
Personality and travel intentions during and after the COVID-19 pandemic: An artificial
neural network (ANN) approach

Journal of Business Research

142, 400-411

DOI: 10.1016/j.jbusres.2021.12.002

Citation Report



Citation Report

2

# Article IF Citations

1
Explore the mechanism for seafarers to reconnect with work after post-pandemic psychological
distress (PAPIST19): The moderating role of health-supporting climate. Ocean and Coastal Management,
2022, 223, 106153.

4.4 12

2
Developing a mental health index using a machine learning approach: Assessing the impact of mobility
and lockdown during the COVID-19 pandemic. Technological Forecasting and Social Change, 2022, 178,
121560.

11.6 22

3 Do self-esteem and ethical leadership dampens Machiavellianismâ€“effectiveness relationship: a parallel
mediation approach. Journal of Management Development, 2022, 41, 183. 2.1 2

4 Measuring consumerâ€•based brand equity of prestigious mass brands using masstige mean score scale.
International Journal of Consumer Studies, 2024, 48, . 11.6 5

5 Dynamic capabilities in tourism businesses: antecedents and outcomes. Review of Managerial Science,
2023, 17, 1645-1680. 7.1 10

6 Digital Studentsâ€™ Satisfaction With and Intention to Use Online Teaching Modes, Role of Big Five
Personality Traits. Frontiers in Psychology, 0, 13, . 2.1 29

7 Machine Learning and Marketing: A Systematic Literature Review. IEEE Access, 2022, 10, 93273-93288. 4.2 5

8 Are you a spontaneous traveler? Effect of sensation seeking on tourist planfulness in the mobile era.
Frontiers in Psychology, 0, 13, . 2.1 1

9
Predicting users knowledge contribution behaviour in technical vs non-technical online Q&amp;A
communities: SEM-Neural Network approach. Behaviour and Information Technology, 2023, 42,
2521-2544.

4.0 10

10 When and How Tourists Engage in Citizenship Behavior: The Interactive Effect of Trait Gratitude and
Positive Residentâ€“Tourist Contact. Journal of Travel Research, 2023, 62, 1832-1847. 9.0 5

11 How Does Personality Affect COVID-19 Pandemic Travel Risk Perceptions and Behaviors? Evidence from
Segment Analysis in Taiwan. Sustainability, 2023, 15, 655. 3.2 2

12 How Has COVID-19 Changed the Way We Travel? Exploring Tourist Personality, Reactions to the
Perceived Risk and Change in Travel Behavior. Sustainability, 2023, 15, 1951. 3.2 6

13 The interplay of personality traits and motivation in leisure travel decision-making during the
pandemic. Tourism Management Perspectives, 2023, 46, 101095. 5.2 5

14 Vacation vengeance: an interpretive phenomenological analysis of revenge travel in India. Journal of
Hospitality and Tourism Insights, 2024, 7, 272-290. 3.4 2

15 Changes in public travel willingness in the post-COVID-19 era: Evidence from social network data.
Electronic Research Archive, 2023, 31, 3688-3703. 0.9 0

16 Why Do I Share? Participantsâ€™ Personality Traits and Online Participation. International Journal of
Human-Computer Interaction, 0, , 1-19. 4.8 7

17 Super Typhoon Raiâ€™s Impacts on Siargao Tourism: Deciphering Touristsâ€™ Revisit Intentions through
Machine-Learning Algorithms. Sustainability, 2023, 15, 8463. 3.2 0

18 Sustainability-Oriented Innovation in Smart Destinations: An Integrative Perspective. Tourism on the
Verge, 2023, , 1-13. 1.6 0



3

Citation Report

# Article IF Citations

19 Artificial intelligence-based brain hemorrhage detection. , 2023, , 179-199. 1

20 MODELLING THE NEW BRAND EQUITY OF DESTINATION THEORY AND TRAVEL INTENTION: AN EMPIRICAL
STUDY FROM VIETNAM. Tourism and Hospitality Management, 2023, 29, 349-364. 1.0 0

21 Did morality help consumers protect others while shopping during pandemic?. Family and Consumer
Sciences Research Journal, 2023, 52, 19-37. 1.1 0

22 Examining the twoâ€•dimensional perceived marketplace influence and the role of financial incentives by
SEM and ANN. Expert Systems, 2024, 41, . 4.5 1

23
A cost-benefit approach of consumersâ€™ intentions to participate in highly co-creative tourism
activities during and after COVID-19: Evidence from wine tourism. Journal of Hospitality and Tourism
Management, 2023, 56, 506-518.

6.6 3

24 Trip chaining patterns of tourists: a real-world case study. Transportation, 0, , . 4.0 0

25 Characteristics of business, pleasure, and VFR segments who travel during risky times. , 2023, 18,
441-466. 0

26 Metaverse is not my cup of tea! An investigation into how personality traits shape metaverse usage
intentions. Journal of Retailing and Consumer Services, 2024, 77, 103639. 9.4 3

27
Comparison of travel pattern before and during COVID-19 restrictions (ease and strict restrictions) in
Greater Kuala Lumpur, Malaysia. Transportation Research Interdisciplinary Perspectives, 2023, 22,
100942.

2.7 0

28 Omnichannel Retailing in Light of Psychological Factors: A Mediated Model. Psychology Research and
Behavior Management, 0, Volume 16, 5069-5088. 2.8 0

29 Impact of high involvement work systems in shaping power, knowledge sharing, rewards and
knowledge perception of employees. Journal of Knowledge Management, 0, , . 5.1 0

30 Exploring the influence of ChatGPT on tourism behavior using the technology acceptance model.
Tourism Review, 0, , . 6.4 0

31 Consumer engagement in chatbots and voicebots. A multiple-experiment approach in online retailing
context. Journal of Retailing and Consumer Services, 2024, 78, 103728. 9.4 1

32 Development of integrative data intelligence models for thermo-economic performances prediction
of hybrid organic rankine plants. Energy, 2024, 292, 130503. 8.8 0

33 Research on tourists' travel intention and usage of VR technologies based on SOR model: mediating
role of personal values. Journal of Hospitality and Tourism Insights, 2024, 7, 949-967. 3.4 0

34 EFFECT OF HEALTH SYSTEM PERFORMANCE ON VOLATILITY DURING THE COVID-19 PANDEMIC: A NEURAL
NETWORK APPROACH. Journal of Business Economics and Management, 2024, 25, 129-152. 2.4 0

35
Impact of AI-focussed technologies on social and technical competencies for HR managers â€“ A
systematic review and research agenda. Technological Forecasting and Social Change, 2024, 202,
123301.

11.6 0

36 Consumer response to the new normal: examining the role of anticipated recovery, smart governance
and prosocial behavior in driving satisfaction. International Marketing Review, 2024, 41, 333-357. 3.6 0


