerLengagementpLanLempiricalLinvestigationdL
MarketinglIntelligencelandlPlanningbL2017bLikbLkgfckhn 3.2 85

26 VirtualLbrandLcommunityLengagementLpracticespLaLrefinedLtypologyLandLmodeldLJournalloflServicesl
MarketingbL2017bLigbLhfjchgm 4 119

25 TheLzynamicsLofLyonsumerLEngagementLwithLMobileLTechnologiesdLServicelSciencebL2017bLobLilcjo 2.2 63

24 SoundsLofLmusicpLexploringLconsumersâ��LmusicalLengagementdLJournalloflConsumerlMarketingbL2016bL
iibLjgmcjhm 2 31

23 zynamicsLofLcustomerLinteractionLonLsocialLmediaLplatformsdLElectroniclMarketsbL2016bLhlbLgoochfh 4.8 43

22 yapturingLvalueLfromLnoncpayingLconsumersâ��LengagementLbehaviourspLfieldLevidenceLandL
developmentLofLaLtheoreticalLmodeldLJournalloflStrategiclMarketingbL2016bLhjbLgofchfo 2.7 77

21 ”igherLeducationLbrandLalliancespL–nvestigatingLconsumersULdualcdegreeLpurchaseLintentionsdL
JournalloflBusinesslResearchbL2016bLlobLiggicighg 8.7 40

20 EpilogueLtoLtheLSpecialL–ssueLandLreflectionsLonLtheLfutureLofLengagementLresearchdLJournallofl
MarketinglManagementbL2016bLihbLknlckoj 3.2 41

Linda D Hollebeek

4



19 yonsumerLxrandLEngagementLinLSocialLMediapLyonceptualizationbLScaleLzevelopmentLandL
ValidationdLJournalloflInteractivelMarketingbL2014bLhnbLgjocglk 9.8 1232

18 TheorizingLaboutLresourceLintegrationLthroughLservicecdominantLlogicdLMarketinglTheorybL2014bLgjbLhjochln2.5 82

17 ExploringLpositivelycLversusLnegativelycvalencedLbrandLengagementpLaLconceptualLmodeldLJournallofl
ProductlandlBrandlManagementbL2014bLhibLlhcmj 4.3 252

16 xeyondLvirtualitypLfromLengagementLplatformsLtoLengagementLecosystemsdLManaginglServicel
QualitybL2014bLhjbLkohclgg 172

15 TheLyustomerLEngagementeValueL–nterfacepLwnLExploratoryL–nvestigationdLAustralasianlMarketingl
JournalbL2013bLhgbLgmchj 5 152

14 yonsumerLengagementLinLaLvirtualLbrandLcommunitypLwnLexploratoryLanalysisdLJournalloflBusinessl
ResearchbL2013bLllbLgfkcggj 8.7 1537

13 zemystifyingLcustomerLbrandLengagementpLExploringLtheLloyaltyLnexusdLJournalloflMarketingl
ManagementbL2011bLhmbLmnkcnfm 3.2 666

12 ExploringLcustomerLbrandLengagementpLdefinitionLandLthemesdLJournalloflStrategiclMarketingbL2011
bLgobLkkkckmi 2.7 603

11 yustomerLEngagementpLyonceptualLzomainbL’undamentalLPropositionsbLandL–mplicationsLforL
ResearchdLJournalloflServicelResearchbL2011bLgjbLhkhchmg 6 1670

10 ResponsepLwdvancingLandLyonsolidatingLKnowledgeLwboutLyustomerLEngagementdLJournallofl
ServicelResearchbL2011bLgjbLhnichnj 6 68

9 WineLserviceLmarketingbLvalueLcoccreationLandLinvolvementpLresearchLissuesdLInternationallJournallofl
WinelBusinesslResearchbL2009bLhgbLiiociki 1.6 39

8 TheLinfluenceLofLinvolvementLonLpurchaseLintentionLforLnewLworldLwinedLFoodlQualitylandl
PreferencebL2007bLgnbLgfiicgfjo 5.8 157

7 ’romLyustomercbLtoLwctorcbLtoLStakeholderLEngagementpLTakingLStockbLyonceptualizationbLandL
’utureLzirectionsdLJournalloflServicelResearchbgfojlmfkhfommln 6 19

6 MarketingLinLanL–nteractiveLWorldgkhicgkjk

5 MarketingLinLanL–nteractiveLWorldhfhmchfkf

4 MarketingLinLanL–nteractiveLWorlddLAdvanceslinlSociallNetworkinglandlOnlinelCommunitieslBookl
Seriesbhockh 0.3 7

3 ’irstcTimeLversusLRepeatLTourismLyustomerLEngagementbLExperiencebLandLValueLyocreationpLwnL
EmpiricalL–nvestigationdLJournalloflTravellResearchbffjmhnmkhgoomkm 6.3 37

2 SocialLinfluenceLandLstakeholderLengagementLbehaviorLconformitybLcompliancebLandLreactancedL
PsychologylandlMarketingb 3.9 1
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1 xeyondLtheLxigL’ivepLTheLeffectLofLmachiavellianbLnarcissisticbLandLpsychopathicLpersonalityLtraitsLonL
stakeholderLengagementdLPsychologylandlMarketingb 3.9 0
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