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84 zz’NthetaNandNNieeNresponsesNtoNcongruentNversusNincongruentNbrandNlogosccNScientificfReportsaN
2022aNfgaNiine 4.9 1

83 TheN”nfluenceNofNzmotionsNandNScoreNvttributesNonNOnlineNRatingsNinNPgPNvccommodationoNvNyataN
MiningNStudycNSmartfInnovationtfSystemsfandfTechnologiesaN2022aNgfhbggf 0.5

82 TheNbackgroundNmusicbcontentNcongruenceNofNTVNadvertisementsoNvNneurophysiologicalNstudycN
EuropeanfResearchfonfManagementfandfBusinessfEconomicsaN2021aNglaNfeefji 4.4 2

81
WhatNdrivesNtheNhelpfulnessNofNonlineNreviewstNvNdeepNlearningNstudyNofNsentimentNanalysisaN
pictorialNcontentNandNreviewerNexpertiseNforNmatureNdestinationscNJournalfoffDestinationfMarketingf
mfManagementaN2021aNgeaNfeejle

4.7 8

80 vNmodelNofNadoptionNofNvRbbasedNselfbserviceNtechnologiesoNaNtwoNcountryNcomparisoncNInternationalf
JournalfoffRetailfandfDistributionfManagementaN2021aNinaNmljbmnm 3.5 2

79 “owNonlineNadvertisingNcompetesNwithNuserbgeneratedNcontentNinNTripvdvisorcNvNneuroscientificN
approachcNJournalfoffBusinessfResearchaN2021aNfghaNglnbgmm 8.7 7

78 yoNYouNSeeNWhatN”NSeetNzffectivenessNofNhkebyegreeNvscNgyNVideoNvdsNUsingNaNNeuroscienceN
vpproachcNFrontiersfinfPsychologyaN2021aNfgaNkfglfl 3.4 1

77 vdvanceNbookingNacrossNchannelsoNTheNeffectsNonNdynamicNpricingcNTourismfManagementaN2021aNmkaNfeihif10.8 6

76 yevelopingNaNblogNtrustNscaleNviaNanNinternationalNyelphiNpanelcNEuropeanfResearchfonfManagementf
andfBusinessfEconomicsaN2020aNgkaNfhibfii 4.4 0

75 VirtualNandNaugmentedNrealityoNvdvancingNresearchNinNconsumerNmarketingcNInternationalfJournalfoff
ResearchfinfMarketingaN2020aNhlaNiihbikj 5.5 63

74 ShoppingNwithNVirtualN“andscNLecturefNotesfinfComputerfScienceaN2020aNlfbmg 0.9

73 Tzvx“”N’N”NNwUS”NzSSNvyM”N”STRvT”ONoNvNxUSTOM”ZzyNPROxzSSNyR”VzNNwYNTzx“NOóO’”xvóN
”NNOVvT”ONScNJournalfoffManagementfandfBusinessfEducationaN2020aNhaNibfj 0.4

72 PerceivedNUsefulnessNofNebWOMNvttributesNonNwuyerâ��sNxhoicecNCommunicationsfinfComputerfandf
InformationfScienceaN2020aNhnibief 0.3

71 PictorialNcontentaNsequenceNofNconflictingNonlineNreviewsNandNconsumerNdecisionbmakingoNTheN
stimulusborganismbresponseNmodelNrevisitedcNJournalfoffBusinessfResearchaN2020aNffjaNiehbifk 8.7 45

70 “owNonlineNreviewsNofNdestinationNresponsibilityNinfluenceNtouristsâ��NevaluationsoNanNexploratoryN
studyNofNmountainNtourismcNJournalfoffSustainablefTourismaN2020aNgmaNkmkblei 5.7 11

69 MemorableNtouristNexperiencesNversusNordinaryNtouristNexperiencesNanalysedNthroughN
userbgeneratedNcontentcNJournalfoffHospitalityfandfTourismfManagementaN2020aNijaNhenbhfm 6 16

68 virbnbNresearchoNanNanalysisNinNtourismNandNhospitalityNjournalscNInternationalfJournalfoffCulturetf
TourismfandfHospitalityfResearchaN2020aNfiaNgbge 2.2 24
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67 wrandNloveNisNallNaroundoNloyaltyNbehaviouraNactiveNandNpassiveNsocialNmediaNuserscNCurrentfIssuesfinf
TourismaN2020aNghaNfkfhbfkhe 5.8 21

66 SimilarityNandNxonsistencyNinN“otelNOnlineNRatingsNacrossNPlatformscNJournalfoffTravelfResearchaN
2020aNjnaNligbljm 6.3 9

65 yestinationNappealNthroughNdigitalizedNcommentscNJournalfoffBusinessfResearchaN2019aNfefaNiilbijh 8.7 19

64 ‘acebookNbrandNcommunityNbondingoNTheNdirectNandNmoderatingNeffectNofNvalueNcreationNbehaviourcN
ElectronicfCommercefResearchfandfApplicationsaN2019aNhjaNfeemje 4.6 13

63 ParadoxesNofNPostmodernNTouristsNandN”nnovationNinNTourismNMarketingN2019aNfhfbfji 5

62 VirtualNRealityNinNMarketingoNvN‘rameworkaNReviewaNandNResearchNvgendacNFrontiersfinfPsychologyaN
2019aNfeaNfjhe 3.4 46

61 zffectsNofNxorporateNSocialNResponsibilityNonNconsumerNbrandNloyaltycNRevistafBrasileirafDefGestaof
DefNegociosaN2019aNgeaNhnjbifj 1.4 9

60 yzVzóOPMzNTNO‘NvNwózNyzyNxOURSzN‘ORNONó”NzNTzvx“”N’oNPROxzSSNvNyNOUTxOMzScN
JournalfoffManagementfandfBusinessfEducationaN2019aNgaNfembfgk 0.4 1

59 zngagingNcustomersNthroughNuserbandNcompanybgeneratedNcontentNonNxSRcNSpanishfJournalfoff
MarketingfufESICaN2019aNghaNhhnbhlg 4 9

58 ReciprocityNofNtrustNbetweenNmanagersNandNteamNmemberscNPersonnelfReviewaN2019aNinaNkjhbkkn 2.4 2

57 “arnessingNstakeholderNinputNonNTwitteroNvNcaseNstudyNofNshortNbreaksNinNSpanishNtouristNcitiescN
TourismfManagementaN2019aNlfaNinebjeh 10.8 23

56 TheNinfluenceNofNvirtualNrealityNinNebcommercecNJournalfoffBusinessfResearchaN2019aNfeeaNiljbimg 8.7 61

55 TheNimpactNofNsocialNmediaNandNofflineNinfluencesNonNconsumerNbehaviourcNvnNanalysisNofNtheN
lowbcostNairlineNindustrycNCurrentfIssuesfinfTourismaN2018aNgfaNfefibfehg 5.8 30

54 TheNdeterminantsNofNstakeholderNengagementNinNdigitalNplatformscNJournalfoffBusinessfResearchaN
2018aNmnaNieibife 8.7 59

53 NewNfrontiersNinNtourismoNdestinationsaNresourcesaNandNmanagerialNperspectivescNEuropeanfJournalfoff
ManagementfandfBusinessfEconomicsaN2018aNglaNgbj 2.7 6

52 zmotionNinNaNhkebyegreeNvscNTraditionalN‘ormatNThroughNzyvaNzz’NandN‘acialNzxpressionsN2018aNhbfj 8

51 V”RTUvóNxóvSSROOMoNTzvx“zRNSK”óóSNTONPROMOTzNSTUyzNTNzN’v’zMzNTcNJournalfoff
ManagementfandfBusinessfEducationaN2018aNfaNmlbfej 0.4 4

50 vNScaleNforNMeasuringNxonsumerNPerceptionsNofNxorporateNSocialNResponsibilityN‘ollowingNtheN
SustainableNyevelopmentNParadigmcNJournalfoffBusinessfEthicsaN2017aNfieaNgihbgkg 4.3 114
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49 mbWOMNinNaNbrandâ��sN‘acebookNfanNpagecNOnlinefInformationfReviewaN2017aNifaNnhkbnjh 2 15

48 wuyingNprivateNlabelNinNdurablesoN’enderNandNotherNpsychologicalNvariablescNJournalfoffRetailingfandf
ConsumerfServicesaN2017aNhiaNhinbhjl 8.5 12

47 xonsumerNNeurosciencebwasedNMetricsNPredictNRecallaNóikingNandNViewingNRatesNinNOnlineN
vdvertisingcNFrontiersfinfPsychologyaN2017aNmaNfmem 3.4 38

46 ‘acialNzxpressionsNtoNzvaluateNvdvertisingoNvNóaboratoryNversusNóivingNRoomNStudyN2017aNfenbfgg 3

45 eWOMNonNTravelNvgencyNSelectionoNSpecializedNversusNPrivateNóabelcNPsychologyfandfMarketingaN
2016aNhhaNfeikbfejh 3.9 11

44 zlapsedNtimeNonNfirstNbuyingNtriggersNbrandNchoicesNwithinNaNcategoryoNvNvirtualNrealitybbasedNstudycN
JournalfoffBusinessfResearchaN2016aNknaNfighbfigl 8.7 72

43 StoreNwrandsNinNTouristNServicescNSpringerfProceedingsfinfBusinessfandfEconomicsaN2016aNfhnbfim 0.2

42 ‘rontiersNinNresearchNinNbusinessoNWillNyouNbeNintcNEuropeanfJournalfoffManagementfandfBusinessf
EconomicsaN2016aNgjaNmnbne 2.7 15

41 TheNnewNzuropeanN–ournalNofNManagementNTNwusinessNzconomicsaNz–MTwzcNEuropeanfJournalfoff
ManagementfandfBusinessfEconomicsaN2016aNgjaNf 2.7 0

40 TheNroleNofNsocialNmotivationsaNabilityaNandNopportunityNinNonlineNknowbhowNexchangesoNevidenceN
fromNtheNairlineNservicesNindustrycNServicefBusinessaN2015aNnaNgenbghg 3.9 21

39 zngagementNwithNTravelNWebNSitesNandNtheN”nfluenceNofNOnlineNxomparativeNwehaviourcN
DevelopmentsfinfMarketingfScience:fProceedingsfoffthefAcademyfoffMarketingfScienceaN2015aNgkbhh 0.1

38 yoNMenNandNWomenNyifferNWhenNPurchasingNPrivateNóabelN’oodstcNSpringerfProceedingsfinfBusinessf
andfEconomicsaN2014aNffhbfge 0.2 2

37
zlNvalorNdelNestablecimientoNyNsuNrelaciˆ‡nNconNlaNimagenNdeNmarcaNprivadaoNefectoNmoderadorNdelN
conocimientoNdeNlaNmarcaNprivadaNcomoNofertaNpropiaNdelNestablecimientocNRevistafEuropeafDef
Direcciˆ‡nfYfEconomˆ›afDefLafEmpresaaN2013aNggaNfbfe

23

36 WhenNSatisfiedNxonsumersNyoNNotNReturnoNVarietyNSeekingUsNzffectNonNShortbNandNóongbTermN
”ntentionscNPsychologyfandfMarketingaN2012aNgnaNfjbgi 3.9 48

35 yualNnatureNofNcausebbrandNfitcNEuropeanfJournalfoffMarketingaN2012aNikaNjljbjni 4.4 99

34 WhyNSomeN”nternetNUsersNyonâ��tNwuyNvirNTicketsNOnlineN2010aNgenbggf 29

33 “owNmotivationaNopportunityNandNabilityNcanNdriveNonlineNairlineNticketNpurchasescNJournalfoffAirf
TransportfManagementaN2010aNfkaNhikbhin 5.1 36

32 óatestNevolutionNofNacademicNresearchNinNcorporateNsocialNresponsibilityoNanNempiricalNanalysiscNSocialf
ResponsibilityfJournalaN2010aNkaNhhgbhii 3 17
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31 MatureNmarketNsegmentationoNaNcomparisonNofNartificialNneuralNnetworksNandNtraditionalNmethodscN
NeuralfComputingfandfApplicationsaN2010aNfnaNfbff 4.8 8

30 xonsumerNbehaviouralNintentionsNinNcausebrelatedNmarketingcNTheNroleNofNidentificationNandNsocialN
causeNinvolvementcNInternationalfReviewfonfPublicfandfNonprofitfMarketingaN2010aNlaNfglbfih 1.6 40

29 vlliancesNwetweenNwrandsNandNSocialNxausesoNTheN”nfluenceNofNxompanyNxredibilityNonNSocialN
ResponsibilityN”magecNJournalfoffBusinessfEthicsaN2010aNnkaNfknbfmk 4.3 151

28 vnNanalysisNofNebbusinessNadoptionNandNitsNimpactNonNrelationalNqualityNinNtravelNagencyâ��supplierN
relationshipscNTourismfManagementaN2010aNhfaNlllblml 10.8 72

27 TheNfunctionalbpsychologicalNcontinuumNinNtheNcognitiveNimageNofNaNdestinationoNvNconfirmatoryN
analysiscNTourismfManagementaN2009aNheaNlfjblgh 10.8 194

26 TheNRoleNofNSelfbyefinitionalNPrinciplesNinNxonsumerN”dentificationNwithNaNSociallyNResponsibleN
xompanycNJournalfoffBusinessfEthicsaN2009aNmnaNjilbjki 4.3 142

25 zpistemologicalNevolutionNofNcorporateNsocialNresponsibilityNinNmarketingcNInternationalfReviewfonf
PublicfandfNonprofitfMarketingaN2009aNkaNhjbje 1.6 7

24 xustomerNóoyaltyNinNxlustersoNPerceivedNValueNandNSatisfactionNasNvntecedentscNJournalfoff
BusinessutouBusinessfMarketingaN2009aNfkaNglkbhfk 2.3 48

23 wrandNcredibilityNinNcausebrelatedNmarketingoNtheNmoderatingNroleNofNconsumerNvaluescNJournalfoff
ProductfandfBrandfManagementaN2009aNfmaNihlbiil 4.3 95

22 ”nfluenceNofNonlineNshoppingNinformationNdependencyNandNinnovativenessNonNinternetNshoppingN
adoptioncNOnlinefInformationfReviewaN2008aNhgaNkimbkkl 2 113

21
“owNdoesNtheNperceivedNretailNenvironmentNinfluenceNconsumersUNemotionalNexperiencetNevidenceN
fromNtwoNretailNsettingscNInternationalfReviewfoffRetailtfDistributionfandfConsumerfResearchaN2006aN
fkaNjjnbjlm

1.7 56

20 SatisfactionNandNyestinationNóoyaltycNJournalfoffQualityfAssurancefinfHospitalityfandfTourismaN2005aN
jaNihbjn 2 38

19 TheNeffectNofNmarketNorientationNonNdependenceNandNsatisfactionNinNdyadicNrelationshipscNMarketingf
IntelligencefandfPlanningaN2005aNghaNginbgkj 3.2 30

18 QUvó”TYNMvRKzTNOR”zNTvT”ONoNTouristNvgenciesâ��NPerceivedNzffectscNAnnalsfoffTourismfResearchaN
2005aNhgaNfeggbfehm 7.7 25

17 TheNthemeNparkNexperienceoNvnNanalysisNofNpleasureaNarousalNandNsatisfactioncNTourismfManagementaN
2005aNgkaNmhhbmii 10.8 556

16 WebbbasedNnationalNtourismNpromotionNinNtheNMediterraneanNareacNTourismfReviewaN2005aNkeaNkbff 5.2 10

15 TheNzuropeanNconsumersâ��NunderstandingNandNperceptionsNofNtheNâ��organicâ��NfoodNregimecNBritishf
FoodfJournalaN2004aNfekaNnhbfej 2.8 114

14 óimitationsNofNxrossbxulturalNxustomerNSatisfactionNResearchNandNRecommendingNvlternativeN
MethodscNJournalfoffQualityfAssurancefinfHospitalityfandfTourismaN2004aNiaNhlbjn 2 17

(2004-2010)
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13 zmotionsNinNsegmentationcNAnnalsfoffTourismfResearchaN2004aNhfaNkmgbknk 7.7 218

12 MarketNorientationaNtrustNandNsatisfactionNinNdyadicNrelationshipsoaNmanufacturerbretailerNanalysiscN
InternationalfJournalfoffRetailfandfDistributionfManagementaN2003aNhfaNjlibjne 3.5 43

11 MarketNorientationNandNindustrialNsalesforceoNdiverseNmeasureNinstrumentscNJournalfoffBusinessfandf
IndustrialfMarketingaN2003aNfmaNjnbmf 3 12

10 xROSSbxUóTURvóNwz“vV”ORNRzSzvRx“N”NNTOUR”SMoNvNxvSzNSTUyYNONNyzST”NvT”ONN”Mv’zcN
TourismfAnalysisaN2003aNmaNgjhbgjl 1.6 21

9 SzRVQUvóNReliabilityNandNValidityNinNTravelNvgenciescNAnnalsfoffTourismfResearchaN2003aNheaNgjmbgkg 7.7 34

8 PerceivedNqualityNandNsatisfactionNinNmultiserviceNorganisationsoNtheNcaseNofNSpanishNpublicNservicescN
JournalfoffServicesfMarketingaN2003aNflaNigebiig 4 90

7 TourismNimageaNevaluationNvariablesNandNafterNpurchaseNbehaviouroNinterbrelationshipcNTourismf
ManagementaN2001aNggaNkelbkfk 10.8 979

6 xompetitiveNpositioningNandNmarketNorientationoNtwoNinterrelatedNconstructscNEuropeanfJournalfoff
InnovationfManagementaN2000aNhaNfnebfnm 4.2 24

5 TheNfutureNdevelopmentNofNtheNhotelNsectoroNanNinternationalNcomparisoncNInternationalfJournalfoff
ContemporaryfHospitalityfManagementaN1995aNlaNfebfj 7.5 8

4 vspectsNofNvnglobSpanishNPerceptionsNandNProductNPreferencesNvrisingN‘romNâ��xountryNofNOriginâ��N
”magecNInternationalfJournalfoffAdvertisingaN1993aNfgaNfhfbfig 3.6 22

3 vdvertisingNMediaNPlanningNinNSpainoNModelsNandNxurrentNUsagescNInternationalfJournalfoff
AdvertisingaN1990aNnaNgejbgfm 3.6 2

2 SponsoredNconsumerbgeneratedNadvertisingNinNtheNdigitalNeraoNwhatNpromptsNindividualsNtoNgenerateN
videoNadsaNandNwhatNcreativeNstrategiesNdoNtheyNadopttcNInternationalfJournalfoffAdvertisingafbhg 3.6

1 VisualNattentionNpaidNtoNnegativeNcommentsNinNcausebrelatedNpostsoNvisualNstyleNandNemotionalityN
mattercNInternationalfJournalfoffAdvertisingafbgh 3.6 0
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