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47 WhatNmakesNpeopleNshareNpoliticalNcontentNonNsocialNmediavNTheNroleNofNemotionbNauthorityNandN
ideologydNComputershinhHumanhBehaviorbN2022bNghpbNgfnglf 7.7 1

46 MarketingNresearchNonNMobileNappsqNpastbNpresentNandNfuturedNJournalhofhthehAcademyhofhMarketingh
SciencebN2021bNlfbNgcig 12.4 7

45 HowNtrustNleadsNtoNonlineNpurchaseNintentionNfoundedNinNperceivedNusefulnessNandNpeerN
communicationdNJournalhofhConsumerhBehaviourbN2021bNhfbNghpncgigh 3 7

44 RecevaluatingNtheNnotionNofNvalueNinNwildlifeNtradeNresearchNfromNaNserviceNmarketingNperspectivedN
BiologicalhConservationbN2021bNhlmbNgfpfmf 6.2 1

43 xNrelationshipNmarketingNorientationNinNpoliticsqNYoungNvotersâ��NperceptionsNofNpoliticalNbrandsâ��NuseN
ofNsocialNmediadNJournalhofhStrategichMarketingbN2021bNhpbNilpcink 2.7 4

42 IdentifyingNinfluencersNonNsocialNmediadNInternationalhJournalhofhInformationhManagementbN2021bNlmbNgfhhkm16.4 34

41 ’oNvalueNcocreationNandNengagementNdriveNbrandNevangelismvdNMarketinghIntelligencehandhPlanningbN
2021bNipbNiklcimf 3.2 10

40 OnlineNbrandNadvocacyNandNbrandNloyaltyqNaNreciprocalNrelationshipvdNAsiahPacifichJournalhofh
MarketinghandhLogisticsbN2021bNaheadcofcprintbN 3.2 6

39 RzOVI’cgpqNFormsNandNdriversNofNsocialNmediaNusersâ��NengagementNbehaviorNtowardNaNglobalNcrisisdN
JournalhofhBusinesshResearchbN2021bNgilbNppcggg 8.7 7

38 TheNroleNofNsocialNmediaNinNtheNengagementNandNinformationNprocessesNofNsocialNzRMdNInternationalh
JournalhofhInformationhManagementbN2020bNlkbNgfhglg 16.4 19

37 InfluencerNEndorsementsqNHowNxdvertisingN’isclosureNandNSourceNzredibilityNxffectNzonsumerN
PurchaseNIntentionNonNSocialNMediadNAustralasianhMarketinghJournalbN2020bNhobNgmfcgnf 5 53

36
xnNExplorationNofNSocialNMediacEnabledNVoterNRelationshipsNthroughNusesNandNGratificationsN
TheorybNPsychologicalNzontractNandNServicec’ominantNOrientationdNAustralasianhMarketinghJournalbN
2020bNhobNngcoh

5 5

35 EnhancingNmembercinstitutionNrelationshipsNthroughNsocialNmediaqNTheNroleNofNothercuserN
engagementNbehaviorNandNsimilarityNperceptionsdNJournalhofhBusinesshResearchbN2020bNghgbNmkhcmlk 8.7 8

34 OnlineNrelationshipNmarketingNthroughNcontentNcreationNandNcurationdNMarketinghIntelligencehandh
PlanningbN2020bNiobNmppcngh 3.2 9

33 zonsumerNengagementNbehaviorsNinNtheNonlineNwildlifeNtradeqNImplicationsNforNconservationistsdN
PsychologyhandhMarketingbN2020bNinbNgnllcgnnf 3.9 4

32 LeveragingNspectatorNemotionqNxNreviewNandNconceptualNframeworkNforNmarketingNhealthNbehaviorsN
inNeliteNsportsdNSporthManagementhReviewbN2020bNhibNgoicgpp 3.6 2

31 TheNriseNofNsmartNconsumersqNroleNofNsmartNservicescapeNandNsmartNconsumerNexperienceN
coccreationdNJournalhofhMarketinghManagementbN2019bNilbNgkofcglgi 3.2 37
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30 OnlineNbrandNadvocacyNWOyxXqNtheNdevelopmentNofNaNmultipleNitemNscaledNJournalhofhProducthandh
BrandhManagementbN2019bNhpbNkglckhp 4.3 17

29 ’omainNIdentificationNforNzommercialNIntentioncholdingNPostsNonNTwitterN2019bN 1

28 TheNstrategicNcoccreationNofNcontentNandNstudentNexperiencesNinNsocialNmediadNQualitativehMarketh
ResearchbN2019bNhhbNlfcmp 1.6 8

27 TwocwayNacculturationNinNsocialNmediaqNTheNroleNofNinstitutionalNeffortsdNTechnologicalhForecastingh
andhSocialhChangebN2019bNgklbNlihclkh 9.5 7

26 zxPTURINGNxN’NzOczRExTINGNSTU’ENTNEXPERIENzESNINNSOzIxLNME’IxqNxNSOzIxLNI’ENTITYN
THEORYNPERSPEzTIVEdNJournalhofhMarketinghTheoryhandhPracticebN2018bNhmbNllcng 2.2 35

25 NxVIGxTINGNONLINENyRxN’Nx’VOzxzYNWOyxXqNxNNEXPLORxTORYNxNxLYSISdNJournalhofh
MarketinghTheoryhandhPracticebN2018bNhmbNppcggm 2.2 15

24 zustomerNengagementNandNtheNrelationshipNbetweenNinvolvementbNengagementbNselfcbrandN
connectionNandNbrandNusageNintentdNJournalhofhBusinesshResearchbN2018bNoobNioocipm 8.7 174

23 xntecedentsNtoNzonsumerNPeerNzommunicationNthroughNSocialNxdvertisingqNxNSelfc’isclosureN
TheoryNPerspectivedNJournalhofhInteractivehAdvertisingbN2018bNgobNllcng 6.2 8

22 zonsumerNsocializationNagencyNinNtourismNdecisionsdNJournalhofhVacationhMarketingbN2018bNhkbNhikchkm 3.4 4

21 LinkingNsocialNmediaNtoNcustomerNrelationshipNmanagementNWzRMXqNaNqualitativeNstudyNonNSMEsdN
JournalhofhSmallhBusinesshandhEntrepreneurshipbN2018bNifbNgpichgk 2.3 54

20 xNnetnographyNofNaNuniversityâ��sNsocialNmediaNbrandNcommunityqNExploringNcollaborativeNcoccreationN
tacticsdNJournalhofhGlobalhScholarshofhMarketinghSciencebN2017bNhnbNgkocgmk 2.3 7

19 InternationalNstudentsâ��NengagementNinNtheirNuniversityâ��sNsocialNmediadNInternationalhJournalhofh
EducationalhManagementbN2017bNigbNgggpcggik 0.9 6

18 zustomerNengagementNwithNtourismNsocialNmediaNbrandsdNTourismhManagementbN2017bNlpbNlpncmfp 10.8 322

17 ImpactNofNyroadbandNInternetNTechnologiesNonNyusinessNPerformanceNofNIrishNSMEsdNStrategich
ChangebN2016bNhlbNmpicngm 1.4 6

16 xNThematicNxnalysisNofNMothersVNMotivationsNforNyloggingdNMaternalhandhChildhHealthhJournalbN2016bN
hfbNgfhlcig 2.4 31

15 ShowNmeNtheNmoneyqNhowNbloggersNasNstakeholdersNareNchallengingNtheoriesNofNrelationshipN
buildingNinNpublicNrelationsdNMediahInternationalhAustraliabN2016bNgmfbNmncnn 2 21

14 ImprovingNdirectNmailNtargetingNthroughNcustomerNresponseNmodelingdNExperthSystemshWithh
ApplicationsbN2015bNkhbNokficokgh 7.8 10

13 SocialNMediaNinNPoliticsqNTheNUltimateNVoterNEngagementNToolNorNSimplyNanNEchoNzhambervdNJournalh
ofhPoliticalhMarketingbN2015bNgkbNhlgchoi 0.5 23
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12 ModellingNzRMNinNaNSocialNMediaNxgedNAustralasianhMarketinghJournalbN2015bNhibNhncin 5 64

11 ExploringNentrepreneurialNmarketingdNJournalhofhStrategichMarketingbN2015bNhibNpkcggg 2.7 62

10 zRMNtoNsocialNzRMqNtheNintegrationNofNnewNtechnologiesNintoNcustomerNrelationshipNmanagementdN
JournalhofhStrategichMarketingbN2014bNhhbNgkpcgnm 2.7 116

9 FromNeczRMNtoNsczRMdNzriticalNfactorsNunderpinningNtheNsocialNzRMNactivitiesNofNSMEsdNSmallh
EnterprisehResearch:hthehJournalhofhSEAANZbN2014bNhgbNppcggm 1.3 39

8 ExploringNandNexplainingNSMENmarketingqNinvestigatingNeczRMNusingNaNmixedNmethodsNapproachdN
JournalhofhStrategichMarketingbN2012bNhfbNghncgmi 2.7 30

7 EntrepreneurialNmarketingNinNSMEsqNtheNkeyNcapabilitiesNofNeczRMdNJournalhofhResearchhinhMarketingh
andhEntrepreneurshipbN2012bNgkbNkfcmk 1 17

6 zriticalNfactorsNunderpinningNtheNeczRMNactivitiesNofNSMEsdNJournalhofhMarketinghManagementbN2011bN
hnbNlficlhp 3.2 73

5 HowNzanNMarketingNxcademicsNServeNMarketingNPracticevNTheNNewNMarketingN’NxNasNaNModelNforN
MarketingNEducationdNJournalhofhMarketinghEducationbN2011bNiibNhlichnh 2.1 79

4 InternetNTechnologiesbNEzRMNzapabilitiesbNandNPerformanceNyenefitsNforNSMEsqNxnNExploratoryN
StudydNInternationalhJournalhofhElectronichCommercebN2010bNglbNnckm 5.4 30

3 InvestigatingNtheNeczRMNactivitiesNofNIrishNSMEsdNJournalhofhSmallhBusinesshandhEnterpriseh
DevelopmentbN2009bNgmbNkkickml 2.5 44

2 eczRMNinNSMEsqNanNexploratoryNstudyNinNNorthernNIrelanddNMarketinghIntelligencehandhPlanningbN2008bN
hmbNiolckfk 3.2 33

1 MarketingNEducationqNReflectingNonNRelevancedNAustralasianhMarketinghJournalbgoipiikphggfmgn 5 2
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