
Carmen Camarero

ListhofhPublicationshbyhYearhinh
DescendinghOrder

Source:hhttps:yyexalyxcomyauthorvpdfy4910225ycarmenvcamarerovpublicationsvbyvyearxpdf

Version:h2024v04v09h

ThishdocumenthhashbeenhgeneratedhbasedhonhthehpublicationshandhcitationshrecordedhbyhexalyxcomxhForh

thehlatesthversionhofhthishpublicationhlistuhvisiththehlinkhgivenhabovex

ThehthirdhcolumnhishthehimpacthfactorhpIFrhofhthehjournaluhandhthehfourthhcolumnhishthehnumberhofh

citationshofhtheharticlex

70
papers

2,229
citations

27
h-index

46
g-index

74
ext. papers

2,539
ext. citations

3.9
avg, IF

5.6
L-index



k Paper IF Citations

70 zulinaryNtourismNexperiencesqNTheNeffectNofNiconicNfoodNonNtouristNintentionseNTourismkManagementk
PerspectivescN2021cNkgcNhggphh 5.8 3

69 SOSNtoNmyNfollowersONTheNroleNofNmarketingNcommunicationsNinNreinforcingNonlineNtravelNcommunityN
valueNduringNtimesNofNcrisiseNTourismkManagementkPerspectivescN2021cNjpcNhggokj 5.8 7

68 TheNPathNbetweenNPersonalitycNSelfdEfficacycNandNShoppingNRegardingNGamesNxppseNJournalkofk
TheoreticalkandkAppliedkElectronickCommercekResearchcN2020cNhlcNgdg 4.1 8

67 TheNmixedNeffectsNofNorganizationâ��sNandNmanagerâ��sNsocialNcapitalqNEvidenceNfromNtheNcaseNofN
museumseNJournalkofkManagementkandkOrganizationcN2020cNimcNmghdmik 1.7 4

66 ImpactsNofNauthenticitycNdegreeNofNadaptationNandNculturalNcontrastNonNtravellersâ��NmemorableN
gastronomyNexperienceseNJournalkofkHospitalitykMarketingkandkManagementcN2019cNiocNnkjdnmk 6.4 39

65 ’oesNitNpayNoffNforNmuseumsNtoNfosterNcreativityvNTheNcomplementaryNeffectNofNinnovativeNvisitorN
experienceseNJournalkofkTravelkandkTourismkMarketingcN2019cNjmcNhkkdhlo 6.6 6

64 WhatNkindNofNvideoNgamerNareNyouveNJournalkofkConsumerkMarketingcN2019cNjmcNihodiin 2 6

63 ’ualNeffectNofNsensoryNexperienceqNengagementNvsNdiversiveNexplorationeNInternationalkJournalkofk
RetailkandkDistributionkManagementcN2019cNkocNhiodhlh 3.5 3

62 RelationshipNmarketingNinNmuseumsqNinfluenceNofNmanagersNandNmodeNofNgovernanceeNPublick
ManagementkReviewcN2019cNihcNhjmpdhjpm 3.6 9

61 WhatNtoN’oNxfterNVisitingNaNMuseumvNóromNPostdconsumptionNEvaluationNtoNIntensificationNandN
OnlineNzontentNGenerationeNJournalkofkTravelkResearchcN2019cNlocNhglidhgmj 6.3 12

60 SocialNzapitalNinNUniversityNyusinessNIncubatorsqNdimensionscNantecedentsNandNoutcomeseN
InternationalkEntrepreneurshipkandkManagementkJournalcN2019cNhlcNlppdmik 4.9 26

59 LatentNcommunitiesNofNdigitalNpublicationsqNTheNroleNofNeditorscNfollowerscNandNadvertiserseN
TelematicskandkInformaticscN2018cNjlcNhhnmdhhop 8.1 1

58 WhatNWorksNinNóacebookNzontentNVersusNRelationalNzommunicationqNxNStudyNofNtheirNEffectivenessN
inNtheNzontextNofNMuseumseNInternationalkJournalkofkHumanzComputerkInteractioncN2018cNjkcNhhhpdhhjk 3.6 24

57 ExperienceNValueNorNSatietyvNTheNEffectsNofNtheNxmountNandNVarietyNofNTouristsâ��NxctivitiesNonN
PerceivedNExperienceeNJournalkofkTravelkResearchcN2018cNlncNpigdpjl 6.3 18

56 ExploringNtheNexperienceNvalueNofNmuseumNvisitorsNasNaNcodcreationNprocesseNCurrentkIssueskink
TourismcN2018cNihcNhkgmdhkil 5.8 73

55 HowNzanNEdVendorsNzreateNTrustNinNyizNandNzizNzontextsvN2018cNhjpgdhkhi 1

54 xNjourneyNthroughNtheNmuseumqNVisitNfactorsNthatNpreventNorNfurtherNvisitorNsatiationeNAnnalskofk
TourismkResearchcN2018cNnjcNkodmh 7.7 15

Carmen Camarero

2



53 ’ominantNlogicsNandNtheNmanagerâ��sNroleNinNuniversityNbusinessNincubatorseNJournalkofkBusinesskandk
IndustrialkMarketingcN2017cNjicNioidipk 3 12

52 RelationshipsNbetweenNEntrepreneursNinNyusinessNIncubatorseNxnNExploratoryNzaseNStudyeNJournalkofk
BusinessztozBusinesskMarketingcN2017cNikcNlndnk 2.3 4

51 LanguageNtourismNdestinationsqNaNcaseNstudyNofNmotivationscNperceivedNvalueNandNtouristsâ��N
expenditureeNJournalkofkCulturalkEconomicscN2017cNkhcNhlldhni 1.8 16

50 PleasureNinNtheNuseNofNnewNtechnologiesqNtheNcaseNofNedbookNreaderseNOnlinekInformationkReviewcN
2017cNkhcNihpdijk 2 7

49 HowNbrandNpostNcontentNcontributesNtoNuserVsNóacebookNbranddpageNengagementeNTheNexperientialN
routeNofNactiveNparticipationeNBRQkBusinesskResearchkQuarterlycN2017cNigcNilodink 2.1 18

48
EntrepreneursVNSocialNzapitalNandNtheNEconomicNPerformanceNofNSmallNyusinessesqNTheNModeratingN
RoleNofNzompetitiveNIntensityNandNEntrepreneursVNExperienceeNStrategickEntrepreneurshipkJournalcN
2017cNhhcNmhdop

3.7 54

47 TowardsNaNnewNapproachNofNdestinationNloyaltyNdriversqNsatisfactioncNvisitNintensityNandNtouristN
motivationseNCurrentkIssueskinkTourismcN2017cNigcNijodimg 5.8 130

46 xchievingNeffectiveNvisitorNorientationNinNEuropeanNmuseumseNInnovationNversusNcustodialeNJournalk
ofkCulturalkHeritagecN2015cNhmcNiiodijl 2.9 27

45
HowNStrategicNPurchasingNOrientationNandNTransformationalNLeadershipNImpactNPerformanceqNTheN
MediatingNRoleNofNInformationNandNzommunicationNTechnologieseNJournalkofkBusinessztozBusinessk
MarketingcN2015cNiicNimpdipi

2.3 16

44 TheNcultureNofNgiftNgivingqNWhatNdoNconsumersNexpectNfromNcommercialNandNpersonalNcontextsveN
JournalkofkConsumerkBehaviourcN2014cNhjcNjhdkh 3 13

43 PublicNEmployeeNxcceptanceNofNNewNTechnologicalNProcessesqNTheNcaseNofNanNinternalNcallNcentreeN
PublickManagementkReviewcN2014cNhmcNolidonl 3.6 7

42 TechnologicalNandNethicalNantecedentsNofNedbookNpiracyNandNpriceNacceptanceeNElectronickLibrarycN
2014cNjicNlkidlmm 1.5 22

41 LearningNandNrelationshipNorientationqNanNempiricalNexaminationNinNEuropeanNmuseumseN
InternationalkJournalkofkNonprofitkandkVoluntarykSectorkMarketingcN2014cNhpcNpidhgp 0.6 11

40 HowNzanNEdVendorsNzreateNTrustNinNyizNandNzizNzontextsveNAdvanceskinkEzBusinesskResearchkSeriescN
2014cNnidpi 0.4 3

39 UsefulnesscNEnjoymentcNandNSelfdImageNzongruenceqNTheNxdoptionNofNedyookNReaderseNPsychologyk
andkMarketingcN2013cNjgcNjnidjok 3.9 74

38 TheNpersuasionNcontextNandNresultsNinNonlineNopinionNseekingqNeffectsNofNmessageNandNsourcedtheN
moderatingNroleNofNnetworkNmanagerseNCyberpsychologyykBehaviorykandkSocialkNetworkingcN2013cNhmcNoiodjl4.4 11

37 ’eterminantsNofNbrandNequityNinNculturalNorganizationsqNtheNcaseNofNanNartNexhibitioneNServicek
IndustrieskJournalcN2012cNjicNhlindhlkp 5.7 29

36 EdMxILNMxRKETINGqNóOzOSN’ENVIRxLI’x’NYNóxzTORESN’ETERMINxNTESNaeNRevistakEspaˆ–olakDek
Investigaciˆ‡nkDekMarketingkESICcN2012cNhmcNoldhgi 1

(2012-2017)

3



35 xnNexploratoryNstudyNofNonlineNforumsNasNaNcollaborativeNlearningNtooleNOnlinekInformationkReviewcN
2012cNjmcNlmodlom 2 23

34 óosteringNInnovationNinNzulturalNzontextsqNMarketNOrientationcNServiceNOrientationcNandNInnovationsN
inNMuseumseNJournalkofkServicekResearchcN2012cNhlcNjpdlo 6 41

33 xNzrossdNationalNStudyNonNOnlineNzonsumerNPerceptionscNTrustcNandNLoyaltyeNJournalkofk
OrganizationalkComputingkandkElectronickCommercecN2012cNiicNmkdom 1.8 25

32 ’eterminantsNofNOpeningdóorwardingNEdMailNMessageseNJournalkofkAdvertisingcN2012cNkhcNpndhhi 4.4 43

31 InsightsNintoNInnovationNinNEuropeanNMuseumseNPublickManagementkReviewcN2012cNhkcNmkpdmnp 3.6 32

30 ’ualNeffectNofNperceivedNriskNonNcrossdnationalNedcommerceeNInternetkResearchcN2011cNihcNkmdmm 4.8 38

29 StrengtheningNMembersVNRelationshipsNthroughNzulturalNxctivitiesNinNMuseumseNJournalkofkLeisurek
ResearchcN2011cNkjcNlmgdloo 1.9 15

28 SocialNandNattitudinalNdeterminantsNofNviralNmarketingNdynamicseNComputerskinkHumankBehaviorcN
2011cNincNiipidijgg 7.7 55

27 HowNculturalNorganizationsâ��NsizeNandNfundingNinfluenceNinnovationNandNperformanceqNtheNcaseNofN
museumseNJournalkofkCulturalkEconomicscN2011cNjlcNikndimm 1.8 54

26 ’oesNinvolvementNmatterNinNonlineNshoppingNsatisfactionNandNtrustveNPsychologykandkMarketingcN
2011cNiocNhkldhmn 3.9 64

25 IncentivescNorganisationalNidentificationcNandNrelationshipNqualityNamongNmembersNofNfineNartsN
museumseNJournalkofkServicekManagementcN2011cNiicNimmdion 7.4 28

24 RelationshipNexitNinNdifferentNlegalNenvironmentsqNaNcrossdculturalNanalysiseNServicekIndustrieskJournalcN
2010cNjgcNhklndhkno 5.7 17

23 zomponentsNofNartNexhibitionNbrandNequityNforNinternalNandNexternalNvisitorseNTourismkManagementcN
2010cNjhcNkpldlgk 10.8 73

22 ProductNandNchanneldrelatedNriskNandNinvolvementNinNonlineNcontextseNElectronickCommercekResearchk
andkApplicationscN2010cNpcNimjdinj 4.6 31

21 xNcomparisonNofNtheNlearningNeffectivenessNofNliveNcasesNandNclassroomNprojectseNInternationalk
JournalkofkManagementkEducationcN2010cNocNojdpk 2.6 11

20 LosNdeterminantesNdeNlaNconfianzaNdelNcompradorNonlineeNzomparaciˆ‡nNconNelNcasoNdeNsubastaeeN
CuadernoskDekGestioncN2010cNhgcNkjdmh 1.5 3

19 ImprovingNMuseumsâ��NPerformanceNThroughNzustodialcNSalescNandNzustomerNOrientationseNNonprofitk
andkVoluntarykSectorkQuarterlycN2009cNjocNokmdomo 1.9 28

18 GeneratingNemotionsNthroughNculturalNactivitiesNinNmuseumseNInternationalkReviewkonkPublickandk
NonprofitkMarketingcN2009cNmcNhlhdhml 1.6 1

Carmen Camarero

4



17 HowNperceivedNriskNaffectsNonlineNbuyingeNOnlinekInformationkReviewcN2009cNjjcNmipdmlk 2 75

16 TheNModeratingNRoleNofNInvolvementNinNtheNzreationNofNOnlineNTrustNandNSatisfactionN2008cN 1

15 ’evelopingNrelationshipsNwithinNtheNframeworkNofNlocalNeconomicNdevelopmentNinNSpaineN
EntrepreneurshipkandkRegionalkDevelopmentcN2008cNigcNkhdml 4.3 18

14 zonsumerNtrustNtoNaNWebNsiteqNmoderatingNeffectNofNattitudesNtowardNonlineNshoppingeN
CyberpsychologyykBehaviorkandkSocialkNetworkingcN2008cNhhcNlkpdlk 28

13 Visitorsâ��NexperiencecNmoodNandNsatisfactionNinNaNheritageNcontextqNEvidenceNfromNanNinterpretationN
centereNTourismkManagementcN2008cNipcNlildljn 10.8 341

12 TheNmediatingNeffectNofNsatisfactionNonNconsumersVNswitchingNintentioneNPsychologykandkMarketingcN
2007cNikcNlhhdljo 3.9 85

11 xnalysingNfirmsVNfailuresNasNdeterminantsNofNconsumerNswitchingNintentionseNEuropeankJournalkofk
MarketingcN2007cNkhcNhjldhlo 4.4 73

10 RelationshipNorientationNorNserviceNqualityveNInternationalkJournalkofkBankkMarketingcN2007cNilcNkgmdkim 4 91

9 HowNalternativeNmarketingNstrategiesNimpactNtheNperformanceNofNSpanishNmuseumseNJournalkofk
ManagementkDevelopmentcN2007cNimcNogpdojh 1.5 16

8 zustomersVNPerceptionNofNValueNinNóinancialNServicesNRelationshipseNJournalkofkInternationalk
ConsumerkMarketingcN2006cNhpcNlndnp 2.1 12

7 TheNimpactNofNcustomerNrelationshipNmarketingNonNtheNfirmNperformanceqNaNSpanishNcaseeNJournalkofk
ServiceskMarketingcN2005cNhpcNijkdikk 4 51

6 zonsumerNReactionsNtoNóirmNSignalsNinNxsymmetricNRelationshipseNJournalkofkServicekResearchcN2005cN
ocNnpdpn 6 33

5 TheNinteractionNofNdependenceNandNtrustNinNlongdtermNindustrialNrelationshipseNEuropeankJournalkofk
MarketingcN2004cNjocNpnkdppk 4.4 64

4 TrustNasNtheNKeyNtoNRelationalNzommitmenteNJournalkofkRelationshipkMarketingcN2004cNjcNljdnn 2.2 27

3 TheNconsumerVsNrelationalNcommitmentqNmainNdimensionsNandNantecedentseNJournalkofkRetailingkandk
ConsumerkServicescN2004cNhhcNjlhdjmn 8.5 21

2 SocialNandNóinancialNSignallingNtoNIncreaseNóundraisingNRevenueNinNMuseumseNJournalkofkNonprofitk
andkPublickSectorkMarketingchdih 1 0

1 InspireNmecNpleaseONTheNeffectNofNcallsNtoNactionNandNvisualNexecutionsNonNcustomerNinspirationNinN
InstagramNcommunicationseNInternationalkJournalkofkAdvertisingchdim 3.6 0

List of Publications

5


