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JournalhofhStrategichMarketingbN2012bNhfbNghncgmi 2.7 30
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30 InternetNTechnologiesbNEzRMNzapabilitiesbNandNPerformanceNyenefitsNforNSMEsqNxnNExploratoryN
StudydNInternationalhJournalhofhElectronichCommercebN2010bNglbNnckm 5.4 30

29 SocialNMediaNinNPoliticsqNTheNUltimateNVoterNEngagementNToolNorNSimplyNanNEchoNzhambervdNJournalh
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27 TheNroleNofNsocialNmediaNinNtheNengagementNandNinformationNprocessesNofNsocialNzRMdNInternationalh
JournalhofhInformationhManagementbN2020bNlkbNgfhglg 16.4 19

26 EntrepreneurialNmarketingNinNSMEsqNtheNkeyNcapabilitiesNofNeczRMdNJournalhofhResearchhinhMarketingh
andhEntrepreneurshipbN2012bNgkbNkfcmk 1 17
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ApplicationsbN2015bNkhbNokficokgh 7.8 10

22 ’oNvalueNcocreationNandNengagementNdriveNbrandNevangelismvdNMarketinghIntelligencehandhPlanningbN
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PlanningbN2020bNiobNmppcngh 3.2 9

20 xntecedentsNtoNzonsumerNPeerNzommunicationNthroughNSocialNxdvertisingqNxNSelfc’isclosureN
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19 EnhancingNmembercinstitutionNrelationshipsNthroughNsocialNmediaqNTheNroleNofNothercuserN
engagementNbehaviorNandNsimilarityNperceptionsdNJournalhofhBusinesshResearchbN2020bNghgbNmkhcmlk 8.7 8

18 TheNstrategicNcoccreationNofNcontentNandNstudentNexperiencesNinNsocialNmediadNQualitativehMarketh
ResearchbN2019bNhhbNlfcmp 1.6 8

17 xNnetnographyNofNaNuniversityâ��sNsocialNmediaNbrandNcommunityqNExploringNcollaborativeNcoccreationN
tacticsdNJournalhofhGlobalhScholarshofhMarketinghSciencebN2017bNhnbNgkocgmk 2.3 7
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15 HowNtrustNleadsNtoNonlineNpurchaseNintentionNfoundedNinNperceivedNusefulnessNandNpeerN
communicationdNJournalhofhConsumerhBehaviourbN2021bNhfbNghpncgigh 3 7

14 TwocwayNacculturationNinNsocialNmediaqNTheNroleNofNinstitutionalNeffortsdNTechnologicalhForecastingh
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12 ImpactNofNyroadbandNInternetNTechnologiesNonNyusinessNPerformanceNofNIrishNSMEsdNStrategich
ChangebN2016bNhlbNmpicngm 1.4 6

11 InternationalNstudentsâ��NengagementNinNtheirNuniversityâ��sNsocialNmediadNInternationalhJournalhofh
EducationalhManagementbN2017bNigbNgggpcggik 0.9 6

10 OnlineNbrandNadvocacyNandNbrandNloyaltyqNaNreciprocalNrelationshipvdNAsiahPacifichJournalhofh
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8 zonsumerNsocializationNagencyNinNtourismNdecisionsdNJournalhofhVacationhMarketingbN2018bNhkbNhikchkm 3.4 4
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