
Martina GGallarza

ListhofhPublicationshbyhCitations

Source:hhttps:yyexalyxcomyauthorvpdfy8359341ymartinavggallarzavpublicationsvbyvcitationsxpdf

Version:h2z24vz4v27h

ThishdocumenthhashbeenhgeneratedhbasedhonhthehpublicationshandhcitationshrecordedhbyhexalyxcomxhForh

thehlatesthversionhofhthishpublicationhlistuhvisiththehlinkhgivenhabovex

ThehthirdhcolumnhishthehimpacthfactorhpIFrhofhthehjournaluhandhthehfourthhcolumnhishthehnumberhofh

citationshofhtheharticlex

53
papers

2,520
citations

15
h-index

50
g-index

69
ext. papers

2,866
ext. citations

3.3
avg, IF

5.35
L-index



k Paper IF Citations

53 ”estinationQimagetQTowardsQaQ“onceptualQárameworkhQAnnalsmofmTourismmResearchfQ2002fQlsfQopgqr 7.7 936

52 ValueQdimensionsfQperceivedQvaluefQsatisfactionQandQloyaltytQanQinvestigationQofQuniversityQstudentsâ��Q
travelQbehaviourhQTourismmManagementfQ2006fQlqfQnmqgnol 10.8 771

51 TheQvalueQofQvaluetQáurtherQexcursionsQonQtheQmeaningQandQroleQofQcustomerQvaluehQJournalmofm
ConsumermBehaviourfQ2011fQkjfQkqsgksk 3 209

50 EmotionsQandQvisitorsâ��QsatisfactionQatQaQmuseumhQInternationalmJournalmofmCulture,mTourismmandm
HospitalitymResearchfQ2014fQrfQnljgnmk 2.2 67

49 AQmultidimensionalQservicegvalueQscaleQbasedQonQHolbrookâ��sQtypologyQofQcustomerQvaluehQJournalmofm
ServicemManagementfQ2017fQlrfQqlngqpl 7.4 56

48 TheQconceptQofQvalueQandQitsQdimensionstQaQtoolQforQanalysingQtourismQexperienceshQTourismmReviewfQ
2008fQpmfQnglj 5.2 52

47 TheQqualitygvaluegsatisfactiongloyaltyQchaintQrelationshipsQandQimpactshQTourismmReviewfQ2013fQprfQmglj 5.2 45

46 ValueQdimensionsQinQconsumersâ��QexperiencetQ“ombiningQtheQintragQandQintergvariableQapproachesQinQ
theQhospitalityQsectorhQInternationalmJournalmofmHospitalitymManagementfQ2015fQnqfQknjgkoj 8.3 39

45 StretchingQtheQvaluegsatisfactiongloyaltyQchainQbyQaddingQvalueQdimensionsQandQcognitiveQandQ
affectiveQsatisfactionshQManagementmDecisionfQ2016fQonfQsrkgkjjm 4.4 39

44 TheQvalueQofQvolunteeringQinQspecialQeventstQAQlongitudinalQstudyhQAnnalsmofmTourismmResearchfQ2013fQ
njfQkjogkmk 7.7 35

43
“onsumerQbehaviorQinQaQreligiousQeventQexperiencetQanQempiricalQassessmentQofQvalueQ
dimensionalityQamongQvolunteershQInternationalmJournalmofmCulture,mTourismmandmHospitalitymResearchfQ
2009fQmfQkpogkrj

2.2 35

42 IntrinsicQvalueQdimensionsQandQtheQvaluegsatisfactiongloyaltyQchaintQaQcausalQmodelQforQserviceshQ
JournalmofmServicesmMarketingfQ2016fQmjfQkpogkro 4 34

41 “ustomerQvalueQinQtourismQandQhospitalitytQ’roadeningQdimensionsQandQstretchingQtheQ
valuegsatisfactiongloyaltyQchainhQTourismmManagementmPerspectivesfQ2019fQmkfQlonglpr 5.8 24

40 HostQcommunityQperceptionsQofQcruiseQtourismQinQaQhomeporttQAQclusterQanalysishQJournalmofm
DestinationmMarketingmtmManagementfQ2018fQqfQkqjgkrk 4.7 23

39 TheQâ��SunQandQ’eachâ��QtourismQdestinationQimagetQAnQapplicationQtoQtheQcaseQofQ“ubaQfromQtheQ
SpanishQtouristgoriginQmarkethQTourismmReviewfQ2004fQosfQkpgln 5.2 16

38 “ustomerQvalueQinQQuickgServiceQRestaurantstQAQcrossgculturalQstudyhQInternationalmJournalmofm
HospitalitymManagementfQ2020fQrofQkjlmok 8.3 13

37 ExperientialQtouristQshoppingQvaluetQAddingQcausalityQtoQvalueQdimensionsQandQtestingQtheirQ
subjectivityhQJournalmofmConsumermBehaviourfQ2017fQkpfQeqpgesl 3 12

Martina GGallarza

2



36 “onsumerQvalueQinQtourismtQaQperspectiveQarticlehQTourismmReviewfQ2020fQqofQnkgnn 5.2 10

35 AQNewQMultiblockQPLSQ’asedQMethodQtoQEstimateQ“ausalQModelstQApplicationQtoQtheQ
Postg“onsumptionQ’ehaviorQinQTourismQ2010fQknkgkps 9

34 Serviceg”ominantQLogicQandQValueQinQTourismQManagementtQAQQualitativeQStudyQwithinQSpanishQ
HotelsQManagershQJournalmofmBusinessmTheorymandmPracticefQ2013fQkfQmjm 2 9

33 MeasuringQSociog”emographicQ”ifferencesQinQVolunteersQwithQaQValueg’asedQIndextQIllustrationQinQaQ
MegaQEventhQVoluntasfQ2014fQlofQkmnogkmpq 1.8 6

32 ReplicatingQconsumerQvalueQscalestQAQcomparativeQstudyQofQEVSQandQPERVALQatQaQculturalQheritageQ
sitehQJournalmofmBusinessmResearchfQ2021fQklpfQpkngplm 8.7 6

31 Managersâ��QPerceptionsQofQ”eliveredQValueQinQtheQHospitalityQIndustryhQJournalmofmHospitalitym
MarketingmandmManagementfQ2015fQlnfQroqgrsm 6.4 5

30 LeQmarketingQdesQservicesQcommeQapprocheQanalytiqueQdansQlaQrechercheQtouristiquehQTourismm
ReviewfQ2000fQoofQongpo 5

29 ValueQ“og“reationQandQSatisfactionQinQ’l’Q“ontexttQAQTriadicQStudyQinQtheQáurnitureQIndustryhQ
SustainabilityfQ2021fQkmfQkol 3.6 5

28 ModellingQvalueQcogcreationQinQtriadicQ’l’QindustrialQrelationshipshQMarketingmIntelligencemandm
PlanningfQ2020fQmrfQsnkgsoo 3.2 5

27 AQreviewQofQvalueQdriversQinQserviceQsettingshQJournalmofmServicesmMarketingfQ2018fQmlfQrojgrpq 4 5

26 ParticiparQcomoQvoluntarioQenQeventosQespecialestQcomparaciˆ‡nQentreQelQvalorQesperadoQyQpercibidohQ
InnovarfQ2016fQlpfQnqgpj 0.4 4

25 EmotionalQandQAltruisticQValuesQasQ”riversQforQaQLoyaltyg’asedQSegmentationQinQRetailingtQAnQ
ApproachQtoQPostrecessionQSpanishQApparelQ“onsumershQJournalmofmRelationshipmMarketingfQ2016fQkofQljjglkq2.2 4

24 MeasuringQdestinationQimageQanQapproachQbyQanQattributegbasedQanalysishQTourismmReviewfQ2001fQopfQkmgll5.2 4

23 ValueQcogcreationQinQ’gtog’QenvironmentshQJournalmofmBusinessmandmIndustrialmMarketingfQ2020fQmofQklokgklqk3 4

22 ApplicationQofQServiceQ”ominantQLogicQtoQtheQmedicalQdeviceQindustryhQInternationalmReviewmonmPublicm
andmNonprofitmMarketingfQ2015fQklfQljqglmo 1.6 3

21 AddingQdynamicityQtoQconsumerQvalueQdimensionshQInternationalmJournalmofmContemporarymHospitalitym
ManagementfQ2020fQmlfQromgrqj 7.5 3

20 TheQvalueQtradegoffQinQhigherQeducationQservicetQAQqualitativeQinterculturalQapproachQtoQstudentsâ��Q
perceptionshQIntangiblemCapitalfQ2016fQklfQroo 1.6 3

19 WhatQErasmusQstudentsQdoQexpectQfromQtheirQabroadQexperienceyQAQmultidimensionalQscaleQtestedQ
forQtheQcaseQofQSpainhQInternationalmJournalmofmEducationalmManagementfQ2019fQmmfQlkrglmm 0.9 3

(2019-2020)

3



18 ValuegsatisfactiongloyaltyQchainQinQtourismQ2018fQkpmgkqp 2

17 AQmultiblockQPLSgbasedQalgorithmQappliedQtoQaQcausalQmodelQinQmarketinghQAppliedmStochasticmModelsm
inmBusinessmandmIndustryfQ2013fQlsfQlnkglom 1.1 2

16 TradingQoffQbenefitsQandQcostsQinQhigherQeducationtQAQqualitativeQresearchQwithQinternationalQ
incomingQstudentshQInternationalmJournalmofmManagementmEducationfQ2017fQkofQnopgnps 2.6 2

15 “ausasQyQconsecuenciasQsocialesQdeQlaQsatisfacciˆ‡nQdeQlosQclientesQconQhoteleshQCuadernosmDemTurismo
fQ2015fQlso 0.6 2

14 LaQsatisfacciˆ‡nQdelQclienteQcomoQindicadorQdeQcalidadQenQneurorehabilitaciˆ‡nQ2015fQlnfQ 2

13 ”ifferentQlevelsQofQloyaltyQtowardsQtheQhigherQeducationQservicetQevidenceQfromQaQsmallQuniversityQinQ
SpainhQInternationalmJournalmofmManagementminmEducationfQ2020fQknfQmp 0.5 2

12 áactorsQandQinformationQsourcesQinfluencingQstudentsaQconsumerQbehaviourtQaQcaseQstudyQatQanQ
ItalianQpublicQuniversityhQInternationalmJournalmofmManagementminmEducationfQ2018fQklfQmok 0.5 2

11
LoyaltyQbehaviourQinQpatientstQappliedQanalysisQtoQtheQâ��AlziraQModelâ��QbElQcomportamientoQdeQlealtadQ
delQpacientetQunQanˆ¡lisisQaplicadoQalQModeloQAlzirachQInternationalmReviewmonmPublicmandmNonprofitm
MarketingfQ2015fQklfQrsgsk

1.6 1

10 AplicabilidadQdelQServiceg”ominantQLogicQalQˆ¡mbitoQsanitariotQcaracterizandoQelQservicioQparaQlaQ
cogcreaciˆ‡nQdeQvalorhQRevistamGerenciamYmPoliticasmDemSaludfQ2015fQknfQ 0.3 1

9 AQTextualQandQVisualQAnalysisQofQtheQIntrinsicQValueQ”imensionsQofQRomaniatQTowardsQaQSustainableQ
”estinationQ’randhQSustainabilityfQ2021fQkmfQpq 3.6 1

8 “hapterQlQTheQ“reationQandQ”eliveryQofQExperientialQValueQinQHospitalityQ2018fQlognq 1

7 SocialQValueQ“og“reationhQAdvancesminmBusinessmStrategymandmCompetitivemAdvantagemBookmSeriesfQ
2017fQqpgkjj 0.3 0

6 PerceptionsQofQHealthcareQServiceQEndQUserstQAQ“rossgculturalQ“omparisonQbetweenQSpainQandQItalyhQ
JournalmofmHealthmManagementfQ2016fQkrfQmmqgmns 2.1

5 MarketingQdestinationsQthroughQeventsQ2018fQkmmgkom

4 LaQgestiˆ‡nQdeQmegaeventosQdesdeQlaQperspectivaQdeQdistintosQstakeholderstQunQanˆ¡lisisQexploratorioQ
sobreQvoluntarioshQRevistamPerspectivamEmpresarialfQ2019fQpfQnkgpj 0.1

3 ActiveQandQReactiveQValueQ”imensionstQAQ”ynamicg’asedQPerspectiveQinQtheQHotelQSectorhQJournalmofm
HospitalitymandmTourismmResearchfkjspmnrjljsrrmk 3.3

2 EvaluatingQ”anceQ“onsumptionQthroughQtheQExperientialQValueQApproachhQTrzistefQ2018fQmjfQknqgkpn 0.4

1 PatientQSegmentationQ’asedQonQPatientQLoyaltyhQJournalmofmHealthmManagementfQ2018fQljfQojrgomn 2.1

Martina GGallarza

4



List of Publications

5


