
Country as brand, product, and beyond: A place marketing and brand management
perspective

Journal of Brand Management

9, 249-261

DOI: 10.1057/palgrave.bm.2540076

Citation Report



Citation Report

2

# Article IF Citations

1 Destination branding and the role of the stakeholders: The case of New Zealand. Journal of Vacation
Marketing, 2003, 9, 285-299. 2.5 350

2 Smart State. Queensland Review, 2003, 10, 11-28. 0.1 8

3 Evaluating Slovenia's image as a tourism destination: A self-analysis process towards building a
destination brand. Journal of Brand Management, 2004, 11, 307-316. 2.0 67

4 Effects of the electronic Nigerian money fraud on the brand equity of Nigeria and Africa. Management
Research Review, 2004, 27, 11-20. 0.8 22

5 Image transference from product branding to place branding: The case study of Marinha Grande
Mglass. International Review on Public and Nonprofit Marketing, 2004, 1, 101-111. 1.3 15

6 Relational network brands: Towards a conceptual model of place brands. Journal of Vacation
Marketing, 2004, 10, 109-121. 2.5 477

7 Barriers to Bolivian participation in the global apparel industry. Journal of Fashion Marketing and
Management, 2004, 8, 437-451. 1.5 4

8 Place branding: Overview of an emerging literature. Place Branding and Public Diplomacy, 2004, 1,
106-110. 0.9 127

9 A review of a brand management strategy for a small town â€” Lessons learnt!. Place Branding and
Public Diplomacy, 2005, 1, 373-387. 0.9 26

10 Unmanageable place brands?. Place Branding and Public Diplomacy, 2005, 1, 388-401. 0.9 80

12 Place Branding: A Review of Trends and Conceptual Models. The Marketing Review, 2005, 5, 329-342. 0.1 269

13 Place brand architecture: Strategic management of the brand portfolio. Place Branding and Public
Diplomacy, 2005, 1, 402-419. 0.9 65

14 Urban Designscapes and the Production of Aesthetic Consent. Urban Studies, 2005, 42, 869-887. 2.2 159

15 (PR)omoting Place: The Role of PR in Building New Zealand's Destination Brand Relationships. Journal
of Hospitality Marketing and Management, 2005, 12, 157-176. 0.4 7

16 Remaking the nation of Latvia: Anthropological perspectives on nation branding. Place Branding and
Public Diplomacy, 2005, 1, 173-186. 0.9 53

17 Geo-branding, are we talking nonsense? A theoretical reflection on brands applied to places. Place
Branding and Public Diplomacy, 2005, 1, 347-362. 0.9 59

18 Country Equity. Journal of Promotion Management, 2005, 12, 85-95. 2.4 8

19
Effets de la rÃ©gion d'origine, du produit, de la marque et de leurs congruences, sur lâ€˜Ã©valuation des
consommateurs: application aux produits agroalimentaires. Recherche Et Applications En Marketing,
2005, 20, 29-52.

0.2 45



3

Citation Report

# Article IF Citations

20 Destination Branding: Insights and Practices from Destination Management Organizations. Journal of
Travel Research, 2005, 43, 328-338. 5.8 543

21 Promoting Niche Tourism Destination Brands. Journal of Promotion Management, 2005, 12, 17-33. 2.4 36

22 Destination brands vs destination images: Do we know what we mean?. Journal of Vacation Marketing,
2006, 12, 299-317. 2.5 226

23 Narratives that Software Nations Tell Themselves: An Exploration and Taxonomy. Communications of
the Association for Information Systems, 0, 17, . 0.7 4

24 Branding China: The Ultimate Challenge in Reputation Management?. Corporate Reputation Review,
2006, 9, 198-210. 1.1 94

25 Destination Image: The Case of Turkey. Tourism Analysis, 2006, 11, 79-93. 0.5 15

27 Poland: Exploring the relationship between national brand and national culture. Journal of Brand
Management, 2006, 13, 284-299. 2.0 21

28 A tale of two cities â€” A commentary on historic and current marketing strategies used by the
Liverpool and Glasgow regions. Place Branding and Public Diplomacy, 2006, 2, 155-176. 0.9 25

29 Branding African countries: A prospect for the future. Place Branding and Public Diplomacy, 2006, 2,
84-95. 0.9 23

30 Managing national reputation and international relations in the global era: Public diplomacy
revisited. Public Relations Review, 2006, 32, 91-96. 1.9 168

31 Getting them to forgive and forget: cognitive based marketing responses to terrorist acts.
International Journal of Tourism Research, 2006, 8, 171-183. 2.1 39

32 Marketing territorial et positionnement mondial. Geographie, Economie, Societe, 2006, 8, 239-256. 0.1 6

33 Branding the nation: What is being branded?. Journal of Vacation Marketing, 2006, 12, 5-14. 2.5 331

34 National Capital Branding. Journal of Travel and Tourism Marketing, 2007, 22, 67-78. 3.1 33

35 Old City, New Image. Journal of Travel and Tourism Marketing, 2007, 22, 21-34. 3.1 36

36 Country-of-origin and choice of food imports: an in-depth study of European distribution channel
gatekeepers. Journal of International Business Studies, 2007, 38, 107-125. 4.6 115

37 International Business Tourism: Destination Dublin or Destination Ireland?. Journal of Travel and
Tourism Marketing, 2007, 22, 55-65. 3.1 13

38 Perceptions of the United States of America: Exploring the political brand of a nation. Place Branding
and Public Diplomacy, 2007, 3, 213-221. 1.1 26



4

Citation Report

# Article IF Citations

39 Unravelling the complex relationship between nationhood, national and cultural identity, and place
branding. Place Branding and Public Diplomacy, 2007, 3, 305-316. 1.1 45

40 Region branding: The case of the Baltic Sea Region. Place Branding and Public Diplomacy, 2007, 3,
120-130. 1.1 37

41 Effects of country of origin and country brand attitude on nonprescription drugs. Journal of
Targeting, Measurement and Analysis for Marketing, 2007, 15, 234-243. 0.4 15

43 Branding on ambiguity? Place branding without a national identity: Marketing Northern Ireland as a
post-conflict society in the USA. Place Branding and Public Diplomacy, 2007, 3, 100-113. 1.1 31

44 Place branding: Dilemma or reconciliation between political ideology and economic pragmatism?.
Place Branding and Public Diplomacy, 2007, 3, 3-7. 1.1 35

45 Creating meaning on main street: Towards a model of place branding. Place Branding and Public
Diplomacy, 2007, 3, 291-304. 1.1 58

46 The Analysis of Regional Brand Collaborative Construction from the Perspective of Game Theory. ,
2007, , . 0

47 An exploratory study of desired hotel attributes for American tourists vacationing in China and
Ireland. Journal of Vacation Marketing, 2007, 13, 107-118. 2.5 30

48 Export flagships in branding small developing countries: The cases of Costa Rica and Moldova. Place
Branding and Public Diplomacy, 2007, 3, 53-72. 1.1 50

49 Building a Place Brand: A Case Study of Surrey Hills. Tourism Analysis, 2007, 12, 371-385. 0.5 12

50 The Structure of Destination Brands: Leveraging Values. Tourism Analysis, 2007, 12, 345-358. 0.5 58

51 A Managerial Approach to Positioning and Branding: Eponymous or Efficient. Tourism Analysis, 2007,
12, 473-483. 0.5 17

52 Impacts of Events on the Brand Germany: Perspectives from Younger Korean Consumers. Event
Management, 2007, 11, 145-153. 0.6 6

53 Tourism Industry Working Practices and Its Impact on a Geoâ€•brand Image. Social Responsibility Journal,
2007, 3, 73-81. 1.6 4

54 Country-Dot-Com. Journal of Travel and Tourism Marketing, 2007, 21, 105-116. 3.1 24

55 Conceptualization and Operationalization of Destination Image. Journal of Hospitality and Tourism
Research, 2007, 31, 194-223. 1.8 370

56 Measurement of destination brand bias using a quasi-experimental design. Tourism Management, 2007,
28, 1529-1540. 5.8 130

57 Russia's destination image among American pleasure travelers: Revisiting Echtner and Ritchie. Tourism
Management, 2008, 29, 548-560. 5.8 170



5

Citation Report

# Article IF Citations

58 Home Country Image, Country Brand Equity and Consumersâ€™ Product Preferences: An Empirical Study.
Management International Review, 2008, 48, 577-602. 2.1 117

59 Destination in a country image context. Annals of Tourism Research, 2008, 35, 84-106. 3.7 300

60 The construction of images of people and place: Labelling Liverpool and stereotyping Scousers. Cities,
2008, 25, 355-369. 2.7 60

61 The power and limits of branding in national image communication in global society. Journal of
International Communication, 2008, 14, 9-24. 0.6 21

62 Soft power: Power of attraction or confusion?. Place Branding and Public Diplomacy, 2008, 4, 147-158. 1.1 97

63
Does Consumer Ethnocentrism Affect Purchase Intentions Of Chinese Consumers? Mediating Effect Of
Brand Sensitivity And Moderating Effect Of Product Cues. Journal of Asia Business Studies, 2008, 3,
54-66.

1.3 22

64 Buying into Brand Borat: Kazakhstan's Cautious Embrace of Its Unwanted â€œSonâ€•. Slavic Review, 2008,
67, 63-80. 0.1 15

65 Former Yugoslavia On the World Wide Web. International Communication Gazette, 2008, 70, 395-413. 0.8 28

66 Searching for a Theory of Public Diplomacy. Annals of the American Academy of Political and Social
Science, 2008, 616, 55-77. 0.8 383

67 Country Reputation in Multidimensions: Predictors, Effects, and Communication Channels. Journal of
Public Relations Research, 2008, 20, 421-440. 1.3 87

68 Critical Success Factors in Destination Marketing. Tourism and Hospitality Research, 2008, 8, 79-97. 2.4 151

69 Branding Post-Conflict Destinations. Journal of Travel and Tourism Marketing, 2008, 23, 127-137. 3.1 22

70 An analysis of terminology use in place branding. Place Branding and Public Diplomacy, 2008, 4, 61-75. 1.1 199

71 Servicescapes, Designscapes, Branding, and The Creation of Placeâ€•Identity: South of Litchfield,
Christchurch. Journal of Travel and Tourism Marketing, 2008, 25, 233-250. 3.1 53

72 Contemplating Place Branding Umbrellas. The Case of Coordinated National Tourism and Business
Promotion in Denmark. Scandinavian Journal of Hospitality and Tourism, 2008, 8, 159-175. 1.4 38

73 Strategic fit in international sponsorship - the case of the Olympic Games in Beijing 2008.
International Journal of Sports Marketing and Sponsorship, 2008, 9, 22-37. 0.8 23

74 Olympic Games host and bid city marketing: exploring issue management in the relationships among
event stakeholder groups. International Journal of Sports Marketing and Sponsorship, 2008, 9, 77-91. 0.8 15

75 Country of origin, brand image perception, and brand image structure. Asia Pacific Journal of
Marketing and Logistics, 2008, 20, 139-155. 1.8 98



6

Citation Report

# Article IF Citations

76 Consumer Sensory Evaluations of Wine Quality: The Respective Influence of Price and Country of
Origin. Journal of Wine Economics, 2008, 3, 10-29. 0.4 66

77 A place in the sun: The politics of place, identity and branding. Place Branding and Public Diplomacy,
2008, 4, 124-135. 1.1 51

79 The children's city â€” The transition from a negative to a positive city image. Place Branding and Public
Diplomacy, 2008, 4, 76-84. 1.1 30

80 Conceptualizing festival-based culinary tourism in rural destinations. , 2008, , 63-77. 8

82 Marketing Communications Planning. , 2009, , 177-203. 0

83 Do Perceptions Change? A Comparative Study. Anatolia, 2009, 20, 401-418. 1.3 8

84 Marketing strategies supporting national plans: contributions of universities. Journal of Strategic
Marketing, 2009, 17, 123-138. 3.7 4

85 An international perspectiveon luxury brand and country-of-origin effect. Journal of Brand
Management, 2009, 16, 323-337. 2.0 67

86 Chapter 11 A Practical Framework for Destination Branding. Bridging Tourism Theory and Practice,
2009, , 149-158. 0.3 12

87 Roles of Media Exposure and Interpersonal Experiences on Country Brand: The Mediated Risk
Perception Model. Journal of Promotion Management, 2009, 15, 321-339. 2.4 12

88 Ethnocentrism, country of origin, and brand perception in a special context. International Journal of
Business and Emerging Markets, 2009, 1, 232. 0.1 1

89 How to Brand Nations, Cities and Destinations. , 2009, , . 163

90 Generalized pattern in competition among tourism destinations. International Journal of Culture,
Tourism and Hospitality Research, 2009, 3, 33-53. 1.6 18

91 The World Heritage List: The making and management of a brand. Place Branding and Public Diplomacy,
2009, 5, 290-300. 1.1 96

92 Catalan public diplomacy, soft power, and noopolitik: A public relations approach to Catalonia's
governance. Catalan Journal of Communication and Cultural Studies, 2009, 1, 67-85. 0.2 11

94 â€˜Local Peopleâ€™ a critical dimension for place brands. Journal of Brand Management, 2009, 16, 420-438. 2.0 132

95 Identity, image and brand: A conceptual framework. Place Branding and Public Diplomacy, 2009, 5,
118-125. 1.1 48

96 Tasting quality: the roles of intrinsic and extrinsic cues. Asia Pacific Journal of Marketing and
Logistics, 2009, 21, 195-207. 1.8 44



7

Citation Report

# Article IF Citations

97 Place Development: Attributes and Business Customer Satisfaction in Tien Giang Province, Vietnam.
Journal of Macromarketing, 2009, 29, 384-391. 1.7 11

98 Place branding with native species: Personality as a criterion. Place Branding and Public Diplomacy,
2009, 5, 213-225. 1.1 30

99 Cultural comparison of tourists' safety perception in relation to trip satisfaction. International
Journal of Tourism Research, 2010, 12, 179-192. 2.1 32

100 Information asymmetries as trade barriers: ISO 9000 increases international commerce. Journal of
Policy Analysis and Management, 2009, 28, 221-238. 1.1 63

101 Destination Competitiveness of Middle Eastern Countries: An Examination of Relative Positioning.
Anatolia, 2009, 20, 151-163. 1.3 30

102 Advancing the country image construct. Journal of Business Research, 2009, 62, 726-740. 5.8 522

104 Social Distance. Journal of Travel Research, 2009, 47, 494-507. 5.8 98

105 The Catwalk Power: Germany's new foreign image policy. Journal of International Relations and
Development, 2009, 12, 293-316. 0.8 18

106 How China, Japan and Korea are perceived by<i>Vogue USA</i>in the last 10 years. International Journal
of Fashion Design, Technology and Education, 2009, 2, 3-11. 0.9 3

108 Firm characteristics and internationalisation strategies: an empirical investigation of New Zealand
exporters. International Journal of Globalisation and Small Business, 2009, 3, 275. 0.1 12

110 Changement climatique, authenticitÃ© et marketing des rÃ©gions nordiques. Teoros: Revue De Recherche
En Tourisme, 0, 28, 70-79. 0.1 6

111 Leisure brand extension: from zoo to safari. International Journal of Leisure and Tourism Marketing,
2009, 1, 1. 0.1 0

112 Selling the state: State branding as a political resource in South Africa. Place Branding and Public
Diplomacy, 2009, 5, 126-140. 1.1 13

113 Destination Branding Inputâ€“Output Analysis: A Method of Evaluating Productivity. Tourism Analysis,
2009, 14, 65-83. 0.5 11

114 From paradise to brand. Journal of Language and Politics, 2009, 8, 112-135. 1.0 1

115 Building Country Image and Upgrading China's Apparel Industry. , 2010, , . 0

116 Effects of Hosting a Mega-Sport Event on Country Image. Event Management, 2010, 14, 193-204. 0.6 30

117 The narrative nature of place branding. Place Branding and Public Diplomacy, 2010, 6, 268-279. 1.1 38



8

Citation Report

# Article IF Citations

118 Destination competitiveness and museum marketing strategies: an emerging issue in the Italian
context. Museum Management and Curatorship, 2010, 25, 259-276. 0.8 14

119 Notions of Materiality and Linearity: The Challenges of Marketing the Hadrian's Wall Place â€˜Productâ€™.
Environment and Planning A, 2010, 42, 1365-1382. 2.1 24

120 Place marketing and urban retail agglomerations: An examination of shoppersâ€™ place attractiveness
perceptions. Place Branding and Public Diplomacy, 2010, 6, 124-133. 1.1 16

121 Building a brand identity in a network of Cruise Baltic's destinations: A multi-authoring approach.
Journal of Brand Management, 2010, 17, 519-531. 2.0 41

123 Enhancing China's image in Japan: Developing the nation brand through public diplomacy. Place
Branding and Public Diplomacy, 2010, 6, 198-206. 1.1 12

124 Brand(ing) Kinmen: a tourism perspective. International Journal of Entrepreneurship and Small
Business, 2010, 9, 407. 0.2 7

125 Sport events and public organisations: the case of Conseil General de la Sarthe and '24 hours' of Le
Mans. International Journal of Sport Management and Marketing, 2010, 7, 223. 0.1 0

126 Exploring consumer schemata of destination and sports event brands: the case of Kaohsiung City and
the 2009 World Games. International Journal of Sport Management and Marketing, 2010, 7, 267. 0.1 2

127 Country equity: Conceptualization and empirical evidence. International Business Review, 2010, 19,
276-291. 2.6 75

128 From under the shadows: developing awareness in a conventional market with a product less
recognized. International Journal of Wine Research, 0, , 45. 0.5 0

129 Branding Europe â€“ Between Nations, Regions and Continents. Scandinavian Journal of Hospitality and
Tourism, 2010, 10, 107-128. 1.4 15

130 The determinants and measurement of a country brand: the country brand strength index.
International Marketing Review, 2010, 27, 466-479. 2.2 152

131 How Consumer Ethnocentrism and Animosity Impair the Economic Recovery of Emerging Markets.
Journal of Global Marketing, 2010, 23, 208-225. 2.0 45

132 Sponsoring the Beijing Olympic Games. Asia Pacific Journal of Marketing and Logistics, 2010, 22, 8-24. 1.8 25

133 Branding the nation: Towards a better understanding. Place Branding and Public Diplomacy, 2010, 6,
97-103. 1.1 203

134
Comparing Effects of Country Reputation and the Overall Corporate Reputations of a Country on
International Consumersâ€™ Product Attitudes and Purchase Intentions. Corporate Reputation Review,
2010, 13, 52-62.

1.1 99

135 Customers of place: exploring interregional migrant collectivities. Journal of Place Management and
Development, 2010, 3, 167-181. 0.7 4

136 Nation branding and integrated marketing communications: an ASEAN perspective. International
Marketing Review, 2010, 27, 388-403. 2.2 87



9

Citation Report

# Article IF Citations

137 Brand positioning in the medical tourism industry: a brand personality perspective. International
Journal of Behavioural and Healthcare Research, 2010, 2, 20. 0.0 6

138 Place marketing, place branding and foreign direct investments: Defining their relationship in the
frame of local economic development process. Place Branding and Public Diplomacy, 2010, 6, 228-243. 1.1 46

139 Understanding how consumers view green hotels: how a hotel's green image can influence
behavioural intentions. Journal of Sustainable Tourism, 2010, 18, 901-914. 5.7 599

140 The underlying social identities of a nation's brand. International Marketing Review, 2010, 27, 450-465. 2.2 21

141 Creating Crossâ€•Border Destinations: Interreg Programmes and Regionalisation in the Baltic Sea Area.
Scandinavian Journal of Hospitality and Tourism, 2010, 10, 153-172. 1.4 57

142 Destination Image: A Meta-Analysis of 2000â€“2007 Research. Journal of Hospitality Marketing and
Management, 2010, 19, 575-609. 5.1 189

143 Similarities and Differences of the Effect of Country Images on Tourist and Study Destinations.
Journal of Travel and Tourism Marketing, 2010, 27, 383-395. 3.1 24

144 Country Versus Destination Image in a Developing Country. Journal of Travel and Tourism Marketing,
2010, 27, 748-764. 3.1 113

145 East is East, and West is West? Currency iconography as nation-branding in the wider Europe. Political
Geography, 2010, 29, 97-108. 1.3 25

146 Experiences of Brands and National Identity. Australasian Marketing Journal, 2010, 18, 199-205. 3.5 20

147 Branding places: applying brand personality concept to cities. European Journal of Marketing, 2010, 44,
1286-1304. 1.7 155

148 Coâ€•creating a nation brand â€œbottom upâ€•. Tourism Review, 2011, 66, 14-24. 3.8 22

149 Country of origin effect on services: an evaluation of entertainment. Managing Leisure, 2011, 16, 98-107. 0.7 13

150 China in the Eyes of Western Travelers as Represented in Travel Blogs. Journal of Travel and Tourism
Marketing, 2011, 28, 689-719. 3.1 88

151 The affective and cognitive components of country image. International Marketing Review, 2011, 28,
559-580. 2.2 106

152 Explaining the productâ€•specificity of countryâ€•ofâ€•origin effects. International Marketing Review, 2011, 28,
581-600. 2.2 74

153 Managing for success in international scientific collaborations: views from Canadian government
senior science managers. Science and Public Policy, 2011, 38, 349-364. 1.2 9

154
Dimensions of Destination Imagesâ€”The Relationship Between Specific Sites and Overall Perceptions of
Place: The Example of Dubai Creek and â€œGreater Dubaiâ€•. Journal of Travel and Tourism Marketing, 2011,
28, 751-764.

3.1 24



10

Citation Report

# Article IF Citations

155 Associations Between USPs and Design Characteristics of Mediterranean Countries' Websites. Journal
of Hospitality Marketing and Management, 2011, 20, 766-790. 5.1 11

156 E-Government in Marketing a Country: A Strategy for Reducing Transaction Cost of Doing Business in
Tanzania. International Journal of Marketing Studies, 2011, 3, . 0.2 2

157 A Conceptual Framework on the Relationship between Nation Brand Perception and Donation
Behaviour. International Journal of Business and Management, 2011, 6, . 0.1 3

159 Impact of E-Government on Transaction Cost and FDI Inflows: A Proposed Conceptual Framework.
International Journal of Business and Management, 2011, 6, . 0.1 13

160 Turkayfe.org: share your TÃ¼rksperience. Journal of Place Management and Development, 2011, 4, 80-92. 0.7 11

161 In search of the genius IOCI: The essence of a place brand. The Marketing Review, 2011, 11, 281-292. 0.1 25

162 MÃ©dina de Sousse. Teoros: Revue De Recherche En Tourisme, 0, 30, 47-58. 0.1 5

163 Recovery from Crisis for Turkish Firms: Synergistic Action between Foreign Policy and Marketing
Process. Procedia, Social and Behavioral Sciences, 2011, 24, 269-290. 0.5 2

164 Wind turbines in tourism landscapes. Annals of Tourism Research, 2011, 38, 499-519. 3.7 113

165 When satire is serious: how political cartoons impact a country's brand. Journal of Public Affairs,
2011, 11, 148-155. 1.7 13

166 Controllable versus uncontrollable information sources: effects on the image of turkey.
International Journal of Tourism Research, 2011, 13, 310-323. 2.1 36

167 The relevance of visitorsâ€™ nation brand embeddedness and personality congruence for nation brand
identification, visit intentions and advocacy. Tourism Management, 2011, 32, 1282-1289. 5.8 104

168 The four Rs of place branding. Journal of Marketing Management, 2011, 27, 913-933. 1.2 208

169 Conceptualising the influence of corporate image on country image. European Journal of Marketing,
2011, 45, 1601-1641. 1.7 68

170 International Place Branding Yearbook 2011. , 2011, , . 12

171 Restructuring Plans for the Textile and Clothing Sector in Post-industrial Belgium and Spain. Fashion
Practice, 2011, 3, 197-223. 0.4 5

172 A brand for all the nations. Marketing Intelligence and Planning, 2011, 29, 305-318. 2.1 37

173 City branding: A brand concept map analysis of a university town. Place Branding and Public
Diplomacy, 2011, 7, 50-63. 1.1 33



11

Citation Report

# Article IF Citations

174 Consumersâ€™ Emotional Bonds with Foreign Countries: Does Consumer Affinity Affect Behavioral
Intentions?. Journal of International Marketing, 2011, 19, 45-72. 2.5 165

175 International Students: Linking Education and Travel. Journal of Travel and Tourism Marketing, 2011,
28, 180-195. 3.1 47

176 The Invention of a Danish Well-being Tourism Region: Strategy, Substance, Structure, and Symbolic
Action. Tourism Planning and Development, 2011, 8, 51-67. 1.3 3

177 A (tentative) meta-analysis of the â€˜place marketingâ€™ and â€˜place brandingâ€™ literature. Journal of Brand
Management, 2011, 19, 112-131. 2.0 112

178 Visual Rhetoric and Ethics in Marketing of Destinations. Journal of Travel Research, 2011, 50, 3-14. 5.8 51

179 Unfolding and configuring two decades of research and publications on place marketing and place
branding. Place Branding and Public Diplomacy, 2011, 7, 91-106. 1.1 151

180 Thinking about place branding: Ethics of concept. Place Branding and Public Diplomacy, 2011, 7, 155-164. 1.1 29

181 Equity benefits of smaller wine regions and lifestyle segmentation. Journal of Brand Management,
2011, 19, 158-175. 2.0 11

182 Environmental risk, sustainability discourses, and public relations. Public Relations Inquiry, 2012, 1,
69-87. 1.2 68

183 Putting city branding into practice. Journal of Brand Management, 2012, 19, 257-267. 2.0 133

184 Leveraging Rebranding of â€˜Unattractiveâ€™ Nation Brands to Stimulate Post-Disaster Tourism. Tourist
Studies, 2012, 12, 87-105. 1.5 59

185 Branding Taiwan for tourism using â€˜Decision Making Trial and Evaluation Laboratoryâ€™ and â€˜Analytic
Network Processâ€™ methods. Service Industries Journal, 2012, 32, 1355-1373. 5.0 21

186 Americansâ€™ attitudes toward South Africa: A study of country reputation and the 2010 FIFA World
Cup. Place Branding and Public Diplomacy, 2012, 8, 269-283. 1.1 18

187 Countryâ€•ofâ€•origin (COO) brand preferences and associated knowledge levels of Japanese wine
consumers. Journal of Product and Brand Management, 2012, 21, 307-316. 2.6 60

188 Reverse Country-of-Origin Effects of Product Perceptions on Destination Image. Journal of Travel
Research, 2012, 51, 502-511. 5.8 78

189 Argentine Consumers' Perceptions of the U.S. Brand Personality. Latin American Business Review, 2012,
13, 329-345. 1.0 14

190 Nation Branding. Journal of Macromarketing, 2012, 32, 319-327. 1.7 63

191 Country of Production Biases on Consumer Perceptions of Global Brands: Evidence From an Emerging
Market. Journal of Global Marketing, 2012, 25, 161-179. 2.0 16



12

Citation Report

# Article IF Citations

192 The Reduction of Uncertainty in Making Decisions by Evaluating the Macroeconomic Forecasts
Performance in Romania. Economic Research-Ekonomska Istrazivanja, 2012, 25, 239-262. 2.6 6

193 A tentative model to measure city brands on the Internet. Place Branding and Public Diplomacy, 2012, 8,
311-328. 1.1 16

194 Country Brand I Feel Slovenia:First Response from Locals. Economic Research-Ekonomska Istrazivanja,
2012, 25, 465-484. 2.6 8

195 Practitioners views on the essence of place brand management. Place Branding and Public Diplomacy,
2012, 8, 102-109. 1.1 21

196 THE DEVIL MAY CARE. Journalism Practice, 2012, 6, 42-58. 1.5 18

197 Terroir and Green Tea in China: The Case of Meijiawu Dragon Well (Longjing) Tea. , 2012, , 226-238. 6

198 Imagining India: The nation as a brand. Studies in South Asian Film and Media, 2012, 4, 7-21. 0.1 1

199 Country branding through Olympic Games. Journal of Brand Management, 2012, 19, 641-654. 2.0 12

200 Seeing Singapore: Portrayal of the city-state in global print media. Place Branding and Public
Diplomacy, 2012, 8, 158-169. 1.1 10

201 Improved Public Infrastructure and Sustainable Place Branding. , 0, , . 0

202 The influence of logo design on country image and willingness to visit: A study of country logos for
tourism. Public Relations Review, 2012, 38, 584-591. 1.9 41

203 Brand and country-of-origin effect on consumers' decision to purchase luxury products. Journal of
Business Research, 2012, 65, 1461-1470. 5.8 203

205 Cultural Diplomacy, Branding and the American Film Institute's Project: 20/20. Journal of
Intercultural Communication Research, 2012, 41, 109-130. 0.3 1

206 The Influence of Stakeholder Involvement on The Effectiveness of Place Branding. Public Management
Review, 2012, 14, 499-519. 3.4 126

207 What destination marketers can learn from their visitorsâ€™ blogs: An image analysis of Bethlehem,
Palestine. Journal of Destination Marketing & Management, 2012, 1, 124-133. 3.4 54

208 Place brand equity: a model for establishing the effectiveness of place brands. Journal of Place
Management and Development, 2012, 5, 253-271. 0.7 60

209 Aspects of Sustainability in the Destination Branding Process: A Bottom-up Approach. Journal of
Hospitality Marketing and Management, 2012, 21, 739-757. 5.1 48

210 Visa restrictions and their adverse economic and marketing implications â€“ Evidence from China.
Tourism Management, 2012, 33, 397-412. 5.8 61



13

Citation Report

# Article IF Citations

211 A destination-branding model: An empirical analysis based on stakeholders. Tourism Management, 2012,
33, 646-661. 5.8 179

212 Conceptualizing Destination Brand Equity Dimensions from a Consumer-Based Brand Equity
Perspective. Journal of Travel and Tourism Marketing, 2012, 29, 385-403. 3.1 153

213 How â€˜capitalâ€™ are capital cities on the Internet?. Current Issues in Tourism, 2012, 15, 19-33. 4.6 5

214 Brand Recovery: A Quick Fix Model for Brand Structure Collapse. Journal of Travel and Tourism
Marketing, 2012, 29, 520-531. 3.1 11

215 Passenger perceptions of the green image associated with airlines. Journal of Transport Geography,
2012, 22, 179-186. 2.3 61

216 Why do satisfied customers switch? Focus on the restaurant patron variety-seeking orientation and
purchase decision involvement. International Journal of Hospitality Management, 2012, 31, 875-884. 5.3 84

217
Consumer preferences for sea fish using conjoint analysis: Exploratory study of the importance of
country of origin, obtaining method, storage conditions and purchasing price. Food Quality and
Preference, 2012, 26, 259-266.

2.3 172

218 Visual Presentation of Mental Images in Urban Design Education:Cognitive Maps. Procedia, Social and
Behavioral Sciences, 2012, 51, 573-582. 0.5 19

219 Thin line between country, city, and region branding. Journal of Vacation Marketing, 2012, 18, 147-155. 2.5 49

220 Symbols and place identity. Journal of Place Management and Development, 2012, 5, 81-92. 0.7 51

221 India - A Lead Market for Frugal Innovations? Extending the Lead Market Theory to Emerging
Economies. SSRN Electronic Journal, 0, , . 0.4 29

222 An empirical study to find important factors on building national brand: An Iranian tourism case
study. Management Science Letters, 2012, 2, 3073-3080. 0.8 2

223 Nation Branding: An Analysis of Botswanaâ€™s National Brand. International Journal of Business
Administration, 2012, 3, . 0.1 2

224 Developing and Applying a Place Brand Identity Model: The Case of Slovenia. SSRN Electronic Journal,
2012, , . 0.4 3

225 City Branding and Identity. Procedia, Social and Behavioral Sciences, 2012, 35, 293-300. 0.5 92

226 A netnographic examination of travelers' online discussions of risks. Tourism Management
Perspectives, 2012, 2-3, 65-71. 3.2 75

227 Tourists' opinions and their selection of tourism destination images: An affective and motivational
evaluation. Tourism Management Perspectives, 2012, 4, 19-27. 3.2 83

228 Valuing Tourist Destinations: an Oaxacaâ€•Blinder Approach. International Journal of Tourism Research,
2013, 15, 417-429. 2.1 9



14

Citation Report

# Article IF Citations

229
Investigating the effect of country image and subjective knowledge on attitudes and behaviors: U.S.
Upper Midwesternersâ€™ intentions to consume Korean Food and visit Korea. International Journal of
Hospitality Management, 2013, 32, 49-58.

5.3 94

230 Old dogs, new tricks â€“ Rethinking countryâ€•image studies. Journal of Consumer Behaviour, 2013, 12,
460-471. 2.6 19

231 Modeling links between the decision-making process and luxury brand attachment: An international
comparison. Journal of Global Scholars of Marketing Science, 2013, 23, 361-378. 1.4 27

232 The politics of Nation Branding. Philosophy and Social Criticism, 2013, 39, 825-845. 0.4 58

233 Financial-based Brand Value of Incheon International Airport. Asian Journal of Shipping and Logistics,
2013, 29, 267-286. 1.8 12

234
Do Marketers Use Visual Representations of Destinations That Tourists Value? Comparing Visitorsâ€™
Image of a Destination with Marketer-Controlled Images Online. Journal of Travel Research, 2013, 52,
789-804.

5.8 92

235 The Nation-Branding Legacy of the 2010 FIFA World Cup for South Africa. Journal of Hospitality
Marketing and Management, 2013, 22, 569-595. 5.1 30

236 Place Marketing as Governance Strategy: An Assessment of Obstacles in Place Marketing and Their
Effects on Attracting Target Groups. Public Administration Review, 2013, 73, 507-516. 2.9 84

237 Role of shopping festivals in destination branding: a tale of two shopping festivals in the United Arab
Emirates. Anatolia, 2013, 24, 264-267. 1.3 7

238 Developing and applying a place brand identity model: The case of Slovenia. Journal of Business
Research, 2013, 66, 45-52. 5.8 100

239 The U.S. brand personality: A Sino perspective. Journal of Business Research, 2013, 66, 1028-1034. 5.8 63

240 Nation branding effects on retrospective global evaluation of past travel experiences. Journal of
Business Research, 2013, 66, 752-758. 5.8 19

241 Estrategias de gestiÃ³n del valor de marca en los destinos enoturÃsticos. Revista Europea De DirecciÃ³n
Y EconomÃa De La Empresa, 2013, 22, 69-79. 0.3 6

242 Developing and testing a model of exhibition brand preference: The exhibitors' perspective. Tourism
Management, 2013, 38, 94-104. 5.8 69

243 Marketing capabilities, institutional development, and the performance of emerging market firms: A
multinational study. International Journal of Research in Marketing, 2013, 30, 36-45. 2.4 68

244 A Stakeholder Approach to Branding Clusters: Pointers to a Research Agenda. Regional Studies, 2013,
47, 530-543. 2.5 24

245 Dramatizing an event through a promotional film: Testing image effects. Journal of Travel and
Tourism Marketing, 2013, 30, 672-689. 3.1 10

246 Country image as a nationâ€•branding tool. Marketing Intelligence and Planning, 2013, 31, 538-556. 2.1 47



15

Citation Report

# Article IF Citations

247 International positioning through online city branding: the case of Chengdu. Journal of Place
Management and Development, 2013, 6, 203-226. 0.7 49

248 The role of artists in place branding: A case study. Place Branding and Public Diplomacy, 2013, 9, 143-153. 1.1 17

249 Examining national tourism brand image: content analysis of <i>Lonely Planet Korea</i>. Tourism
Review, 2013, 68, 56-71. 3.8 16

250 Hosting the Olympics: a city's make-or-break impression. Journal of Business Strategy, 2013, 34, 54-59. 0.9 6

251 The nation brand molecule. Journal of Product and Brand Management, 2013, 22, 462-472. 2.6 53

252 Antecedents of Nation Brand Personality. Corporate Reputation Review, 2013, 16, 80-94. 1.1 15

253 The Dimensions of Nation Brand Personality: A Study of Nine Countries. Corporate Reputation Review,
2013, 16, 34-47. 1.1 25

254 A review of place branding methodologies in the new millennium. Place Branding and Public
Diplomacy, 2013, 9, 236-253. 1.1 52

255 Understanding Terrorism in the Age of Global Media. , 2013, , . 29

256 Measuring brand image effects of flagship projects for place brands: The case of Hamburg. Journal of
Brand Management, 2013, 20, 642-655. 2.0 46

257 Crisis Communication, Image Restoration, and Battling Stereotypes of Terror and Wars. American
Behavioral Scientist, 2013, 57, 1350-1367. 2.3 59

258 â€˜The successes and challenges of hosting the 2010 FIFA World Cupâ€™: the case of Cape Town, South
Africa. Soccer and Society, 2013, 14, 404-415. 0.9 6

259 Signaling Environmental Stewardship in the Shadow of Weak Governance: The Global Diffusion of ISO
14001. Law and Society Review, 2013, 47, 345-373. 0.7 58

260 Film tourism and the lead actor: an exploratory study of the influence on destination image and
branding. Anatolia, 2013, 24, 395-404. 1.3 20

261 â€˜Africa's Tournament'? The Branding Legacy of the 2010 FIFA World Cupâ„¢. International Journal of the
History of Sport, 2013, 30, 1994-2006. 0.4 12

262 The longitudinal effects of a twoâ€•dimensional consumer animosity. Journal of Consumer Marketing,
2013, 30, 273-282. 1.2 29

263 Authenticity in traditional culture marketing: consumers' perceptions of Korean traditional culture.
Journal of Global Fashion Marketing, 2013, 4, 93-111. 2.4 10

264 Cultural Similarity and National Bias: An Assessment in an International Service Context. Journal of
Global Marketing, 2013, 26, 41-56. 2.0 15



16

Citation Report

# Article IF Citations

265 Place brand practitioners' perspectives on the management and evaluation of the brand experience.
Town Planning Review, 2013, 84, 495-515. 0.9 44

266
Policy measures for creating an integrated and brand-focused regional innovation system in tourism
in a shadow destination: insights from Pisa's destination development strategy. International Journal
of Business and Globalisation, 2013, 10, 194.

0.1 4

267 Perceived value of pasta in Greece and Romania. British Food Journal, 2013, 115, 1518-1536. 1.6 5

268 Firm capabilities and the performance in regional polarization. Management Decision, 2013, 51, 1613-1627. 2.2 9

269 Value in the territorial brand: the case of champagne. British Food Journal, 2013, 115, 1505-1517. 1.6 14

270
Policy measures for creating an integrated and brand-focused innovation system for film industries
in shadow nations: an application to Australia's national film industry. International Journal of
Business and Globalisation, 2013, 10, 137.

0.1 3

271 The Brand Creation Process in the Information Technology Sector: The Case of Brasil IT+.
International Journal of Business Administration, 2013, 4, . 0.1 1

272 Le tourisme responsable au Sud de la MÃ©diterranÃ©eÂ : revue de la littÃ©rature et pistes de recherche.
Maghreb - Machrek, 2013, NÂ° 216, 95-107. 0.4 3

273 Coopetition, Resource-Based View and Legend: Cases of Christmas Tourism and City of Rovaniemi.
International Journal of Marketing Studies, 2013, 5, . 0.2 19

274 Os fatores de motivaÃ§Ã£o na definiÃ§Ã£o de estudantes estrangeiros em mobilidade acadÃªmica
internacional no Brasil. Revista GestÃ£o UniversitÃ¡ria Na AmÃ©rica Latina, 2013, , 232-251. 0.1 1

275 An Assessment of the Public attitudes towards the Inner City of Johannesburg as a Branded
Destination. Mediterranean Journal of Social Sciences, 2014, , . 0.1 1

276 Investigating the effect of different conflict management strategies on brand promise: A case study of
banking industry. Management Science Letters, 2014, , 1-4. 0.8 4

277 Investigating the country-of-origin image on willingness to buy foreign products. QScience Connect,
2014, 2014, 20. 0.2 1

278 Factors Influencing Tourists Revisit to Bali as Mice Destination. E-Journal of Tourism, 2014, , . 0.1 1

280 Public Diplomacy in the Global Age: Lessons from Literature and Practice. Mediterranean Journal of
Social Sciences, 2014, , . 0.1 1

281 The role of organizational mindfulness in firmsâ€™ globalization and global market performance.
Journal of Research in Marketing and Entrepreneurship, 2014, 16, 26-46. 0.7 17

282 Can Experiences With a Country's Foods Improve Images of That Country?. Journal of Global
Marketing, 2014, 27, 46-57. 2.0 9

283
Communicating the World Heritage brand: visitor awareness of UNESCO's World Heritage symbol and
the implications for sites, stakeholders and sustainable management. Journal of Sustainable Tourism,
2014, 22, 768-786.

5.7 73



17

Citation Report

# Article IF Citations

284 Promoting a Policy Initiative for Nation Branding: The Case of South Korea. Journal of Comparative
Asian Development, 2014, 13, 346-368. 0.4 11

285 Brand Evaluation of Foreign versus Domestic Luxury Hotels by Chinese Travelers. Journal of China
Tourism Research, 2014, 10, 35-50. 1.2 26

286 Influence of COO on product evaluation of mobile phones by Indian consumers: an empirical study.
Journal of Asia Business Studies, 2014, 8, 209-232. 1.3 18

287 A Study of the Key Strategic Drivers of the Use of the World Heritage Site Designation as a Destination
Brand. Journal of Travel and Tourism Marketing, 2014, 31, 327-343. 3.1 34

288 Identifying the Relevant Factors in Newspaper Advertising Effectiveness. Palabra Clave, 2014, 17,
1114-1134. 0.3 1

289 What's in a Name? Place Branding and Toponymic Commodification. Environment and Planning A, 2014,
46, 153-167. 2.1 101

290 Brand Tourists: How Nonâ€“Core Users Enhance the Brand Image by Eliciting Pride. Journal of
Consumer Research, 2014, 41, 397-417. 3.5 75

291 Cultural Policies in East Asia. , 2014, , . 5

292 Tourism Development in Finland. Bridging Tourism Theory and Practice, 2014, , 265-280. 0.3 1

293 JAMAICA: A famous, strong but damaged brand. Place Branding and Public Diplomacy, 2014, 10, 199-217. 1.1 11

294 Relocation branding: a strategic framework for attracting talent from abroad. Journal of Global
Mobility, 2014, 2, 102-120. 1.2 37

295 Organizing local â€œgreenâ€• entrepreneurship: a brand perspective. Journal of Place Management and
Development, 2014, 7, 235-246. 0.7 11

296 Designersâ€™ wooden furniture ecodesign implementation in Scandinavian country-of-origin (COO)
branding. Journal of Product and Brand Management, 2014, 23, 180-191. 2.6 7

297 Applying Linear Programming in City Brand Equity Concept: A Case Study of Hong Kong. International
Journal of Tourism Sciences, 2014, 14, 1-22. 1.2 2

298 Does the Country of Origin Matter for Cosmetics The Made in France Argument. , 0, , . 0

299 â€˜Launchingâ€™ a new nation: The unfolding brand of South Sudan. Place Branding and Public Diplomacy,
2014, 10, 35-54. 1.1 11

300 Attributes of Milan influencing city brand attractiveness. Journal of Destination Marketing &
Management, 2014, 3, 218-226. 3.4 45

301 Can tourism promotions influence a country's negative image? An experimental study on Israel's image.
Current Issues in Tourism, 2014, 17, 201-219. 4.6 44



18

Citation Report

# Article IF Citations

302 Pre- and Post-Visit Perceptions of Youth Tourists to China. Journal of China Tourism Research, 2014,
10, 236-255. 1.2 6

303 Country Image Effect on Services: A Study of Consumersâ€™ Evaluation of Foreign Airlines. Journal of
Global Marketing, 2014, 27, 1-12. 2.0 13

304 Effects of sport mega-events on city brand awareness and image: using the 2009 world games in
Kaohsiung as an example. Quality and Quantity, 2014, 48, 1243-1256. 2.0 17

305 Destination brand image of Western Australiaâ€™s South-West region. Journal of Vacation Marketing,
2014, 20, 41-54. 2.5 18

306 The influence of political conflicts on country image and intention toÂ visit: A study of Israel's image.
Tourism Management, 2014, 40, 70-78. 5.8 226

307 How can Country-of-Origin image be leveraged to create global sporting goods brands?. Sport
Management Review, 2014, 17, 174-189. 1.9 12

308 Suitable Festival Activities for Taiwan's Tourism and Nation Branding with the Application of the PR
AHP Program. Asia Pacific Journal of Tourism Research, 2014, 19, 1381-1398. 1.8 18

309
How international students build a positive relationship with a hosting country: Examination of
strategic public, message and channel of national public relations. International Journal of
Intercultural Relations, 2014, 43, 201-214.

1.0 6

310 On the marketing implications of place narratives. Journal of Marketing Management, 2014, 30, 832-856. 1.2 31

311 How to capture place brand equity? The case of Sud de France. Place Branding and Public Diplomacy,
2014, 10, 145-157. 1.1 15

312 Sense of Place. Journal of Travel Research, 2014, 53, 154-166. 5.8 221

313 Consumer affinity for foreign countries: Construct development, buying behavior consequences and
animosity contrasts. International Business Review, 2014, 23, 774-784. 2.6 61

314 Marketing de lugar: estado da arte e perspectivas futuras. RAUSP: Revista De AdministraÃ§Ã£o Da
Universidade De SÃ£o Paulo, 2014, , 671-683. 1.0 7

315 Territorial Marketing Applied to Cultural Tourism: Assessment of Cultural Event Impacts. Advanced
Engineering Forum, 2014, 11, 585-593. 0.3 1

316 Turkey as a Destination: A Study of Sensory Brand Associations. Tourism, Culture and Communication,
2014, 14, 77-89. 0.1 12

318 Country Branding and Country Image: Insights, Challenges and Prospects. The Case of Estonia. Baltic
Journal of European Studies, 2014, 4, 137-165. 0.5 5

319 Nation Branding. , 0, , . 74

320 Unpicking motives to purchase locally-produced food: analysis of direct and moderation effects.
European Journal of Marketing, 2015, 49, 1207-1233. 1.7 74



19

Citation Report

# Article IF Citations

321 Le marketing territorial des Petits et Moyens TerritoiresÂ : identitÃ©, image et relations. Gestion Et
Management Public, 2016, Volume 4 / nÂ° 2, 61-78. 0.1 17

322 ESTUDO SOBRE A UTILIZAÃ‡ÃƒO DE ATRIBUTOS DA IDENTIDADE CULTURAL BRASILEIRA COMO FONTE DE
VANTAGEM COMPETITIVA NO SEGMENTO DE MODA. Revista AdministraÃ§Ã£o Em DiÃ¡logo, 2015, 16, . 0.1 1

323 Marketing adaptado al territorio: "Place Marketing" como herramienta de gestiÃ³n de la imagen de
destino. Business Study Notebooks, 2015, 23, . 0.0 2

324 Imagen paÃs de Colombia desde la perspectiva extranjera. Arbor, 2015, 191, a244. 0.1 3

325 A Strategic Approach for Export: Improving Country Image Through the Olympics. Anthropologist,
2015, 20, 457-461. 0.1 1

326 BRAND EQUITY OF LAHORE FORT AS A TOURISM DESTINATION BRAND. RAE Revista De Administracao De
Empresas, 2015, 55, 432-443. 0.1 31

327 Place Images and Nation Branding in the African Context: Challenges, Opportunities, and Questions
for Policy and Research. Africa Journal of Management, 2015, 1, 54-77. 0.8 26

328 Advertising Confluence. , 2015, , . 0

329 Harnessing Place Branding through Cultural Entrepreneurship. , 2015, , . 1

330 Ethical marketing. , 2015, , 55-79. 4

331 Invigorating the Destination's Marketing Strategy? (The Case of Slovakia). Procedia, Social and
Behavioral Sciences, 2015, 175, 393-400. 0.5 4

332 Rethinking Brand Equityâ€”Possibilities and Challenges of Application to Places. , 2015, , 225-239. 9

333 Welfare Loss with Municipal Amalgamations and the Willingness-to-Pay for the Municipality Name.
Local Government Studies, 2015, 41, 977-996. 1.6 10

334 The role of mindfulness in response to product cues and marketing communications. International
Journal of Business Environment, 2015, 7, 347. 0.2 7

335 Caught in an inconvenient nation-branding promise: the problematic '100% pure New Zealand'.
Interdisciplinary Environmental Review, 2015, 16, 1. 0.1 5

336 Rebranding strategy in the international context: the role of country image. International Journal of
Diplomacy and Economy, 2015, 2, 330. 0.2 0

337 Anything but typical: how consumers evaluate origin products based on their cues. International
Journal of Wine Business Research, 2015, 27, 23-39. 1.0 24

338 Creation and Evaluation of the Tourist Image of a Country - the Example of Poland. Procedia, Social
and Behavioral Sciences, 2015, 213, 671-676. 0.5 15



20

Citation Report

# Article IF Citations

339 The role of servicescape and image perceptions of customers on behavioral intentions in the hotel
industry. International Journal of Contemporary Hospitality Management, 2015, 27, 1728-1748. 5.3 119

340 Localising the packaging of foreign food brands: a case of Muslim consumers in Pakistan. Journal of
Product and Brand Management, 2015, 24, 386-398. 2.6 18

341 Advancing the country image construct from a public relations perspective. Journal of
Communication Management, 2015, 19, 62-80. 1.4 45

342 Strategic transformation in the value-added wood products companies. International Journal of
Emerging Markets, 2015, 10, 224-242. 1.3 17

343 Towards a taxonomy of a golf-destination brand personality: Insights from the Algarve golf industry.
Journal of Destination Marketing & Management, 2015, 4, 57-67. 3.4 14

344 Testing self-congruity theory in the context of nation brand personality. Journal of Product and
Brand Management, 2015, 24, 18-27. 2.6 27

345 Bridging the gap between country and destination image: Assessing common facets and their
predictive validity. Journal of Business Research, 2015, 68, 1844-1853. 5.8 73

346 The 4D Model of the country image: An integrative approach from the perspective of communication
management. International Communication Gazette, 2015, 77, 102-124. 0.8 80

347 Culture-led city brands as economic engines: theory and empirics. Annals of Regional Science, 2015, 54,
179-196. 1.0 29

348 The knowledge of Italian wines on export markets. British Food Journal, 2015, 117, 117-138. 1.6 6

349 â€˜It broadens your view of being Basqueâ€™: identity through history, branding, and cultural policy.
International Journal of Cultural Policy, 2015, 21, 241-257. 0.8 5

351 The Relationships Between Casino Quality, Image, Value, and Loyalty. International Journal of
Hospitality and Tourism Administration, 2015, 16, 164-182. 1.7 14

352 Social identity, collective self esteem and country reputation: the case of Pakistan. Journal of
Product and Brand Management, 2015, 24, 399-411. 2.6 32

353
Influence of country and city images on studentsâ€™ perception of host universities and their
satisfaction with the assigned destination for their exchange programmes. Place Branding and Public
Diplomacy, 2015, 11, 190-203.

1.1 7

354 Cultural Tourism in a Digital Era. Springer Proceedings in Business and Economics, 2015, , . 0.3 5

355 Decision Making Factors for Country-of-origin Agriculture Branding in International Markets: The
Case of Orchids in Taiwan. Journal of Horticulture, 2015, 02, . 0.3 0

356 Doing business in Libya: Assessing the nature and effectiveness of international marketing programs in
an evolving economy. International Business Review, 2015, 24, 781-797. 2.6 18

357 Brand-as-Person versus Brand-as-User: An Anthropomorphic Issue in Tourism-related Self-Congruity
Studies. Asia Pacific Journal of Tourism Research, 2015, 20, 839-859. 1.8 14



21

Citation Report

# Article IF Citations

358 Understanding the Relationships of Servicescape, Value, Image, Pleasure, and Behavioral Intentions
Among Hotel Customers. Journal of Travel and Tourism Marketing, 2015, 32, S42-S61. 3.1 49

359 Tourism satisfaction effect on general country image, destination image, and post-visit intentions.
Journal of Vacation Marketing, 2015, 21, 305-317. 2.5 88

360 Media Brand Cultures: Researching and Theorizing How Consumers Engage in the Social Construction
of Media Brands. , 2015, , 217-229. 9

361 Country image evaluations and migration intentions. Place Branding and Public Diplomacy, 2015, 11,
293-308. 1.1 15

362 Place, Organization, Democracy: Three Strategies For Municipal Branding. Public Management Review,
2015, 17, 1282-1304. 3.4 43

363 Nation branding in a transitional democracy: The role of corporate diplomacy in promoting national
identity. Place Branding and Public Diplomacy, 2015, 11, 324-337. 1.1 18

364 Towards a model of the Place Brand Web. Tourism Management, 2015, 48, 100-112. 5.8 59

365 Rethinking Place Branding. , 2015, , . 52

366 South Korea's Medical Tourism Destination Brand Personality and the Influence of Personal Values.
Asia Pacific Journal of Tourism Research, 2015, 20, 563-584. 1.8 33

367 Muslim travelers in Asia. Journal of Vacation Marketing, 2015, 21, 3-21. 2.5 49

368 Place marketing in the policy makers' perspective: testing a holistic model to unfold the state of the
art. International Journal of Business and Globalisation, 2016, 17, 423. 0.1 0

369 Branding of Tourist Destination: A Case Study of Manipur in India. SSRN Electronic Journal, 0, , . 0.4 0

371 Universities as stakeholders that influence studentsâ€™ intention to visit a place. Place Branding and
Public Diplomacy, 2016, 12, 249-267. 1.1 6

372 A framework of place branding, place image, and place reputation. Qualitative Market Research, 2016,
19, 241-264. 1.0 83

373 Corporate Image and Reputation as Drivers of Customer Loyalty. Corporate Reputation Review, 2016, 19,
166-178. 1.1 49

374 The relationship between the territory and fashion events: The case of Florence and Pitti Immagine
fashion fairs. Journal of Global Fashion Marketing, 2016, 7, 150-165. 2.4 11

375 A Memory-Theory Perspective of Country-Image Formation. Journal of International Marketing, 2016,
24, 62-79. 2.5 56

376 Are We There Yet: Have MFAs Realized the Potential of Digital Diplomacy?. Brill Research Perspectives
Diplomacy and Foreign Policy, 2016, 1, 1-110. 0.7 33



22

Citation Report

# Article IF Citations

377 Measuring Country Image. , 2016, , . 25

378 Influence of country image on country brand equity: application to higher education services.
International Marketing Review, 2016, 33, 691-714. 2.2 32

379 Country Resources, Country Image, and Exports: Country Branding and International Marketing
Implications. Journal of Global Marketing, 2016, 29, 233-246. 2.0 18

380 Top corporate brands and the global structure of country brand positioning: An AutoCM ANN
approach. Expert Systems With Applications, 2016, 66, 62-75. 4.4 6

381 The green branding of Hong Kong: visitorsâ€™ and residentsâ€™ perceptions. Journal of Place Management
and Development, 2016, 9, 289-312. 0.7 23

382 Nation Brands and the Politics of Difference. Signs and Society, 2016, 4, S1-S28. 0.1 13

383 Pre-event marketing and territorial governance: the case of Monza and Brianza province. Qualitative
Market Research, 2016, 19, 173-203. 1.0 9

384 The role of place branding and image in the development of sectoral clusters: The case of Dubai.
Journal of Brand Management, 2016, 23, 383-402. 2.0 38

385
The constitution and effects of country images: Theory and measurement of a central target
construct in international public relations and public diplomacy. Studies in Communication Sciences,
2016, 16, 182-198.

0.3 7

386 Nation branding for foreign direct investment: an Integrative review and directions for research and
strategy. Journal of Product and Brand Management, 2016, 25, 615-628. 2.6 52

387 Destination Branding of Ziro Through Potentiality of Bio-tourism. , 2016, , 329-337. 2

388 Damage Control: Media Framing of Sport Event Crises and the Response Strategies of Organizers.
Event Management, 2016, 20, 119-133. 0.6 11

389 Place Making for Knowledge Generation and Innovation: Planning and Branding Brisbane's Knowledge
Community Precincts. Journal of Urban Technology, 2016, 23, 115-146. 2.5 59

390
Information agents and cultural differences as determinants of countryâ€™s reputation and its
subsequent effects on tourism prospects of a country in sustained crises. Journal of Vacation
Marketing, 2016, 22, 365-384.

2.5 11

391 Measuring customer-based place brand equity (CBPBE): an investment attractiveness perspective.
Journal of Strategic Marketing, 2016, 24, 617-634. 3.7 42

392 Dimensions and Formation Mechanism of Customer-Based Place Brand Equity. , 2016, , 621-628. 0

393 Study on Influential Factors of Agricultural Eco-place Brand Competitiveness. , 2016, , 611-619. 1

394 Constructing supranational regions and identities through branding: â€‰Thick and thin region-building
in the Barents and Irelandâ€“Wales. European Urban and Regional Studies, 2016, 23, 322-337. 1.8 8



23

Citation Report

# Article IF Citations

395
Destination branding and reconstructing symbolic capital of urban heritage: A spatially informed
observational analysis in medieval towns. Journal of Destination Marketing & Management, 2016, 5,
141-153.

3.4 17

396 Conceptualizing excessive fan consumption behavior. Journal of Retailing and Consumer Services,
2016, 28, 252-262. 5.3 32

397 The conceptualization of country attractiveness: a review of research. International Review of
Administrative Sciences, 2016, 82, 807-826. 1.9 16

398 Is it all or nothing? Testing schema congruity and typicality for products with country origin.
Journal of Business Research, 2016, 69, 1130-1137. 5.8 27

399 Facets of country image and brand equity: Revisiting the role of product categories in
countryâ€•ofâ€•origin effect research. Journal of Consumer Behaviour, 2016, 15, 225-238. 2.6 70

400 Agritourism, Farm Visit, or . . . ? A Branding Assessment for Recreation on Farms. Journal of Travel
Research, 2016, 55, 1094-1108. 5.8 48

402 Effects of social media usage on country image and purchase intention from social P2P network
perspective. Peer-to-Peer Networking and Applications, 2016, 9, 487-497. 2.6 14

403 From branded exports to traveler imports: Building destination image on the factory floor in South
Korea. Tourism Management, 2016, 52, 298-309. 5.8 22

404 Impulse buying behaviour in cosmetics marketing activities. Total Quality Management and Business
Excellence, 2016, 27, 1091-1111. 2.4 10

405 Country branding emerging from citizensâ€™ emotions and the perceptions of competitive advantage.
Journal of Vacation Marketing, 2016, 22, 13-28. 2.5 23

406 Country reputation as a moderator of tourism advertising effectiveness. Journal of Marketing
Communications, 2017, 23, 260-272. 2.7 17

407 Quantification of country images as stereotypes and their role in developing a nation brand: The case
of Pakistan. Place Branding and Public Diplomacy, 2017, 13, 81-95. 1.1 14

408 The application of fuzzy sets theory in eco-city classification. Place Branding and Public Diplomacy,
2017, 13, 4-17. 1.1 1

409 Analysing tourism slogans in top tourism destinations. Journal of Destination Marketing &
Management, 2017, 6, 243-251. 3.4 26

410 Examining the hierarchy of destination brands and the chain of effects between brand equity
dimensions. Journal of Destination Marketing & Management, 2017, 6, 353-362. 3.4 38

411 Reaching for global in the Japanese cosmetics industry, 1951 to 2015: the case of Shiseido. Business
History, 2017, 59, 877-903. 0.6 7

412 Shaping Destination Identity: Challenges of Branding Croatia. , 2017, , 67-77. 0

413 Visual landscape as a key element of place branding. Journal of Place Management and Development,
2017, 10, 23-44. 0.7 31



24

Citation Report

# Article IF Citations

414 Country Branding through Olympic Games. , 2017, , 223-242. 1

415 The application of tourist gaze theory to support city branding in the planning of the historic city
Surakarta, Indonesia. Place Branding and Public Diplomacy, 2017, 13, 223-241. 1.1 6

416 Online tourism destination marketing in Kumasi Ghana. Asia Pacific Journal of Tourism Research, 2017,
22, 666-680. 1.8 7

417 An exploration of US-made clothing in China. Journal of Fashion Marketing and Management, 2017, 21,
247-261. 1.5 4

418 A review of Spanish consumersâ€™ product-country image of China. Asia Pacific Journal of Marketing and
Logistics, 2017, 29, 589-615. 1.8 15

419 Global brand value in developed, emerging, and least developed country markets. Journal of Brand
Management, 2017, 24, 489-507. 2.0 16

420 Confused branding? An exploratory study of place branding practices among place management
professionals. Cities, 2017, 66, 91-98. 2.7 35

421 Place branding, embeddedness and endogenous rural development: Four European cases. Place
Branding and Public Diplomacy, 2017, 13, 273-292. 1.1 33

423 Indiaâ€™s Emergence as a Lead Market for Frugal Innovations: An Introduction to the Theme and to the
Contributed Volume. India Studies in Business and Economics, 2017, , 1-10. 0.2 1

424 Nation image and its dynamic changes in Wikipedia. Asia Pacific Journal of Innovation and
Entrepreneurship, 2017, 11, 38-49. 1.6 2

425 Country image formation, stability, and change: a longitudinal assessment of consumersâ€™ image of
Azerbaijan. Journal of Travel and Tourism Marketing, 2017, 34, 1169-1183. 3.1 11

426 Nation branding and right to brand/brand Turkey. Research and Policy on Turkey, 2017, 2, 76-89. 0.5 6

427 How to recognize and measure the economic impacts of environmental regulation: The Sulphur
Emission Control Area case. Journal of Cleaner Production, 2017, 154, 553-565. 4.6 31

428 Justice motivation and place image influences on volunteer tourism: perceptions, responses, and
deliberations. Journal of Travel and Tourism Marketing, 0, , 1-14. 3.1 6

429 Does institutional nation branding exist in a Singaporean context?. Place Branding and Public
Diplomacy, 2017, 13, 325-347. 1.1 7

430 When and how country reputation stimulates export volume. International Marketing Review, 2017,
34, 377-402. 2.2 18

431 Country of origin effects on brand image, brand evaluation, and purchase intention. International
Marketing Review, 2017, 34, 254-271. 2.2 57

432 Questioning a â€œone size fits allâ€• city brand. Journal of Place Management and Development, 2017, 10,
270-287. 0.7 90



25

Citation Report

# Article IF Citations

433 Destination familiarity and favorability in a country-image context: examining Taiwanese travelersâ€™
perceptions of China. Journal of Travel and Tourism Marketing, 2017, 34, 1211-1223. 3.1 23

434 Comparative nation-branding analysis of Big Data: Focusing on Korea and Japan. Journal of Global
Information Technology Management, 2017, 20, 276-295. 0.5 6

435
Integrating country and brand images: Using the productâ€”Country image framework to understand
travelers' loyalty towards responsible tourism operators. Tourism Management Perspectives, 2017, 24,
139-150.

3.2 22

437 An interregional extension of destination brand equity. Journal of Vacation Marketing, 2017, 23,
277-294. 2.5 15

438 Differences in the city branding of European capitals based on online vs. offline sources of
information. Tourism Management, 2017, 58, 28-39. 5.8 32

439 Region brand legitimacy: towards a participatory approach involving residents of a place. Public
Management Review, 2017, 19, 820-844. 3.4 20

440 Marketing and Branding of Calicut as a Smart City Destination. Advances in 21st Century Human
Settlements, 2017, , 359-389. 0.3 0

441 The role of brand elements in destination branding. Journal of Destination Marketing & Management,
2017, 6, 426-435. 3.4 67

442 Improving the vitality and viability of the UK High Street by 2020. Journal of Place Management and
Development, 2017, 10, 310-348. 0.7 41

443 Employing nation branding in the Middle East - United Arab Emirates (UAE) and Qatar. Management and
Marketing, 2017, 12, 208-221. 0.8 16

445 Putting a number on place: a systematic review of place branding influence. Journal of Place
Management and Development, 2017, 10, 425-446. 0.7 16

446 Green Orientation in Tourism of Western Balkan Countries. , 2017, , 175-209. 3

447 Country of origin, familiarity, the perceived difference and MNC attractiveness. International Journal
of Work Organisation and Emotion, 2017, 8, 24. 0.1 1

448 The Basic Postulates of the Green Image of a Country: The Case of Croatia. , 2017, , 1-39. 0

449 Nation branding in the Middle East - United Arab Emirates (UAE) vs. Qatar. Proceedings of the
International Conference on Business Excellence, 2017, 11, 588-596. 0.1 4

450 A Multidimensional Approach to International Market Selection and Nation Branding in Sub-saharan
Africa. Africa Journal of Management, 2017, 3, 236-279. 0.8 4

451 Are Consumers Willing to Pay more for Green Practices at Restaurants?. Journal of Hospitality and
Tourism Research, 2017, 41, 329-356. 1.8 128

452 Applying Anholt's National Branding Model: The Case of Kenya. Business and Economics Journal, 2017,
08, . 0.1 2



26

Citation Report

# Article IF Citations

455 Repositioning through Culture: Testing Change in Connectivity Patterns. Sustainability, 2017, 9, 6. 1.6 9

456 Fostering Nautical Tourism in the Balearic Islands. Sustainability, 2017, 9, 2215. 1.6 15

457 THE GOVERNANCE OF LOCAL PRODUCTIVE ARRANGEMENTS (LPA) FOR THE STRATEGIC MANAGEMENT OF
GEOGRAPHICAL INDICATIONS (GIS). Ambiente & Sociedade, 2017, 20, 293-314. 0.5 4

458 La marque territoriale, outil de diffÃ©renciation pour lâ€™attractivitÃ©Â ? Ã‰tude empirique auprÃ¨s de
dÃ©cideurs dâ€™entreprise. Gestion Et Management Public, 2018, Volume 6 / nÂ° 1, 59-75. 0.1 6

459 Lâ€™image de marque de la destination et son impact sur les comportements post-visite des touristes.
Gestion Et Management Public, 2017, Volume 5 / nÂ° 3, 43-58. 0.1 4

461 Malaysia's medical tourism destination personality: an international cosmetic surgery patients'
perspective. International Journal of Leisure and Tourism Marketing, 2017, 5, 202. 0.1 1

462 Country of Origin and Dinersâ€™ Perceptions of a Cuisine: The Moderating Effects of Culinary and
Institutional Factors. Journal of Hospitality and Tourism Research, 2018, 42, 420-444. 1.8 3

463 The place sustainability scale: measuring residentsâ€™ perceptions of the sustainability of a town.
Journal of Place Management and Development, 2018, 11, 370-390. 0.7 11

464 Consumer preference of fertilizer in West Java using multi-dimensional scaling approach. AIP
Conference Proceedings, 2018, , . 0.3 0

465 Shadow hybridity and the institutional logic of professional sport. Journal of Management History,
2018, 24, 228-259. 0.5 20

466 Residentsâ€™ place image: a meaningful psychographic variable for tourism segmentation?. Journal of
Travel and Tourism Marketing, 2018, 35, 715-725. 3.1 27

467 Coffee Landscapes: Specialty Coffee, Terroir, and Traceability in Costa Rica. Culture, Agriculture, Food
and Environment, 2018, 40, 36-44. 0.4 13

468 Characteristics of destination image: visitors and non-visitorsâ€™ images of London. Tourism Review,
2018, 73, 55-67. 3.8 65

469 Investigating the interplay among the Olympic Games image, destination image, and country image for
four previous hosts. Journal of Travel and Tourism Marketing, 2018, 35, 755-771. 3.1 41

470 The effect of fit and authenticity on attitudes toward the brand extension: The case of the
Monumental Complex of the Alhambra and Generalife. Journal of Cultural Heritage, 2018, 31, 170-179. 1.5 11

471 Destination Place Identity, Touristic Diversity and Diversification in the Arabia Gulf. The Political
Economy of the Middle East, 2018, , 183-208. 0.2 2

472 Institutional ownership and return volatility in the casino industry. International Journal of Tourism
Research, 2018, 20, 204-214. 2.1 14

473 Country reputation management: developing a scale for measuring the reputation of four African
countries in the United States. Place Branding and Public Diplomacy, 2018, 14, 175-186. 1.1 3



27

Citation Report

# Article IF Citations

474 Using international sport events as part of a brand construction strategy. International Journal of
Sports Marketing and Sponsorship, 2018, 19, 147-159. 0.8 10

475 City branding in European capitals: An analysis from the visitor perspective. Journal of Destination
Marketing & Management, 2018, 7, 190-201. 3.4 30

476 Destination logo recognition and implications for intentional destination branding by DMOs: A case
for saving money. Journal of Destination Marketing & Management, 2018, 8, 1-13. 3.4 20

477 The effects of heritage image on destination branding: an Iranian perspective. Journal of Heritage
Tourism, 2018, 13, 152-166. 1.6 17

478 Tourist post-visit attitude towards products associated with the destination country. Journal of
Destination Marketing & Management, 2018, 8, 179-184. 3.4 15

479 Country Marketing and Planning Implications of the European Soccer Championship EURO 2004.
Journal of Urban Technology, 2018, 25, 29-46. 2.5 5

480 Is Xenios Zeus Still Alive? Destination Image of Athens in the Years of Recession. Journal of Travel
Research, 2018, 57, 540-554. 5.8 25

481
Destination Image of Taiwan From the Perspective of Hong Kong Residents: Revisiting Structural
Relationships Between Destination Image Attributes and Behavioral Intention. International Journal of
Hospitality and Tourism Administration, 2018, 19, 289-310.

1.7 23

482 Affective and cognitive dimensions of ski destination images. The case of Norway and the Lillehammer
region. Scandinavian Journal of Hospitality and Tourism, 2018, 18, 113-131. 1.4 22

483 Sailing through marketing: A critical assessment of spatiality in marketing literature. Journal of
Business Research, 2018, 82, 149-159. 5.8 31

484 A Brand Culture Approach to Managing Nationâ€•Brands. European Management Review, 2018, 15, 137-149. 2.2 14

485 Ethnic identity, consumer ethnocentrism, and purchase intentions among bi-cultural ethnic
consumers: â€œDivided loyaltiesâ€• or â€œdual allegianceâ€•?. Journal of Business Research, 2018, 82, 310-319. 5.8 53

486 Examining consumer-brand relationships on social media platforms. Marketing Intelligence and
Planning, 2018, 36, 63-78. 2.1 62

487 Transforming history into heritage: applying corporate heritage to the marketing of places. Journal of
Brand Management, 2018, 25, 351-369. 2.0 14

488 Reputation spillover: corporate crisesâ€™ effects on country reputation. Journal of Communication
Management, 2018, 22, 96-112. 1.4 17

489 Urban Development and Branding Strategies for Emerging Global Cities in China. , 2018, , 135-160. 0

490 The role of relationship quality in integrated destination marketing. Journal of Travel and Tourism
Marketing, 2018, 35, 541-552. 3.1 15

491 The impact of country and destination images on destination loyalty: aÂ construal-level-theory
perspective. Asia Pacific Journal of Tourism Research, 2018, 23, 56-67. 1.8 33



28

Citation Report

# Article IF Citations

492 Country-of-origin image (COI) as a country-specific advantage (CSA): Scale development and validation
of COI as a resource within the firm perspective. Journal of Business Research, 2018, 84, 46-58. 5.8 26

493 Logo dynamics for investment branding: a visualâ€“semiotic analysis of the reframing devices in the
Make in India logo. Place Branding and Public Diplomacy, 2018, 14, 163-174. 1.1 2

494 How International Political Conflict Hurts Country Image and further Influences Consumersâ€™
Purchase Intention. International Business Research, 2018, 11, 95. 0.2 3

495 Destination Brand Storytelling: Analisis Naratif Video The Journey to A Wonderful World
Kementerian Pariwisata. Jurnal Komunikasi Indonesia, 2018, 7, . 0.1 2

496
The influence of consumer cosmopolitanism and ethnocentrism tendencies on the purchase and visit
intentions towards a foreign country. International Journal of Digital Culture and Electronic
Tourism, 2018, 2, 175.

0.1 11

497
Sustainable Tourism: The Moderating Effect of Touristsâ€™ Educational Background in the Relationship
Between Green Practices and Customer Satisfaction. International Journal of Engineering and
Technology(UAE), 2018, 7, 21.

0.2 1

498 â€œCity marketing: Scale development and measurement indicators applicated to Maluku province-
Indonesiaâ€•. Cogent Business and Management, 2018, 5, 1525827. 1.3 3

499 Chapter 2 Branding Places and Tourist Destinations: A Conceptualisation and Review. , 2018, , 15-42. 4

500 Chapter 7 The Consumer-Based Brand Equity of Music Events: Two Case Studies from Portugal. , 2018, ,
113-128. 2

501 Exploring the effects of ethnocentrism and country familiarity in consumer preference and brand
recognition. International Journal of Business and Globalisation, 2018, 20, 139. 0.1 4

503 Developing an island destination brand equity model: the case of Kish Island in Iran. Journal of
Convention and Event Tourism, 2018, 19, 420-445. 1.8 1

504 Smart Destination Branding: The Need for New Capability and Opportunities for Entrepreneurship. ,
2018, , . 4

505 Chapter 4 The Destination Branding through Multisensory Experiences: Case Studies from Sweden. ,
2018, , 61-82. 0

506 Stakeholder value-based place brand building. Journal of Product and Brand Management, 2018, 27,
807-818. 2.6 18

507 How interconnected SMEs in business cluster survive the economic crisis. Kybernetes, 2021, 50,
2001-2020. 1.2 5

508 The Impact of Consumersâ€™ Attitudes toward a Theme Park: A Focus on Disneyland in the Los Angeles
Metropolitan Area. Sustainability, 2018, 10, 3409. 1.6 5

509
An empirical study of the relationship between marketing standardization and performance of
Japanese firms in international markets: the moderating role of product strategy. International
Journal of Marketing & Distribution, 2018, 2, 15-24.

0.2 1

510 Thailand 4.0 and the Internal Focus of Nation Branding. Asian Studies Review, 2018, 42, 682-700. 0.7 10



29

Citation Report

# Article IF Citations

512 Digital Festival Engagement: On the Interplay Between Festivals, Place Brands, and Social Media. Event
Management, 2018, 22, 527-540. 0.6 21

513 Chapter 7 The Branding of Post-conflict Tourism Destinations: Theoretical Reflections and Case
Studies. Community, Environment and Disaster Risk Management, 2018, , 119-139. 0.1 3

514 Place branding: revealing the neglected role of agro food products. International Review on Public
and Nonprofit Marketing, 2018, 15, 497-530. 1.3 14

515 Soft power and place branding in the United Arab Emirates: examples of the tourism and film
industries. International Journal of Diplomacy and Economy, 2018, 4, 44. 0.2 21

516 Impact of place brand names on destination image. International Journal of Leisure and Tourism
Marketing, 2018, 6, 39. 0.1 0

517 Predicting World Heritage site visitation intentions of North American park visitors. Journal of
Hospitality and Tourism Technology, 2018, 9, 417-437. 2.5 16

518
Mediation of product design and moderating effects of reference groups in the context of
country-of-origin effect of a luxury Brand. Review of International Business and Strategy, 2018, 28,
169-205.

2.3 8

519 The Role of Country Reputation in Positioning Territories: A Literature Review. Studies on
Entrepreneurship, Structural Change and Industrial Dynamics, 2018, , 53-72. 0.3 2

520 One place, two perspectives: Destination image for tourists and nationals in Abu Dhabi. Tourism
Management Perspectives, 2018, 27, 152-161. 3.2 22

521 Interactions between nation branding and corporate branding. Journal of Fundamental and Applied
Sciences, 2018, 9, 842. 0.2 3

522 A network-based approach to model the development of city branding in China. Computers,
Environment and Urban Systems, 2018, 72, 161-176. 3.3 16

523 An Investigation of Passengersâ€™ Psychological Benefits from Green Brands in an Environmentally
Friendly Airline Context: The Moderating Role of Gender. Sustainability, 2018, 10, 80. 1.6 63

524 Experiencing the destination brand: Behavioral intentions of arts festival tourists. Journal of
Destination Marketing & Management, 2018, 10, 61-67. 3.4 20

525 Consumers' evaluation of imported organic food products: The role of geographical distance.
Appetite, 2018, 130, 134-145. 1.8 29

526 Segmentation of Chinese Tourists by Seasonal and Trend Patterns: The Case of Macao. Journal of China
Tourism Research, 2018, 14, 279-295. 1.2 1

528 â€˜Made inâ€™ and Country of Origin in the Post-1945 Period. , 0, , 249-284. 1

529 Promoting towel reuse behaviour in guests: A water conservation management and environmental
policy in the hotel industry. Business Strategy and the Environment, 2018, 27, 1302-1312. 8.5 45

530 An instagram content analysis for city branding in London and Florence. Journal of Global Fashion
Marketing, 2018, 9, 185-204. 2.4 30



30

Citation Report

# Article IF Citations

531 Assessing the strategic needs of local territorial systems (LTSs). Journal of Place Management and
Development, 2018, 11, 463-491. 0.7 4

532 The determinants of foreign product preference amongst elite consumers in an emerging market.
Journal of Retailing and Consumer Services, 2019, 46, 139-148. 5.3 27

533 â€œThe Master of â€¦â€•: creating names for art history and the art market. Journal of Cultural Economics,
2019, 43, 57-95. 1.3 10

534 Extending understanding of service-learning projects: Implementing place-based branding for
capstone courses. Communication Teacher, 2019, 33, 45-62. 0.2 4

535 #Visitspain. Breaking down affective and cognitive attributes in the social media construction of the
tourist destination image. Tourism Management Perspectives, 2019, 32, 100560. 3.2 39

536 Artworks without names: an insight into the market for anonymous paintings. Journal of Cultural
Economics, 2019, 43, 443-483. 1.3 11

537 A latent growth model of destination image's halo effect. Annals of Tourism Research, 2019, 79, 102767. 3.7 15

538 Experiential quality, experiential psychological states and experiential outcomes in an unmanned
convenience store. Journal of Retailing and Consumer Services, 2019, 51, 409-420. 5.3 33

539 Reading travel guidebooks: Readership typologies using eye-tracking technology. Journal of
Destination Marketing & Management, 2019, 14, 100368. 3.4 10

540 City Brand: What Are the Main Conditions for Territorial Performance?. Sustainability, 2019, 11, 3959. 1.6 11

541 Place branding and place marketing: a contemporary analysis of the literature and usage of
terminology. International Review on Public and Nonprofit Marketing, 2019, 16, 255-292. 1.3 11

542 Conceptual and Exploratory Approach to the Role of Trust for an Efficient Publicity: A
Neuromarketing Perspective. , 2019, , . 1

543 Traveling to your match? Assessing the predictive potential of Plogâ€™s travel personality in destination
marketing. Journal of Travel and Tourism Marketing, 2019, 36, 1025-1036. 3.1 20

544 City Branding Evaluation as a Tool for Sustainable Urban Growth: A Framework and Lessons from the
Yangtze River Delta Region. Sustainability, 2019, 11, 4281. 1.6 21

545 The ivory tower and the street: How researchers defined country image over four decades and what
consumers think it means. Journal of Business Research, 2019, 105, 80-97. 5.8 11

546 Market segmentation and travel choice prediction in Spa hotels through TripAdvisorâ€™s online reviews.
International Journal of Hospitality Management, 2019, 80, 52-77. 5.3 164

547 The mediating effect of brand identity on brand knowledge and the operational development of
universities. South African Journal of Business Management, 2019, 50, . 0.3 5

548 Chapter 4 Brand Reputation and Its Influence on Consumersâ€™ Behavior. Contemporary Studies in
Economic and Financial Analysis, 2019, , 45-52. 0.4 6



31

Citation Report

# Article IF Citations

549 Hegemonic dividend and workforce diversity: The case of â€˜biatâ€™ and meritocracy in nation branding in
Turkey. Journal of Management and Organization, 2019, 25, 543-553. 1.6 6

550 Brand image legacies of the 2010 FIFA World Cup<sup>TM</sup>: a long-term assessment. Sport in
Society, 2019, 22, 1848-1863. 0.8 7

551 Relationship between country brand and internationalization: a literature review. Benchmarking,
2019, 27, 2148-2165. 2.9 7

552 Online branding strategy for wine tourism competitiveness. International Journal of Wine Business
Research, 2019, 31, 130-150. 1.0 37

553 Tourists' destination image through regional tourism: From supply and demand sides perspectives.
Journal of Business Research, 2019, 101, 334-348. 5.8 35

554 Access, security and diplomacy. Sport, Business and Management, 2019, 9, 26-44. 0.7 18

555 Tourism Impacts Continuity of World Heritage List Inscription and Sustainable Management of Hahoe
Village, Korea: A Case Study of Changes in Tourist Perceptions. Sustainability, 2019, 11, 2573. 1.6 5

556 On Selfie Diplomacy. , 2019, , 257-287. 1

557 Managing Restaurant Attributes for Destination Satisfaction: What Goes beyond Food?. Administrative
Sciences, 2019, 9, 19. 1.5 15

558 National Stereotypes and Robots' Perception: The â€œMade inâ€• Effect. Frontiers in Robotics and AI, 2019,
6, 21. 2.0 20

559 Drivers and inhibitors of national stakeholder engagement with place brand identity. European
Journal of Marketing, 2019, 53, 1445-1465. 1.7 11

560 The Japan brand personality in China: is it all negative among consumers?. Place Branding and Public
Diplomacy, 2019, 15, 109-123. 1.1 4

561 Branding an industry?. Journal of Brand Management, 2019, 26, 497-504. 2.0 12

562 The balance of trade and exchange rates: Theory and contemporary evidence from tourism. Tourism
Management, 2019, 74, 12-23. 5.8 92

563 Green city branding: perceptions of multiple stakeholders. Journal of Product and Brand Management,
2019, 28, 376-390. 2.6 24

564 Dialogic features of brand South Africaâ€™s website and touristsâ€™ intentions to visit. European Business
Review, 2019, 31, 569-584. 1.9 2

565 Owned-by and made-in cues. International Marketing Review, 2019, 37, 29-55. 2.2 1

566 Economic Indicators Affecting the Media Reputation of a Country: The Case of Chile (1990â€“2015).
Research in Global Strategic Management, 2019, , 143-163. 0.5 3



32

Citation Report

# Article IF Citations

567 Two decades of research on nation branding: a review and future research agenda. International
Marketing Review, 2019, 38, 46-69. 2.2 152

568 Nation branding: the strategic imperative for sustainable market competitiveness. Journal of
Humanities and Applied Social Sciences, 2019, 1, 146-158. 0.5 22

569 Borrowing place brands: product branding from SMEs in the publishing industry. Journal of Research
in Marketing and Entrepreneurship, 2019, 21, 57-75. 0.7 3

570 Evaluating studentsâ€™ preferences for university brands through conjoint analysis and market
simulation. International Journal of Educational Management, 2019, 34, 263-278. 0.9 4

571 Building strong nation brands. International Marketing Review, 2019, 38, 6-18. 2.2 9

572 Exploring citizensâ€™ perceptions of country reputation. Journal of Hospitality and Tourism Insights,
2019, 3, 137-153. 2.2 1

573 Age and level of education impact on expectancy and perceived similarity between virtual and real
touristic environments. , 2019, , . 2

574 Country Stereotypes, Initial Trust, and Cooperation in Global Software Development Teams. , 2019, , . 3

575 The Impact of the Slow City Movement on Place Authenticity, Entrepreneurial Opportunity, and
Economic Development. Journal of Macromarketing, 2019, 39, 400-414. 1.7 15

576 Exploring an Importanceâ€“Performance Analysis approach to evaluate destination image. Local
Economy, 2019, 34, 699-717. 0.8 8

577 Variable indicators affecting the countryâ€™s brand strategy effectiveness and competitiveness in the
world. Management Science Letters, 2019, , 1685-1700. 0.8 5

578 Geography Still Matters: Examine the Role of Location in Online Markets for Foreign Branded
Products. Decision Sciences, 2019, 50, 285-310. 3.2 11

579 Beyond country image favorability: How brand positioning via country personality stereotypes
enhances brand evaluations. Journal of International Business Studies, 2019, 50, 318-338. 4.6 68

580 The effect of brand value on economic growth: A multinational analysis. European Research on
Management and Business Economics, 2019, 25, 1-7. 3.4 16

581 Secrets to design an effective message on Facebook: an application to a touristic destination based on
big data analysis. Current Issues in Tourism, 2019, 22, 1841-1861. 4.6 32

582 Evaluation of Culturally Symbolic Brand: The Role of â€œFear of Missing Outâ€• Phenomenon. Journal of
International Consumer Marketing, 2019, 31, 270-286. 2.3 15

583 The Digitalization of Public Diplomacy. Palgrave Macmillan Series in Global Public Diplomacy, 2019, , . 0.5 108

584 A study of unconscious emotional and cognitive responses to tourism images using a neuroscience
method. Journal of Islamic Marketing, 2019, 10, 543-564. 2.3 33



33

Citation Report

# Article IF Citations

585 From Commodity to Brand: The Country of Origin Branding Perspective for Indian Medicinal and
Aromatic plants. Business Strategy and Development, 2019, 2, 4-12. 2.2 8

586 Stakeholder engagement in green place branding: <scp>A</scp> focus on userâ€•generated content.
Corporate Social Responsibility and Environmental Management, 2019, 26, 492-501. 5.0 20

587 The impact of German-speaking online media on tourist arrivals in popular tourist destinations for
Europeans. Applied Economics, 2019, 51, 1558-1573. 1.2 15

588 Gastrodiplomacy in tourism. Current Issues in Tourism, 2019, 22, 1076-1094. 4.6 32

589 Destination Extension: A Faster Route to Fame for the Emerging Destination Brands?. Journal of Travel
Research, 2019, 58, 440-458. 5.8 25

590 Network analysis of the Caucasusâ€™ image. Current Issues in Tourism, 2019, 22, 827-852. 4.6 11

591 Nations as brands: Cinema's place in the branding role. Journal of Business Research, 2020, 116, 721-733. 5.8 8

592 Measuring customer based place brand equity (CBPBE) from a public diplomacy perspective: Evidence
from West Bengal. Journal of Business Research, 2020, 116, 734-744. 5.8 21

593 Territorial brand management: Beer, authenticity, and sense of place. Journal of Business Research,
2020, 116, 680-689. 5.8 36

594 Brand image, cultural association and marketing: â€˜New Zealandâ€™ butter and lamb exports to Britain, c.
1920â€“1938. Business History, 2020, 62, 70-97. 0.6 13

595 The culinary intangible cultural heritage of UNESCO: a review of journal articles in EBSCO platform.
Journal of Culinary Science and Technology, 2020, 18, 138-156. 0.6 14

596 An Exploration of Advertorials Used to Attract Foreign Direct Investment. Journal of Current Issues
and Research in Advertising, 2020, 41, 36-53. 2.8 7

597 Entrenching geopolitical imaginations: brand(ing) Turkey through Orhan Pamuk. Journal of
International Relations and Development, 2020, 23, 339-358. 0.8 2

598 An integrated model of city and neighborhood identities: A tale of two cities. Journal of Business
Research, 2020, 117, 780-790. 5.8 16

599 Consumer animosity and its influence on visiting decisions of US citizens. Current Issues in Tourism,
2020, 23, 1166-1180. 4.6 23

600 Acculturation, pluralism, empowerment: Cultural images as strategic communication on Hispanic
nonprofit websites. Journal of International and Intercultural Communication, 2020, 13, 309-327. 0.7 2

601 Performing place promotionâ€”On implaced identity in marketized geographies. Marketing Theory, 2020,
20, 321-342. 1.7 15

602 Country Image Effects in the Era of Protectionism. Journal of International Consumer Marketing,
2020, 32, 271-286. 2.3 4



34

Citation Report

# Article IF Citations

603 Country brand personality of Brazil: a hindsight of Aakerâ€™s theory. Place Branding and Public
Diplomacy, 2020, 16, 251-264. 1.1 4

604 Country image appraisal: More than just ticking boxes. Journal of Business Research, 2020, 117, 764-779. 5.8 8

605 Places in good graces: The role of emotional connections to a place on word-of-mouth. Journal of
Business Research, 2020, 119, 444-452. 5.8 29

606 Evaluating the effectiveness of Chinaâ€™s nation branding with data from social media. Annual Review of
Social Partnerships, 2020, 5, 3-21. 1.2 8

607 Identifying Firm Resources and Capabilities for Successful Export: The Case of Regional SME Premium
Food Producers. Journal of International Food and Agribusiness Marketing, 2021, 33, 374-397. 1.0 1

608 Examining the effect of potential touristsâ€™ wine product involvement on wine tourism destination
image and travel intention. Current Issues in Tourism, 0, , 1-16. 4.6 32

609 Country Brand Equity: The Decision Making of Corporate Brand Architecture in Cross-Border Mergers
and Acquisitions. Sustainability, 2020, 12, 7373. 1.6 3

610 Do the brand and packaging matter? The case of hotel bathroom amenities. Journal of Hospitality and
Tourism Insights, 2021, 4, 565-581. 2.2 5

611 Building the connection between nation and commercial brand: an integrative review and future
research directions. International Marketing Review, 2020, 38, 19-35. 2.2 10

612 Combining participatory action research with sociological intervention to investigate participatory
place branding. Qualitative Market Research, 2020, 23, 199-216. 1.0 18

613 Should a family firm communicate their family identity and country of origin? A cross-cultural study
from Chile and Spain. International Journal of Emerging Markets, 2022, 17, 725-746. 1.3 16

614 The Influence of International Education Experience on Host Country-Related Outcomes: An Analysis
of Chinese Studentsâ€™ Relationships with South Korean Universities. Sustainability, 2020, 12, 9703. 1.6 3

615 Toward more rigorous country brand assessments: the modified country brand strength index.
International Marketing Review, 2020, 37, 319-344. 2.2 7

616
Impact of attitude towards a region on purchase intention of regional products: the mediating
effects of perceived value and preference. International Journal of Retail and Distribution
Management, 2020, 48, 707-725.

2.7 28

617 Comparison of System Characteristics of the Guangzhou Water Transit System with Its International
Peers. Transportation Research Record, 2020, 2674, 90-99. 1.0 1

618 Branding dilemma: the case of branding Hyderabad city. International Journal of Tourism Cities, 2020,
6, 545-564. 1.2 3

619 Exploring the antecedents and outcomes of destination brand love. Journal of Product and Brand
Management, 2020, 30, 433-448. 2.6 46

620 Brand expansion through reverse socialization: an example of iPhone in China. Qualitative Market
Research, 2020, 23, 1-20. 1.0 4



35

Citation Report

# Article IF Citations

621 Government Communication Management in Digital Ecosystems: A Real Case of Country Brand
Analysis. , 2020, , . 0

622 Encrypted monument: The birth of crypto place on the blockchain. Geoforum, 2020, 116, 149-152. 1.4 5

623 Modelling Municipal Social Responsibility: A Pilot Study in the Region of Extremadura (Spain).
Sustainability, 2020, 12, 6887. 1.6 5

624 Exploring the impacts of national image, service quality, and perceived value on international tourist
behaviors: A Nepali case. Journal of Vacation Marketing, 2020, 26, 473-488. 2.5 6

625 This Is My Hometown! The Role of Place Attachment, Congruity, and Self-Expressiveness on Residentsâ€™
Intention to Share a Place Brand Message Online. Journal of Advertising, 2020, 49, 540-556. 4.1 30

626 Human Capital in the Middle East. Palgrave Studies in Global Human Capital Management, 2020, , . 0.2 3

627 Gastronomy and Regional Identity: Balkan versus National Cuisine. , 2020, , 1-25. 4

628 Place branding sovereignty: re-marketing Africa's investment narrative from 1619-2019. International
Journal of Multinational Corporation Strategy, 2020, 3, 66. 0.1 1

629 Learning preferences and brand management in the Thai housing estate industry. International Journal
of Management and Enterprise Development, 2020, 19, 42. 0.1 0

630 The effect of different factors on investment decision of enterprises in industrial parts. Accounting
(discontinued), 2020, , 589-596. 0.5 3

631 Rural place branding processes: a meta-synthesis. Place Branding and Public Diplomacy, 2021, 17, 368-381. 1.1 9

632 Online Place Branding: Is Geography â€˜Destinyâ€™ in a â€˜Space of Flowsâ€™ World?. Sustainability, 2020, 12, 4073.1.6 6

633 Offshore production's effect on Americansâ€™ attitudes toward trade. Business and Politics, 2020, 22,
539-571. 0.6 4

634 2 Der Einfluss des Afrika-Images auf die Reiseentscheidung der Deutschen: Probleme und
Herausforderungen fÃ¼r das Tourismusmarketing afrikanischer Staaten. , 2020, , 50-85. 2

635 Chinese city brands and semiotic image scales: a tourism perspective. Social Semiotics, 2023, 33, 1-24. 0.6 3

636 Does Travel Really Enhance Destination-Country Image? Understanding Touristsâ€™ Changes in
Perception toward a Destination Country. Sustainability, 2020, 12, 4294. 1.6 2

637 Brands as a nation: An analysis of overseas media engagement of top Chinese brands. Annual Review of
Social Partnerships, 2020, 5, 22-39. 1.2 3

638 Multiple Criteria Evaluation of the EU Country Sustainable Construction Industry Lifecycles. Applied
Sciences (Switzerland), 2020, 10, 3733. 1.3 5



36

Citation Report

# Article IF Citations

639 Factors impacting state branding communication success: a mediating and multigroup analysis. Place
Branding and Public Diplomacy, 2020, 17, 317. 1.1 0

640 Branding in a Hyperconnected World: Refocusing Theories and Rethinking Boundaries. Journal of
Marketing, 2020, 84, 24-46. 7.0 207

641 Global cities, creative industries and their representation on social media: A micro-data analysis of
Twitter data on the fashion industry. Environment and Planning A, 2020, 52, 1195-1220. 2.1 28

642 Examining Country of Origin Effect among Lebanese Consumers: A Study in the Cosmetics Industry.
Journal of International Consumer Marketing, 2021, 33, 194-208. 2.3 6

643 Applying the Hollywood scriptwriting formula to destination branding. Current Issues in Tourism,
2021, 24, 1058-1078. 4.6 3

644 Academic Tourism. Journal for Labour Market Research, 2021, , . 0.6 2

645 Migration intentions: a sign of a weak nation brand? A multi-group analysis between China and
Pakistan. Journal of Product and Brand Management, 2021, 30, 262-280. 2.6 4

646 From country stereotypes to country emotions to intentions to visit a country: implications for a
country as a destination brand. Journal of Product and Brand Management, 2021, 30, 118-131. 2.6 29

647 Nation branding as a market-shaping strategy: A study on South Korean products in Vietnam. Journal
of Business Research, 2021, 122, 131-144. 5.8 21

648 Country image and consumer evaluation of imported products: test of a hierarchical model in four
countries. European Journal of Marketing, 2021, 55, 444-467. 1.7 16

649 Exploration of patriotic brand image: its antecedents and impacts on purchase intentions. Asia Pacific
Journal of Marketing and Logistics, 2021, 33, 1455-1481. 1.8 23

650 Providing a model for brand strength in banking industry using yazd city banks. Asia Pacific
Management Review, 2021, 26, 78-85. 2.6 2

651 Mere association of product image and travel destination. Annals of Tourism Research, 2021, 86,
103062. 3.7 10

652 Rethinking Place Branding From a Political Perspective: Urban Governance, Public Diplomacy, and
Sustainable Policy Making. American Behavioral Scientist, 2021, 65, 632-649. 2.3 14

653 Intensity of foreign investment promotion and development levels in Centralâ€“Eastern European
regions. Journal of Place Management and Development, 2021, 14, 114-133. 0.7 0

654 Destination branding and co-creation: a service ecosystem perspective. Journal of Product and Brand
Management, 2021, 30, 148-166. 2.6 36

655 Countryâ€™s International Reputation Index. Corporate Reputation Review, 2021, 24, 14-30. 1.1 4

656 The Concept of an Imperial City in The Modern Global World. SHS Web of Conferences, 2021, 92, 06022. 0.1 0



37

Citation Report

# Article IF Citations

657 A Permanent Virtual Memorial for a Whistleblower of the COVID-19 Pandemic: A Case Study of Crypto
Place on the Blockchain. Human Dynamics in Smart Cities, 2021, , 47-59. 0.2 0

658 Investigating the factors on attracting resources for urban development in Vietnam. Accounting
(discontinued), 2021, , 933-942. 0.5 1

659 Determinants of Global Korea Scholarship studentsâ€™ word-of-mouth about Korea. Asia Pacific
Education Review, 2021, 22, 15-29. 1.4 10

660 Impact of COVID-19 on the Global Tourism Industry and Ways to Ensure High Competitiveness of the
Territory in the Global Tourism Market after the Pandemic. SHS Web of Conferences, 2021, 92, 01041. 0.1 2

661 Use of Social Media by Tourists at Religious Tourism Destinations in India. Advances in Hospitality,
Tourism and the Services Industry, 2021, , 250-267. 0.2 2

662 Online Place Branding. Advances in Marketing, Customer Relationship Management, and E-services
Book Series, 2021, , 128-149. 0.7 0

663 Reproduction of the City Image in Political Narrative. Advances in Media, Entertainment and the Arts,
2021, , 257-272. 0.0 0

664 One Island, Two Nations. Advances in Marketing, Customer Relationship Management, and E-services
Book Series, 2021, , 54-73. 0.7 1

665 Nationalism in the produce aisle: Using country of origin labels to stir patriotism and animosity. Q
Open, 2021, 1, . 0.7 3

666 Understanding rural Chinese consumersâ€™ behavior: A stimulusâ€“organismâ€“response (S-O-R) perspective
on Huaweiâ€™s brand loyalty in China. Cogent Business and Management, 2021, 8, . 1.3 18

667 Social Media, Interfacing Brands in Relation to the Social Media Ecosystem. , 2021, , 1271-1301. 0

668 Effect of Information Technology on Warehousing and Inventory Management for Competitive
Advantage. Advances in Electronic Commerce Series, 2021, , 570-593. 0.2 1

669
Linking Social Media Marketing Activities to Revisit Intention through Brand Trust and Brand Loyalty
on the Coffee Shop Facebook Pages: Exploring Sequential Mediation Mechanism. Sustainability, 2021, 13,
2277.

1.6 47

670 Sustainability in Overtouristified Cities? A Social Media Insight into Italian Branding Responses to
Covid-19 Crisis. Sustainability, 2021, 13, 1848. 1.6 27

671 Social-ecological resilience and community-based tourism in the commonwealth of Dominica. Tourism
Geographies, 2021, 23, 458-478. 2.2 13

672 Application of Refined Kanoâ€™s Model to Shoe Production and Consumer Satisfaction Assessment.
Sustainability, 2021, 13, 2484. 1.6 7

673 Roles of Brand Image and Effectiveness on Smartphone usage over Digital Marketing. , 2021, , . 0

674 Of pride and prejudice: agent learning under sticky and persistent stereotype. Journal of Economic
Interaction and Coordination, 2021, 16, 381-410. 0.4 1



38

Citation Report

# Article IF Citations

675
Mapping the influence of <scp>countryâ€•ofâ€•origin</scp> knowledge, consumer ethnocentrism, and
perceived risk on consumer action against foreign products. Journal of Consumer Behaviour, 2021, 20,
1164-1178.

2.6 20

676 Geography as branding: Descriptive evidence from Taobao. Quantitative Marketing and Economics,
2021, 19, 53-92. 0.7 9

677 Consumer behavior and environmental sustainability in tourism and hospitality: a review of theories,
concepts, and latest research. Journal of Sustainable Tourism, 2021, 29, 1021-1042. 5.7 248

678 THE FORMATION OF A NATION TOURISM BRAND OF UKRAINE. Baltic Journal of Economic Studies, 2021, 7,
161-169. 0.1 3

679 COVID-19 AÅŸÄ±sÄ±na YÃ¶nelik TutumlarÄ±n SaÄŸlÄ±k SektÃ¶rÃ¼ AÃ§Ä±sÄ±ndan Analizi: MenÅŸei Ãœlke Ä°majÄ±nÄ±n RolÃ¼. Duzce
Universitesi Tip FakÃ¼ltesi Dergisi, 2021, 23, 122-130. 0.3 10

680 Revamping heritage brand: a case of Murshidabad, West Bengal, India. Place Branding and Public
Diplomacy, 0, , 1. 1.1 1

681
Collaboration in marketing regional tourism destinations: Constructing a business cluster
formation framework through participatory action research. Journal of Hospitality and Tourism
Management, 2021, 46, 347-359.

3.5 18

682 DESTINATION IMAGE ANALYSIS AND ITS STRATEGIC IMPLICATIONS: A LITERATURE REVIEW FROM 1990 TO 2019.
International Journal of Tourism & Hospitality Reviews, 2021, 8, 30-50. 0.9 7

683 Social Marketing Campaign in Tobacco Control (A Comparative Analysis of Indonesia and Taiwan). Open
Access Macedonian Journal of Medical Sciences, 2021, 9, 146-150. 0.1 0

684 Segmenting International Tourists Based on the Integration of Travel Risk Perceptions and Past Travel
Experience. Journal of Quality Assurance in Hospitality and Tourism, 2022, 23, 508-538. 1.7 9

685 Marka Tatmini, GÃ¼veni ve Sadakati ArasÄ±ndaki Ä°liÅŸkinin Sosyal Medya Ä°letiÅŸimi KapsamÄ±nda Ä°ncelenmesi.
Gaziantep University Journal of Social Sciences, 2021, 20, 574-590. 0.1 5

686 Social customer relationship management: a customer perspective. Journal of Hospitality Marketing
and Management, 2021, 30, 673-698. 5.1 18

687 City marketing research: a bibliometric analysis. Revista Escuela De Administracion De Negocios, 2021, ,
. 0.1 2

688 The Impact of Customer Education on the Perception of Made in Italy Products in the Agri-Food
Sector. International Journal of Applied Behavioral Economics, 2021, 10, 35-52. 0.1 0

689 Determining the suitability level of urban markets to the urban planning and design criteria: case of
Bilecik, Turkey. Environment, Development and Sustainability, 0, , 1. 2.7 1

690 Customer-Based Place Brand Equity and Tourism: A Regional Identity Perspective. Journal of Travel
Research, 2022, 61, 511-527. 5.8 18

691 Destinasyon PazarlamasÄ± Perspektifinde KÃ¼ltÃ¼rel Miras. DivriÄŸi Ã‡iÄŸdemli KÃ¶yÃ¼nÃ¼n KeÅŸfi. Kent Akademisi,
2021, 14, 59-72. 0.1 2

692 Cross-border M&As: Theorizing the negative effect of political ideology mismatch with host country
labor institutional context on employee outcomes. Journal of Business Research, 2021, 128, 164-173. 5.8 3



39

Citation Report

# Article IF Citations

693 The importance of the export country's environmental image for consumer responses to an imported
environmentally friendly product. International Marketing Review, 2021, 38, 1217-1241. 2.2 3

694
Impact of brand equity on purchase intentions: empirical evidence from the
health<i>takÄ•ful</i>industry of the United Arab Emirates. ISRA International Journal of Islamic Finance,
2021, 13, 349-365.

1.2 14

695 Creation and Implementation of Collective Brands: AnÂ Analysis of the Brazilian Wine Sector
Challenges. Journal of International Food and Agribusiness Marketing, 2023, 35, 1-19. 1.0 3

696 La relaciÃ³n de los productos agroalimentarios de calidad diferenciada con el turismo en EspaÃ±a y
Portugal. Boletin De La Asociacion De Geografos Espanoles, 2021, , . 0.2 3

697 Branding cities, regions and countries: the roadmap of place brand equity. RAUSP Management Journal,
2021, 56, 202-216. 0.8 6

698 Radio Frequency Identification (RFID) Application Analysis on E-Toll in Indonesia. IOP Conference
Series: Materials Science and Engineering, 2021, 1125, 012050. 0.3 1

699 Methodological approaches for the study of the country brand: The case of Peru and perception in
Germany. , 2021, , . 0

700 Using integrated marketing communications to promote country personality via government
websites. Place Branding and Public Diplomacy, 0, , 1. 1.1 0

701 Social Media Marketing Activities and Brand Loyalty: A Meta-Analysis Examination. Journal of
Promotion Management, 2022, 28, 60-90. 2.4 35

702 An image worth a thousand words? Expressions of stakeholder identity perspectives in place image
descriptions. Journal of Place Management and Development, 2021, 14, 315-330. 0.7 2

703 Popular culture influences on national image and tourism behavioural intention: An exploratory
study. Journal of Psychology in Africa, 2021, 31, 390-399. 0.3 4

704 Letâ€™s get acquainted: an empirical study on <i>takaful</i> customer-service provider relationships
from Saudi Arabian perspectives. Journal of Islamic Marketing, 2022, 13, 2209-2231. 2.3 1

705 Whatâ€™s in a Place? The Contribution of Strategic Communication to Placemaking and Territorial
Communication. , 2021, , 353-376. 0

706 The relevance of geographic origin in sustainability challenge: the facets of country ecological image.
Journal of Consumer Marketing, 2021, 38, 664-678. 1.2 8

707 Caught in the Middle of a Global Trade War: Singaporean Consumersâ€™ Country Brand Evaluations.
Journal of International Consumer Marketing, 0, , 1-14. 2.3 0

708
Revisiting the corporate image through service quality and relationship marketing: an empirical
evidence from Malaysian and Saudi Arabian Takaful customers. Journal of Islamic Accounting and
Business Research, 2021, 12, 849-871.

1.1 3

709 Image of India as a Destinationâ€”Perceptions of Mobile-savvy Seniors from China. Journal of China
Tourism Research, 0, , 1-28. 1.2 0

711 Measuring the Relationship Between Service Quality and Customer Satisfaction in the Hotel Industry.
International Journal of Scientific and Research Publications, 2021, 11, 336-347. 0.0 1



40

Citation Report

# Article IF Citations

712 The resurgence of nationalism and its implications for supply chain risk management. International
Journal of Physical Distribution and Logistics Management, 2022, 52, 4-28. 4.4 17

713 A place to work: examining workplace location attributes that appeal to generation Y and Z talent.
Journal of Place Management and Development, 2022, 15, 264-283. 0.7 5

714 Impact of nation brand experience on nation brand loyalty, and positive WOM in a changing
environment: the role of nation brand love. International Marketing Review, 2023, 40, 28-48. 2.2 6

715 Conceptualizing country-of-origin image as a country-specific advantage: An insider perspective.
Journal of Business Research, 2021, 134, 415-427. 5.8 12

716 From city promotion via city marketing to city branding: Examining urban strategies in 23 Chinese
cities. Cities, 2021, 116, 103269. 2.7 26

717 Modeling the effects of place heritage and place experience on residentsâ€™ behavioral intentions
toward a city: A mediation analysis. Journal of Business Research, 2021, 134, 428-442. 5.8 10

718
Assessing the impact of sharing economy through adoption of ICT based crowdshipping platform for
last-mile delivery in urban and semi-urban India. Information Technology for Development, 2021, 27,
670-696.

2.7 9

719 Emotional branding of a city for inciting resident and visitor place attachment. Place Branding and
Public Diplomacy, 2023, 19, 93-102. 1.1 9

720 AFRICA'S FOREIGN POLICY AND NATION BRANDING: REGIONAL LEADERSHIP AND ITS DISCONTENTS. Strategic
Review for Southern Africa, 2021, 39, . 0.2 1

721 Impact of Strong Global Brands of Cultural Institutions on the Effective Development of Regions in
the Context of the Covid-19 Pandemic. SHS Web of Conferences, 2021, 92, 01039. 0.1 3

722 Traditional Food Productsâ€”Between Place Marketing, Economic Importance and Sustainable
Development. Sustainability, 2021, 13, 1277. 1.6 18

723 Introduction to the Country of Origin Effect in International Marketing Strategies. International
Series in Advanced Management Studies, 2020, , 1-21. 0.1 1

724 Un-nation Branding: The Cities of Tel Aviv and Jerusalem in Israeli Soft Power. Palgrave Macmillan
Series in Global Public Diplomacy, 2020, , 137-160. 0.5 3

725 Exploring Opportunities for Global Innovation. , 2014, , 41-59. 1

726 Intangible Cultural Heritage: The New Frontier of Destination Branding. Developments in Marketing
Science: Proceedings of the Academy of Marketing Science, 2015, , 388-390. 0.1 4

727 Place Branding in Systems of Place â€“ on the Interrelation of Nations and Supranational Places. , 2015, ,
25-37. 12

728 Superdiversity and City Branding: Rotterdam in Perspective. Imiscoe Research Series, 2019, , 209-223. 0.4 2

729 From CM to CRM to CN2: A Research Agenda for the Marketing Communications Transition. , 2012, ,
421-432. 23



41

Citation Report

# Article IF Citations

730 Can Country of Origin Branding be a Competitive Advantage for Agri-Products from Emerging
Countries?. , 2016, , 167-183. 4

731 Repositioning destination brands at a time of crisis. , 2011, , 335-346. 7

732 The halo effect: A longitudinal approach. Annals of Tourism Research, 2020, 83, 102938. 3.7 27

733
Understanding the contribution of stakeholder collaboration towards regional destination
branding: A systematic narrative literature review. Journal of Hospitality and Tourism Management,
2020, 43, 250-258.

3.5 41

734 Cultural Entrepreneurs as Foundations of Place Brands. , 2015, , 48-64. 2

736 The importance of historical Tang dynasty for place branding the contemporary city Xi'an. Journal of
Management History, 2012, 18, 96-104. 0.5 16

737 A study of the Chinese consumersâ€™ product-country image of Spain. Asia Pacific Journal of Marketing
and Logistics, 2017, 29, 947-977. 1.8 4

738 Nation Branding and Economic Development : Finding the Missing Link. Oman Chapter of Arabian
Journal of Business and Management Review, 2015, 5, 35-56. 0.0 1

739 Meet the "New" Europeans: EU Accession and the Branding of Bulgaria. Advertising and Society Review,
2007, 8, . 0.3 13

740 The Waste-Free Production Development for the Energy Autonomy Formation of Ukrainian
Agricultural Enterprises. Journal of Environmental Management and Tourism, 2020, 11, 513. 0.3 23

741 Consumersâ€™ Emotional Bonds with Foreign Countries: Does Consumer Affinity Affect Behavioral
Intentions?. , 0, . 1

742 Measuring the Impact of Extrinsic Cues on Consumersâ€™ Purchasing Decision for Food Products. Studia
Universitatis Babe-Bolyai Oeconomica, 2017, 62, 33-46. 0.4 1

743 A Study on Korea Country Image and Cosmetics Brand Image in Vietnam Market by the Korean Wave.
International Commerce and Information Review, 2015, 17, 73-91. 0.1 8

744 A Study on Changing Images of Korea on the New York Times: Focusing on Koreaâ€™s Soft Power. Journal
of Public Relations, 2010, 14, 150-184. 0.2 2

745 Nation Branding: Beautiful Bangladesh. Asian Business Review, 2013, 2, 31-36. 0.4 11

746 Factors Affecting Purchase Intention towards Smartphone Brand: A Study on Bangladeshi Private
University Students. Global Disclosure of Economics and Business, 2017, 6, 93-106. 0.1 2

747 The Perceived Country Of Origin Images In Turkey. International Business and Economics Research
Journal, 2010, 9, . 0.4 14

748 TALES OF CITIES: CITY BRANDING THROUGH STORYTELLING. Journal of Global Strategic Management, 2016,
1, 31-31. 0.1 18



42

Citation Report

# Article IF Citations

749 Competitiveness of Kvarner region: challenges for destination management and branding. Tourism and
Hospitality Management, 2013, 19, 217-231. 0.5 8

750 CAN CUSTOMER BASED BRAND EQUITY HELP DESTINATIONS TO STAY IN RACE? AN EMPIRICAL STUDY OF
KASHMIR VALLEY. Tourism and Hospitality Management, 2017, 23, 251-266. 0.5 5

751 An Assessment of Brand Identities of The 10 Cities with The Highest Number of Tourist Demand in
Turkey. Gaziantep University Journal of Social Sciences, 2019, 18, 348-365. 0.1 4

752 Åžehir MarkasÄ± OluÅŸturma SÃ¼reci ve Bir Marka Åžehir Olarak Samsunâ€™un Ä°ncelenmesi. Artvin Ã‡oruh
Ãœniversitesi UluslararasÄ± Sosyal Bilimler Dergisi, 0, , . 0.3 2

753
Exploring Brand Awareness, Customer Loyalty and Perceived Quality: how they ensure Profitability
and generate Purchase Intention: A study on cosmetic industry of Pakistan. Journal of Social and
Development Sciences, 2017, 8, 40-45.

0.1 2

754 Protected Area branding strategies to increase stewardship among park constituencies. Parks, 2012, 18,
55-64. 1.2 9

755 â€œSomos de marcaâ€•. Turismo y marca UNESCO en el Patrimonio Cultural Inmaterial. Pasos, 2019, 17,
1127-1141. 0.1 5

756 A Study of Brand Value Development on Convention Destination: Application of Means-End Chain and
Laddering Technique. Management & Information Systems Review, 2012, 31, 253-272. 0.1 2

757 CONCEPT VARIATIONS ON DESTINATION, PLACE AND NATION MARKETING AND BRANDING. Bulletin of the
Transilvania University of BraÅŸov: Series VII: Social Sciences, Law, 2019, 61(12), 389-394. 0.0 2

758 Does brand market value affect consumer perception of brand origin in the purchasing process? The
case of Tuscan wines. Mercati & CompetitivitÃ€, 2017, , 51-78. 0.1 5

759 Conceptualisation of Nation Brand Image. International Journal of Management Studies, 0, 20, . 0.5 5

760 Promotion Analysis of Marine Tourism in Indonesia: A Case Study. European Research Studies Journal,
2018, XXI, 602-613. 0.3 7

761 Le changement de nom des communes franÃ§aises aspects Ã©conomiques, marketing et stratÃ©giques.
Revue D'economie Regionale Et Urbaine, 2007, juillet, 269-291. 0.1 5

762 Customer-Centric Strategies in Place Marketing. , 2013, , 435-452. 3

763 Social Media, Interfacing Brands in Relation to the Social Media Ecosystem. Advances in E-Business
Research Series, 2017, , 132-170. 0.2 2

764 Branding Porto. Advances in Marketing, Customer Relationship Management, and E-services Book
Series, 2019, , 198-219. 0.7 3

765
Evaluating the Role of Research and Development and Technology Investments on Economic
Development of E7 Countries. Advances in Logistics, Operations, and Management Science Book Series,
2019, , 245-263.

0.3 36

766 Sustainable Tourism Marketing Strategy. , 2019, , 183-206. 8



43

Citation Report

# Article IF Citations

767 City Boosterism through Internet Marketing. , 2009, , 130-151. 4

768 Creative Tourism in Successful Destination Management as a Solution of Systemic Crisis in Slovak
Tourism. , 2020, , 854-875. 1

769 A Conceptual Framework for Tourism Transition Areas Based on Territorial Capital: a Case Study of
Vinci. , 2014, 03, . 4

770 Reimaging Ethiopia through Destination Branding. American Journal of Industrial and Business
Management, 2016, 06, 205-219. 0.4 2

771 Influence of Marketing Strategy on NPD Performance: Role of Customer Perceived Value and Product
Characteristics. Open Journal of Social Sciences, 2014, 02, 34-38. 0.1 2

772 ExPro as psycho-affective stimulators through experiential marketing in nonprofit organizations. CIID
Journal, 2020, 1, 01-27. 0.4 6

773 Image and Reputation of Yalova City: A Study on Yalova University Students. Emerging Markets Journal,
2015, 5, 71-78. 0.3 6

774 DESIRED DIMENSIONS OF PLACE BRAND PERSONALITY, INCLUDED IN ADVERTISING SLOGANS OF POLISH
TOWNS/CITIES. Economics and Management, 2014, 19, . 0.2 3

775 International marketing in an enlarged European Union: Some insights into cultural heterogeneity in
Central Europe. Journal of East European Management Studies, 2008, 13, 193-215. 0.1 8

776 Do events contribute to the brand of Novi Sad?: A millennials' perspective. Menadzment U
Hotelijerstvu I Turizmu, 2019, 7, 47-59. 0.2 6

777 Festival branding: Case study: The Dragacevo trumpet festival in Guca. Turizam, 2013, 17, 29-37. 0.5 2

778 Students' perception of city branding: The case of Kastamonu and Kastamonu University. Turizam, 2019,
23, 34-52. 0.5 4

780 Destination Brand Experience: A Study Case in Touristic Context of the Peneda-GerÃªs National Park.
Sustainability, 2021, 13, 11569. 1.6 14

781 Open Innovationâ€”An Explorative Study on Value Co-Creation Tools for Nation Branding and Building
a Competitive Identity. Journal of Open Innovation: Technology, Market, and Complexity, 2021, 7, 206. 2.6 10

782 Coopetition as improvisation: an exploratory comparative case study investigation into Spainâ€™s
natural wine industry. International Journal of Wine Business Research, 2022, 34, 308-328. 1.0 6

783 Landesmarketing: Image-Effekte der EXPO 2000 am Beispiel Finnlands. , 2004, , 169-195. 0

785 Flag brands as factor and results of a country identity and image: Polish experiences. Pecunia: Revista
De La Facultad De Ciencias EconÃ³micas Y Empresariales, 2006, , 141. 0.0 0

786 Looking for the Image of Modernization: The Story of Made in Taiwan (MIT). Lecture Notes in Computer
Science, 2009, , 419-428. 1.0 0



44

Citation Report

# Article IF Citations

787 TRES ESTRATEGIAS DE MARKETING PARA LAS PYMES DEL SECTOR TURÃ•STICO OAXAQUEÃ‘O HACIA EL 2020.
Gestion Turistica, 2009, , 125-140. 0.0 0

788 The Effect of Country Based Image in Accurance of Brand in Cultural Destinations. Pasos, 2010, 8,
79-90. 0.1 2

789 A Study on the Countries Responsivity of Country-of-Origin Product of the Korea Customer.
International Commerce and Information Review, 2010, 12, 353-373. 0.1 0

790 A imagem dos destinos turÃsticos: a cidade de SÃ£o Paulo sob o olhar de jovens do Rio de Janeiro.
Turismo Em anÃ¡lise, 2010, 21, 445. 0.0 2

791 Signaling Environmental Stewardship in Corrupt Societies: The Case of ISO 14001. SSRN Electronic
Journal, 0, , . 0.4 0

792 Effects of Attitudes towards Cultural Contents on Brand Attitude and Purchase Intention ï¼•The Role
of Country Image and Product Imageï¼•. Global Business Administration Review, 2011, 8, 1-27. 0.0 0

793 The Role of Hypertext in Consumer Decision Making. The Case of Travel Destination Choice. Journal of
Entrepreneurship, Management and Innovation, 2012, 8, 78-94. 0.6 1

794 A Study on the Re-purchase Intention and Country-of-Origin Effect for Vietnam's Country Image.
International Commerce and Information Review, 2012, 14, 23-46. 0.1 0

795 The Importance of Hypertext in the Tourist Destination Choice from Web Sites. , 0, , . 0

796 A Study on Dimension of National Identity Universal Perception. Journal of Public Relations, 2012, 16,
127-163. 0.2 1

797 Internet-based information and foreign direct investment (FDI) location decision making: An
information cost perspective. African Journal of Business Management, 2012, 6, . 0.4 1

798 Catalan public diplomacy, soft power, and noopolitik: A public relations approach to Catalonia's
governance. Catalan Journal of Communication and Cultural Studies, 2012, 1, 67-85. 0.2 2

799 A Study on South Koreaâ€™s Image Shown on International Media: Focusing on National Differences.
Journal of Public Relations, 2012, 16, 62-97. 0.2 1

800 Country equity-retesting and improving the model of country equity: Comparing Japan and South
Korea equity in electronics. African Journal of Business Management, 2012, 6, . 0.4 1

801 ISLAMIC IDENTITY VERSUS CITY/PLACE BRANDING. Journal of Islamic Architecture, 2012, 2, . 0.2 0

802 A Study on the Effects of Consumer Animosity and Ethnocentrism on Country Image - An Empirical
Study of China's Country Image -. Journal of Sinology and China Studies, 2012, 56, 179-194. 0.0 0

803 Improved Public Infrastructure and Sustainable Place Branding. , 2013, , 187-194. 0

804 Die Nation als Marke â€“ Der Einfluss von Patriotismus, Ethnozentrismus, der Tendenz zu sozial
erwÃ¼nschten Antworten und der Umfragemethode auf die Images von LÃ¤ndern. , 2013, , 241-269. 0



45

Citation Report

# Article IF Citations

806 Nation Branding and its Potential for Differentiation in Regional Politics: The Case of the United Arab
Emirates and Qatar. Management Dynamics in the Knowledge Economy, 2013, 6, 167-185. 0.5 6

807 Branding Nations. , 2013, , 23-42. 0

808 InformaciÃ³n econÃ³mica de Agencias Internacionales de Noticias: Impacto en la imagen de Venezuela..
Revista De Ciencias Sociales, 2013, 19, . 0.1 0

809 Need for a Rethink. , 2014, , 89-97. 0

811 A Study on Establishment of National Brand Identity to Improvement of National Loyalty and National
Competitiveness. Korea International Trade Research Institute, 2013, 9, 523-549. 0.2 0

812 The Strategic Importance of Consumer Insight in Defining Place Brand Identity and Positioning.
Journal of International Studies, 2013, 6, 9-19. 0.7 3

813 City Branding durch Sportevents. , 2014, , 235-254. 0

814 Les marques territoriales. Communication, 2013, , . 0.1 2

815 Brand Africa and Sustainable Development: Evidence from the Field. Advances in African Economic,
Social and Political Development, 2014, , 165-186. 0.1 0

816 Using a Sport Event within Coordinated Destination Marketing: A Case History of the New Mexico
Bowl. The Journal of SPORT, 2014, 3, 102-134. 0.2 0

817 Communicating Nation Brands through Mass and Social Media. Advances in Linguistics and
Communication Studies, 2014, , 409-425. 0.2 0

818 10.5937/industrija42-6476 = Impact of the perceived quality of education in business schools on
competitiveness. Industrija, 2014, 42, 7-23. 0.3 0

819 Nation Branding of Korea. , 2014, , 69-84. 2

820 Investigating important factors influencing on strategic marketing planning. Management Science
Letters, 2014, , 251-254. 0.8 1

821 2.0 Country Branding. , 0, , . 0

822 The Impact of Korean Country Image on Brand Identity, Brand Attitude and Purchase Intention -A Case
for Chinese Consumers-. Journal of the Korean Society of Clothing and Textiles, 2014, 38, 251-265. 0.0 1

823 An Ontology-based Analysis of Wikipedia Usage Data for Measuring degree-of-interest in Country.
Journal of the Korea Society of Computer and Information, 2014, 19, 43-53. 0.0 0

824 Consumption of specific tourist products â€“ the value of participation in mega-event and its influence
in shaping visitor loyalty to a destination. Journal of International Studies, 2014, 7, 109-121. 0.7 2



46

Citation Report

# Article IF Citations

825
The Effect of Multifaceted Country Image on Country-Product Image and Brand Evaluation:
Moderating Effect of Chinese Consumerâ€™s Ethnocentrism and Perceived Brand Globalness. Korea
International Trade Research Institute, 2014, 10, 495-516.

0.2 3

826 Image: Slovak versus foreign foodstuffs. Acta Universitatis Agriculturae Et Silviculturae Mendelianae
Brunensis, 2014, 59, 143-148. 0.2 2

827 Marca Cabo Verde. AproximaciÃ³n al reciente posicionamiento del paÃs a travÃ©s de su identidad
turÃstica. Questiones Publicitarias, 2014, , 1-15. 0.2 0

828 Imagen paÃs de Colombia desde la perspectiva estadounidense. Hallazgos, 2014, 11, . 0.3 1

829 The Influence of Cultural Tourism Resource Characteristic on Tourism Industry Stickiness and Brand
Value Recognition about Tourism City. Journal of Product Research, 2014, 32, 47-64. 0.0 0

832 The Consumer Valuation for Design R&D Convergent Products. Journal of Product Research, 2014, 32,
11-27. 0.0 0

833 Effects of China's Country Image on Korean Consumer Attitudes and Purchase Intention. International
Commerce and Information Review, 2014, 16, 117-149. 0.1 0

834 Giving Brand Image to a Nation. Advances in Hospitality, Tourism and the Services Industry, 2015, ,
339-358. 0.2 0

836 Sustainable Tourism Marketing Strategy. Advances in Hospitality, Tourism and the Services Industry,
2015, , 54-77. 0.2 3

837 Russian Artistic Gymnastics as a Sports Tourism Product: Some Observations and a Research Agenda.
Springer Proceedings in Business and Economics, 2015, , 81-96. 0.3 0

838 Promoting Bucovina's Tourism Brand. Advances in Marketing, Customer Relationship Management, and
E-services Book Series, 2015, , 24-46. 0.7 0

839 Managing the Unmanageable: Stakeholder Involvement in Creating and Managing Places and Their
Brands. , 2015, , 65-78. 0

840 O retrato do Brasil no jornal The New York Times. MÃdia E Cotidiano, 2015, 5, . 0.1 0

841 Brazilianness: a Look at the Multiple Faces of the Brazilian National Identity. Future Studies Research
Journal: Trends and Strategies, 2015, 7, 130-155. 0.2 2

842 Effects of Global Cultural Content on Global Brand Attitude : The Moderating Role of Susceptibility
to Global Consumer Culture. Korea International Trade Research Institute, 2015, 11, 137-151. 0.2 0

843 Bringing the Nation to the Nation Branding Debate: Evidence From Ukraine. Developments in Marketing
Science: Proceedings of the Academy of Marketing Science, 2016, , 374-377. 0.1 1

844 The Study on the Relationship between National Identity, and National Reputation: Focusing on the
Mediating Effect of Identification. Journal of Public Relations, 2015, 19, 116-145. 0.2 0

845 Country brand equity: a comparison between the USA and China. Revista Brasileira De Gestao De
Negocios, 0, , 1193-1211. 0.2 2



47

Citation Report

# Article IF Citations

846 Branding in the Activities Of European of National Tourism Organizations (NTO). Ekonomiczne
Problemy Turystyki, 2016, 36, 21-33. 0.1 0

847 Ethnocentric dimension of prosumption activity of polish customers. Studia I Prace WNEiZ, 2016, 43,
21-28. 0.1 0

848 The Role of Destination Attributes in Assessing/Constructing the Image of Tourist Destination.
Advances in Hospitality, Tourism and the Services Industry, 2016, , 1-25. 0.2 0

849 Image and Branding of Liege and Charleroi. Belgeo, 2016, , . 0.1 3

850 MEASURING DESTINATION IMAGE: A CASE-STUDY OF HUE, VIETNAM. Hue University Journal of Science
Agriculture and Rural Development, 2016, 113, 73. 0.0 1

851 A influÃªncia do Soft Power na InternacionalizaÃ§Ã£o dos Produtos Culturais Brasileiros: Uma Proposta
de Framework. Internext, 2016, 11, 37. 0.0 0

853 Monitoring Growths and Product Quality of Local Souvenirs to Enhance Tourist Destination Image
of North Sulawesi, Indonesia. , 2017, , 277-290. 0

854 The Effects of Regional Branding on Soybean Products: Evidence from Consumer Longitudinal Data in
Korea. Journal of Distribution Science, 2016, 14, 109-116. 0.4 1

855 Place branding: a cross-road between academics of many disciplines and practitioners. Call for "a"
articles written by marketing academicians!. Mercati & CompetitivitÃ€, 2016, , 7-12. 0.1 0

856 Frugality in Indian Context: What Makes India a Lead Market for Affordable Excellence?. India Studies
in Business and Economics, 2017, , 37-61. 0.2 9

857 GÃ¼Ã§lÃ¼ Kent MarkasÄ± OluÅŸturmada Destinasyon KiÅŸiliÄŸi, BiliÅŸsel ve Duygusal Ä°majÄ±n RolÃ¼: Hatay Ã–rneÄŸi.
Anadolu Ãœniversitesi Sosyal Bilimler Dergisi, 0, , 145-160. 1.0 0

858
The Role of â€œConsumer Need for Uniquenessâ€• and Product Typicality in Explaining Variation of
Country of Origin Effects. Developments in Marketing Science: Proceedings of the Academy of
Marketing Science, 2017, , 342-344.

0.1 0

859 Legacy of Hallmark Events: Cross-Cultural Analysis Among Emerging Destinations. , 2017, , 273-314. 2

860 The Intended Image of a Place Brand. Advances in Hospitality, Tourism and the Services Industry, 2017, ,
74-93. 0.2 0

861 From Geographical Indications to Collective Place Branding in France and Morocco. Ius Gentium, 2017,
, 173-196. 0.1 4

862 Travel Web Portal Translation: Region Branding in Context of Globalization. , 2017, , . 0

863 Place Branding: Developing a Conceptual Framework for Place Image. , 2017, , 150-173. 1

864 Destination Brand-Building of Cultural Heritage Tourism. Advances in Hospitality, Tourism and the
Services Industry, 2017, , 175-190. 0.2 0



48

Citation Report

# Article IF Citations

865 Creative Tourism in Successful Destination Management as a Solution of Systemic Crisis in Slovak
Tourism. Advances in Hospitality, Tourism and the Services Industry, 2017, , 116-137. 0.2 0

866 Branding Various-Sized Destinations. Advances in Hospitality, Tourism and the Services Industry, 2017, ,
199-228. 0.2 1

867 The Role of Movies/TV Series in Building Country/City/Destination Brands. Advances in Hospitality,
Tourism and the Services Industry, 2017, , 269-282. 0.2 0

868 The Role of Culture in City Branding. Advances in Hospitality, Tourism and the Services Industry, 2017, ,
227-244. 0.2 0

869 Reciprocal Relationships between Country Image and Brand Image in Chinese Cosmetic Market : Test of
An Alternative Models. Journal of Product Research, 2017, 35, 119-126. 0.0 0

870 Study on the Relationship Between Advantageous Agricultural Industrial Clusters and Agricultural
Regional Brands. DEStech Transactions on Computer Science and Engineering, 2017, , . 0.1 0

871 THE INFLUENCE OF COUNTRY OF ORIGIN ON BRAND IMAGE AND BRAND ATTITUDES: AN EMPRICAL STUDY ON
TURKEY. Ä°ÅŸletme Bilimi Dergisi, 0, , 89-103. 0.2 0

872 Smart management systems (Triple Helix model) in Waterloo, Canada. Journal of Global Business
Insights, 2018, 3, 12-26. 1.4 2

873 Exploring the effects of ethnocentrism and country familiarity in consumer preference and brand
recognition. International Journal of Business and Globalisation, 2018, 20, 1. 0.1 1

874 Communicating Nation Brands Through Mass and Social Media. , 2018, , 1497-1514. 0

875 Residents' Coproduction Activities as the Basis of Urban Development: The Case of the Football World
Cup in Volgograd. SSRN Electronic Journal, 0, , . 0.4 0

876 The Need for a Cultural Representation Tool in Cultural Product Design. KAIST Research Series, 2018, ,
107-114. 1.5 0

877 Architectural Images and City Marketing. Urban Book Series, 2018, , 151-155. 0.3 0

878 The Scenario Model of Aesthetic Plastic Surgery Business for Preparing a Thai Popular Culture Wave
on Medical Tourism. SSRN Electronic Journal, 0, , . 0.4 0

879 Measurement of Customer Based Brand EquÄ±ty for TourÄ±sm DestÄ±natÄ±ons: A Research on Anamur.
Gaziantep University Journal of Social Sciences, 0, , . 0.1 0

880 Ãœlke Ä°majÄ± AraÅŸtÄ±rmalarÄ±nda Ã–lÃ§ek SeÃ§imi ve KullanÄ±mÄ±. SelÃ§uk Ãœniversitesi Sosyal Bilimler Meslek
YÃ¼ksekokulu Dergisi, 0, , 78-91. 0.1 3

881 Corporate and country image: a bilateral relationship. Proceedings of the International Conference
on Business Excellence, 2018, 12, 45-53. 0.1 0

882 Branding European countries in the aftermath of important political transitions. Proceedings of the
International Conference on Business Excellence, 2018, 12, 1059-1068. 0.1 0



49

Citation Report

# Article IF Citations

883 Methodological approaches to the estimation of national brand. ScienceRise, 2018, 7, 6-14. 0.1 0

884 Um ensaio teÃ³rico sobre marca-paÃs e sua gestÃ£o. Internext, 2018, 13, 14. 0.0 0

885 Entertainment Product Decisions, Episode 3: Brands as Quality Signals. , 2019, , 369-461. 0

886 Denizli Ä°linin TÃ¼ketici Temelli Marka DeÄŸeri AlgÄ±sÄ±: KarÅŸÄ±laÅŸtÄ±rmalÄ± Bir AraÅŸtÄ±rma. Asia Minor Studies, 2018, 6,
41-59. 0.1 1

888 Factors Influencing Tourism Marketing Strategies in Jordanian Five Stars Hotels. International
Journal of Marketing Studies, 2018, 10, 73. 0.2 1

889 Cultura, sustentabilidade e a imagem de destinos turÃsticos: um estudo comparativo nas sub-regiÃµes
do Brasil. Revista Brasileira De Pesquisa Em Turismo, 2018, 12, 124-153. 0.4 0

890 Brand management and internationalization: A case study in the sports equipment industry. TÃ©khne,
2018, 16, 19-27. 0.8 4

891 Determining a Strategy for Sustainable Development of Local Identity: Case of Birgi (Ä°zmir/Turkey).
Iconarp International Journal of Architecture and Planning, 2018, 6, 371-398. 0.2 2

892 When Geography Matters: The potential role of Saudi Arabiaâ€™s Geographical Branding in Promoting
FDI. International Journal of Business and Management, 2019, 14, 64. 0.1 0

893 Analysis on STP Strategies of Pyeong Chang Alpensia Resort. Journal of Sports and Applied Science,
2018, 2, 15-26. 0.0 0

894 Culture and the City. Advances in Hospitality, Tourism and the Services Industry, 2019, , 100-123. 0.2 0

895 Promotion of Heritage Tourism Through Branding and Graphic Communication. Advances in
Hospitality, Tourism and the Services Industry, 2019, , 87-107. 0.2 1

896 The Role of Movies/TV Series in Building Country/City/Destination Brands. , 2019, , 1204-1217. 0

897 Success Factors of Summarecon Mall Bekasi: A millennial perspective. , 0, , . 0

898 Place Marketing, Promotion and Investment Attraction. , 2019, , 51-80. 0

900 Regional Product, Its Image and the Politics of Investment Attraction. , 2019, , 81-116. 0

901 The Effect of Destination Image on Destination Branding and Revisit Intention. , 0, , . 0

902 Role of Historical Constructions in The City Branding: Konya-Seljuk Buildings. Journal of
International Scientific Researches, 0, , 14-30. 0.1 1



50

Citation Report

# Article IF Citations

903 â€œThe Social Media Blue Bird Creating an Online Sensationâ€•: A Sentimental Analysis with Reference to
Coke-studio Hashtags. Ushus - Journal of Business Management, 2019, 18, 15-33. 0.2 1

904 A Study of Place Branding of Macao. Advances in Business Strategy and Competitive Advantage Book
Series, 2019, , 245-267. 0.2 0

905 Destination Competitiveness. Advances in Hospitality, Tourism and the Services Industry, 2019, , 49-73. 0.2 3

907 Finding Common Ground: The Need for Cooperation and Collaboration in the Spanish Natural Wine
Industry. Wine Business Case Research Journal, 2019, , 65-93. 0.2 3

908 The Challenges of Nation Branding in the Digital Age. Advances in Marketing, Customer Relationship
Management, and E-services Book Series, 2019, , 328-350. 0.7 0

909 Mass Communication as a Tool for the Branding of the City. Sociological Studios, 2019, , 55-63. 0.2 2

910 Regional Authorities Attracting Investors. , 2019, , 117-164. 0

911 Conclusions: Between Assumptions and Reality. , 2019, , 225-245. 0

912 Regional Brand Development from the Perspective of Brand Relations Spectrum: Taking Changle as an
Example. , 0, , . 0

913 Mixed-Strategies of Marketing in BBTF: Seller Persuasion Towards Prospective Buyers. GATR Journal of
Management and Marketing Review, 2019, 4, 08-18. 0.1 1

914 LIFESTYLE AND CONSUMER PREFERENCES IN CHOOSING LOCAL OR FOREIGN BRANDS: A STUDY OF
CONSUMER BEHAVIOR IN SURAKARTA â€“ INDONESIA. Jurnal Manajemen Dan Wirausaha, 2019, 21, 74-88. 0.5 1

915 A demographic analysis of consumersâ€™ preference for green products. , 0, , . 1

916 Relational Selling Strategy on SMEs Marketing Performance: Role of Market Knowledge and Brand
Management Capabilities. Advances in Intelligent Systems and Computing, 2020, , 925-933. 0.5 2

918 Ãœlke Marka KiÅŸilikleri Ãœzerine Bir Analiz: â€œTurkey Homeâ€• KampanyasÄ±. Erciyes Ä°letiÅŸim Dergisi, 2019, 6,
1325-1340. 0.1 4

919
Modeling the Competitive Advantage of Iranian Soccer Clubs Based on the Team Reputation
Considering the Satisfaction Level of Fans of the Selected Teams. Annals of Applied Sport Science,
2019, 7, 63-71.

0.4 1

920 Destination Marketing and Policies Attracting High-Skilled Individuals in Germany and Singapore.
Transnational Marketing Journal, 2019, 7, 229-244. 0.3 0

921
Cosmopolitanism and the Mediating Effect of Country Image on Consumersâ€™ Purchase, Visit and
Investment Intentions. Journal of Asian Finance, Economics and Business (discontinued), 2019, 6,
159-170.

1.0 4

922 Re-branding Colombia through Urban Transformation and Rural Regional Marketing. International
Studies: Interdisciplinary Political and Cultural Journal, 2019, 24, 79-94. 0.1 0



51

Citation Report

# Article IF Citations

924 City Promotion For Tourism Development:. , 0, , . 0

925 Negative Marketing Effects on Utilization of Unsafe Products. Journal of Marketing Strategies, 2020,
2, 87-100. 0.2 0

926 Projected Destination Image: A Content Analysis of Promotional Videos for City-level Tourism
Destination. Marketing â€“ From Information To Decision Journal, 2020, 3, 45-57. 0.5 3

927 Vintage cultural icons in the touristic communication of Lisbon. ComunicaÃ§Ã£o PÃºblica, 2020, , . 0.1 1

928 El branding territorial ante los nuevos desafÃos de la sociedad: redefiniciÃ³n teÃ³rica y anÃ¡lisis de los
factores que contribuyen a su implementaciÃ³n exitosa. , 2020, , . 3

929 Reflections of destination quality on destination image: A case of KuÅŸadasi. Turizam, 2020, 24, 1-12. 0.5 2

930 Trust and quality uncertainty in global value chains. Journal of Multinational Financial Management,
2020, 57-58, 100662. 1.0 5

931 Paradiplomacy and City Branding: The Case of MedellÃn, Colombia (2004â€“2019). Palgrave Macmillan
Series in Global Public Diplomacy, 2020, , 279-303. 0.5 0

932 Key Elements of Nation Branding: The Importance of the Development of Local Human Capital in the
UAE. Palgrave Studies in Global Human Capital Management, 2020, , 227-251. 0.2 1

933 Preserving Siak Cultural Heritage Through Interior and Furniture Design as Reinforcement Identity
for Indonesian Tourism. , 0, , . 0

934
A CULTURAL PERSPECTIVE ON BRANDS AND SYMBOL AFFIRMATION. THE THEORY OF CULTURAL AND ICONIC
BRANDING REVIEWED. Bulletin of the Transilvania University of BraÅŸov: Series VII: Social Sciences, Law,
2020, 13(62), 93-102.

0.0 0

935 Nation and Regional Branding of Central Asia. Advances in Hospitality, Tourism and the Services
Industry, 2020, , 90-105. 0.2 0

936 Findings Seminal Papers Using Data Mining Techniques. Open Journal of Social Sciences, 2020, 08,
293-305. 0.1 0

937 Country Brand Equity: The Role of Image and Reputation. BAR - Brazilian Administration Review, 2020,
17, . 0.4 1

938 City Branding Through Porterâ€™s Competitive Models: Investigating El Shorouk City Market Position. ,
2020, , 387-399. 0

939 Nation Branding in the Context of State Administration Agenda. Advances in Marketing, Customer
Relationship Management, and E-services Book Series, 2020, , 46-64. 0.7 0

941 The Role of Destination Attributes in Assessing/Constructing the Image of Tourist Destination. , 2020, ,
158-182. 0

942 Ãœlke Markalama BileÅŸenleri ile RekabetÃ§i Avantaj ArasÄ±ndaki Ä°liÅŸki. YÃ¶netim Ve Ekonomi, 2020, 27, 169-181.0.1 3



52

Citation Report

# Article IF Citations

943 â€œIcelandic Music or Music from Iceland?â€• The Image of Icelandic Popular Music in British Media.
Journal of World Popular Music, 2021, 1, . 0.1 0

944 Sustainability Labels on Olive Oil: A Review on Consumer Attitudes and Behavior. Sustainability, 2021,
13, 12310. 1.6 10

946 Customer-Centric Strategies in Place Marketing. , 0, , 88-105. 0

947 Communicating Nation Brands through Mass and Social Media. , 0, , 540-556. 0

948 Communicating Nation Brands through Mass and Social Media. , 0, , 1985-2002. 0

949 The Intended Image of a Place Brand. , 0, , 932-951. 0

950 The Role of Culture in City Branding. , 0, , 1125-1142. 0

951 Branding Various-Sized Destinations. , 0, , 1360-1387. 1

952 Promoting Bucovina's Tourism Brand. , 0, , 1603-1620. 2

953 Destination Brand-Building of Cultural Heritage Tourism. , 0, , 278-293. 0

954 Giving Brand Image to a Nation. , 0, , 979-998. 0

955 City Branding durch Sportevents. , 2014, , 235-254. 0

956 Tourism Development in Finland. Bridging Tourism Theory and Practice, 2014, 5, 265-280. 0.3 0

957 City-Branding â€” Markenbildung durch Auswahl und Einsatz von WertprÃ¤gungen. , 2008, , 439-450. 0

958 The Assessment of Perceived Service Quality Dimensions of Hotel Industry in Bangladesh. Journal of
Multidisciplinary Academic Tourism, 0, , 105-114. 0.4 1

959 Smart Management Systems in Cities and Their Marketing: Case of the Waterloo City in Canada. , 2020, ,
391-407. 0

960 The Innovative City Development through Place Marketing, Branding, Co-creation and Technology
Application as New Perspectives for Slovakia. , 2020, , 409-423. 0

961 How Do Others Think About Us? The Effect of Country Perceptions on the Behavioural Intentions of
Foreign Students. Journal for Labour Market Research, 2021, , 101-127. 0.6 0



53

Citation Report

# Article IF Citations

962 MARKET POSITIONING AND INFLUENCE OF TOURIST DESTINATIONS DEVELOPING EDUCATIONAL TOURISM.
Entrepreneurship, 2020, v8, 93-103. 0.1 0

963 Place branding through public management lenses: supplementing the participatory agenda. Place
Branding and Public Diplomacy, 2023, 19, 114-127. 1.1 3

964 Trust and quality uncertainty in global value chains. SSRN Electronic Journal, 0, , . 0.4 0

966 Value for Regional Branding of Seafood:Focus on Seaweed in Korea. Studies in Regional Science, 2021,
51, 37-52. 0.1 1

967 Problems of ensuring the competitiveness of the region in the conditions of COVID-19. SHS Web of
Conferences, 2021, 129, 08016. 0.1 0

968
The Management of Local Wisdom Tourism of Baduy Tribe by Department of Tourism of Lebak Regency,
Banten, Indonesia in Increasing the Number of Tourists. Asian Journal of Humanities and Social
Studies, 2020, 8, .

0.1 0

969 Branding Romania in the Age of Disruption.Technology as a Soft Power Instrument. Journal of Media
Research, 2020, 13, 5-30. 0.2 2

970 State regulation of the art market: global trends, experience of various countries and prerequisites
for regional economic growth. SHS Web of Conferences, 2021, 129, 08009. 0.1 0

971 Thailandâ€™s Image from the Perspectives of Chinese Non-Visitors and Visitors. Advances in Hospitality
and Tourism Research, 2022, 10, 49-75. 1.2 1

972 Analysis of Destination Images in the Emerging Ski Market: The Case Study in the Host City of the 2022
Beijing Winter Olympic Games. Sustainability, 2022, 14, 555. 1.6 2

973 Place branding in a bottle: management strategies for unplanned messages. Journal of Place
Management and Development, 2022, 15, 460-475. 0.7 2

974 Ãœlke Ä°majÄ± ve Bilimsel Ãœretimi COVID-19 AÅŸÄ±larÄ± Ã‡erÃ§evesinde DÃ¼ÅŸÃ¼nmek: Sinovac AÅŸÄ±sÄ± HakkÄ±ndaki Dijital
TartÄ±ÅŸmalar Ãœzerine Bir AraÅŸtÄ±rma. Erciyes Ä°letiÅŸim Dergisi, 2022, 9, 187-204. 0.1 0

975 Effects of country of origin and importersâ€™ innovativeness in new product trials. Journal of Business
and Industrial Marketing, 2022, 37, 2344-2360. 1.8 4

976 Cultural heritage and nation branding â€“ multi stakeholder perspectives from Portugal. Journal of
Tourism and Cultural Change, 2022, 20, 699-717. 1.5 12

977 Trust in the global value chain in the digital era. Strategic Change, 2022, 31, 129-135. 2.5 3

978
Relationship amongst cultural openness, world-mindedness, product-country image and purchase
intention of Korean and Chinese smartphone products: A case study of the South African consumers.
South African Journal of Business Management, 2022, 53, .

0.3 1

979 Can Post-Vaccine â€˜Vaxicationâ€™ Rejuvenate Global Tourism? Nexus between COVID-19 Branded Destination
Safety, Travel Shaming, Incentives and the Rise of Vaxication Travel. Sustainability, 2021, 13, 14043. 1.6 16

980 The role of digital diplomacy in creating the image of the nation. Megatrend Revija, 2021, 18, 81-96. 0.0 1



54

Citation Report

# Article IF Citations

982 From Chambordâ€™s Brand Equity to the Construction of a Touristic Destinationâ€™s Image: A Reductive
Marketing Approach. Springer Proceedings in Business and Economics, 2022, , 223-245. 0.3 0

983 Decentralised place branding through multiple authors and narratives: the collective branding of a
small town in Sweden. Journal of Marketing Management, 2022, 38, 1587-1612. 1.2 7

984
Understanding the Effect of Place Image and Knowledge of Tourism on Residentsâ€™ Attitudes Towards
Tourism and Their Word-of-Mouth Intentions: Evidence from Seville, Spain. Tourism Planning and
Development, 2022, 19, 433-450.

1.3 7

985 The Tourism Sector in Country Branding: An Assessment on Health Tourism in Turkey. Kent Akademisi,
0, , . 0.1 0

986
Problematic product management: the case of <i>flibanserin</i> to address womenâ€™s hypoactive sexual
desire disorder. International Journal of Pharmaceutical and Healthcare Marketing, 2022,
ahead-of-print, .

0.7 0

987 The Influence Of Country Image And Destination Image On Intention To Visit South Korea.
International Journal of Environmental, Sustainability and Social Science, 2021, 2, 144-154. 0.0 1

988 Back to a Post-Pandemic City: The Impact of Media Coverage on Revisit Intention of Macau. Journal of
Quality Assurance in Hospitality and Tourism, 2023, 24, 1-23. 1.7 3

989 Physimorphic vs. Typographic logos in destination marketing: Integrating destination familiarity and
consumer characteristics. Tourism Management, 2022, 92, 104544. 5.8 11

990 Tourism as an Instrument for Development: A Theoretical and Practical Study. Bridging Tourism
Theory and Practice, 2014, , . 0.3 3

995 Nation Branding as a Strategic Approach for Emerging Economies: The Case of UAE. Palgrave Studies of
Marketing in Emerging Economies, 2022, , 41-57. 0.8 3

996 Location factors in corporate location decisions. Is the relevance of soft factors really increasing?.
Raumforschung Und Raumordnung | Spatial Research and Planning, 2022, 80, 465-478. 1.5 1

997 Chinaâ€™s Domestic Image and Media Use: A Case Study and Empirical Analysis of Chinaâ€™s Post-90s
Generation. Sustainability, 2022, 14, 5553. 1.6 0

998 Organizational legitimacy of emerging multinational enterprises: An individual perspective.
International Business Review, 2022, 31, 102015. 2.6 3

999 Clustering Sustainable Destinations: Empirical Evidence from Selected Mediterranean Countries.
Sustainability, 2022, 14, 5507. 1.6 4

1000 POST-COMMUNIST COUNTRY BRANDING: THE CASE OF POLAND. , 2010, 2, 54-70. 0

1002 Ecolabels as a Tool of Sustainable Development in Tourist Destinations. Sustainability, 2022, 14, 6313. 1.6 2

1003 Place-Branded Foods with Responsible and Sustainable Management: A La Carte Serving in Regional
Restaurants. Sustainability, 2022, 14, 6615. 1.6 4

1004 Country-Brand Fit: The Effect of COO Stereotypes and Brand Positioning Consistency on Consumer
Behavior: Evidence From EEG Theta-Band Oscillation. Frontiers in Neuroscience, 2022, 16, . 1.4 2



55

Citation Report

# Article IF Citations

1005 BRAND PERSONALITY AND CULTURE: THE ROLE OF ROTARY CLUB IN A CONTINUOUSLY DIVERSE SOCIETY. ,
2022, 20, 34-42. 0

1006 CONHECIMENTO VERSUS ESTEREÃ“TIPO: Uma anÃ¡lise sobre a relevÃ¢ncia do â€œEfeito PaÃs de Origemâ€•.
GestÃ£o & Regionalidade, 2022, 38, . 0.1 0

1007 Restoring ecosystem brands: The role of sustainability-led innovation. Industrial Marketing
Management, 2022, 105, 79-93. 3.7 5

1009
A comparative study of country satisfaction of UAE and Bahrain teachers: The mediating effect of job
satisfaction on organizational commitment. Research in Comparative and International Education, 0, ,
174549992211044.

0.8 0

1010 Environmental Concerns and Impression Offsetting: New Evidence on Dividend Payout. Financial
Markets, Institutions and Instruments, 2022, 31, 87-118. 0.9 2

1011 Introducing integrated hybrid communication: the nexus linking marketing communication and
corporate communication. Qualitative Market Research, 2022, 25, 405. 1.0 1

1012 Tax Havens and Reputational Costs: Evidence from EU Blacklisting. SSRN Electronic Journal, 0, , . 0.4 1

1014 Film-Induced Effects and Intention to Visit: The Intervening Role of Country Image of South Korea.
Advances in Hospitality and Tourism Research, 0, , . 1.2 0

1015 The impact of government policies on place branding performance: evidence from China. Total Quality
Management and Business Excellence, 2023, 34, 712-742. 2.4 3

1016 The Overlooked Contribution of National Heritage Designation in City Branding and Tourism
Management. Sustainability, 2022, 14, 8322. 1.6 3

1017 Food festivals as builders of the image of a tourist destination. Journal of Policy Research in Tourism,
Leisure and Events, 2022, 14, 262-278. 2.5 4

1018 Buy me: the effect of leadersâ€™ perceived personality abroad on consumption of their national
products. Human Communication Research, 0, , . 1.9 1

1019 Halo effects of a Country in film-induced tourism: A case study of the Ha Long Bay, Vietnam in â€˜Kong:
Skull Islandâ€™. Journal of Destination Marketing & Management, 2022, 25, 100722. 3.4 6

1020 The role of tourism in personal nationalism: A case study. Tourism Management, 2022, 93, 104612. 5.8 3

1021 THEORETICAL FOUNDATIONS OF CORPORATE BRANDING IN MODERN CONDITIONS OF THE FUNCTIONING OF
COMMERCIAL BANKS. , 2018, , 16-60. 0

1022 Marketing Research of Effectiveness of Loyalty Programs of Retail Trade Enterprises. Ekonomika, 2022,
105, 141-148. 0.0 0

1023 The Role and Importance of Territorial Marketing in the Development and Arrangement of Tourist
Destinations. Ekonomika, 2022, 105, 167-175. 0.0 0

1024
Exploring the Relationships among Brand Experience, Perceived Product Quality, Hedonic Value,
Utilitarian Value, and Brand Loyalty in Unmanned Coffee Shops during the COVID-19 Pandemic.
Sustainability, 2022, 14, 11713.

1.6 8



56

Citation Report

# Article IF Citations

1025 Public Sector Branding in Africa: Some Reflections. Palgrave Studies of Public Sector Management in
Africa, 2022, , 19-40. 0.2 2

1026 Tourism Design: Articulating Design Beyond Science. , 2022, , 635-657. 0

1027 Instagram comme rÃ©vÃ©lateur dâ€™Ã©cosystÃ¨mes crÃ©atifs locauxÂ ?. RÃ©seaux, 2022, NÂ° 234, 127-161. 0.1 0

1028 Unlocking the dichotomy of place identity/place image and its impact on place satisfaction for
ecotourism destinations. Journal of Ecotourism, 2024, 23, 1-19. 1.5 2

1029 THE IMAGE OF SAUDI ARABIA THROUGH STUDENTS OF IMAM HATÄ°P SCHOOL. GÃ¼mÃ¼ÅŸhane Ãœniversitesi Ä°letiÅŸim
FakÃ¼ltesi Elektronik Dergisi, 0, , 606-632. 0.2 0

1030 â€˜Belong anywhereâ€™: Focusing on authenticity and the role of Airbnb in the projected destination image.
International Journal of Tourism Research, 2023, 25, 63-78. 2.1 2

1031 THE CHANGING ECONOMIC DIMENSION OF NATION BRANDING AND THE VALUE ADDED TO COUNTRIES.
Ä°stanbul Ticaret Ãœniversitesi Dergisi, 0, , . 0.4 0

1032 The mediating role of investment image in the effect of country image on investment intention: an
empirical study on Egypt. Review of International Business and Strategy, 2022, ahead-of-print, . 2.3 0

1033 China's country image in the eyes of international students from central Asian countries. Frontiers in
Psychology, 0, 13, . 1.1 1

1034 An investigation of vital issues that should be addressed to work on a country image. Corporate
Governance and Organizational Behavior Review, 2022, 6, 168-184. 0.5 0

1035 Is Social Trust a Governance Mechanism? Evidence From Dividend Payouts of Chinese Firms. British
Journal of Management, 2023, 34, 1948-1973. 3.3 7

1036 Modeling transitions in nation brand equity: An empirical assessment of the nation equity power grid.
Australian Journal of Management, 0, , 031289622211354. 1.2 1

1037 Effects of Relational Benefits in the Model of Customersâ€™ Benefits and Relationship Quality in
Vietnam. Economies, 2022, 10, 283. 1.2 0

1038 A battle for foreign perceptions: Ukraineâ€™s country image in the 2022 war with Russia. Place Branding
and Public Diplomacy, 2023, 19, 345-358. 1.1 3

1039 Effects of Destination-Language Proficiency on Touristsâ€™ Behavioral Intentions: The Case of Young
Chinese Travelers. Journal of China Tourism Research, 0, , 1-26. 1.2 2

1040 MENÅžE ÃœLKE Ä°MAJININ MÃœÅžTERÄ° RÄ°SK ALGISI VE MÃœÅžTERÄ° GÃœVENÄ° ÃœZERÄ°NE ETKÄ°SÄ°: AZERBAYCANâ€™DAKÄ° TÃœRK MARKALARI.
GiriÅŸimcilik Ä°novasyon Ve Pazarlama AraÅŸtÄ±rmalarÄ± Dergisi, 0, , . 0.1 0

1041 Evolutionary game of destination brand coâ€•construction with government involvement. Managerial
and Decision Economics, 2023, 44, 2125-2136. 1.3 6

1042 The impact of country image and patient cosmopolitanism on medical tourism. Health Marketing
Quarterly, 2023, 40, 98-118. 0.6 7



57

Citation Report

# Article IF Citations

1043 Effects of entrepreneurial behaviour on market outlets choice: Evidence from rice producers in
Ashanti Region, Ghana. , 2023, 2, 100037. 2

1044 Marka ReklamÄ±nÄ±n Marka Deneyimi ve Marka Sadakatine Etkisinde Marka Tatmininin AracÄ±lÄ±k RolÃ¼: Otel
KonuklarÄ± Ãœzerine Bir AraÅŸtÄ±rma. International Journal of Turkic World Tourism Studies, 0, , . 0.3 0

1045 A Conceptual Framework for E-Branding Strategies in the Non-Profit Sector. , 2004, 13, . 1

1046 Terminological Definitions. Contributions To International Relations, 2023, , 7-33. 0.2 0

1047
The Effect of Tourist Destination Image (TDI) on Intention to Visit through Tourism Risk Perception
(TRP) of COVID-19 in the Tourism Industry in the New Normal Era in Indonesia: Case Study in East Java.
Journal of Risk and Financial Management, 2023, 16, 76.

1.1 6

1049 Revisiting â€œCool Japanâ€• in country-of-origin research: a commentary and future research directions.
Asia Pacific Journal of Marketing and Logistics, 2023, 35, 2251-2265. 1.8 0

1050 The Effect of Destination Brand Identity on Tourism Experience: The Case of the Pier-2 Art Center in
Taiwan. Sustainability, 2023, 15, 3254. 1.6 2

1051 Business process management applicability to destination country-brand management. Benchmarking,
2024, 31, 278-306. 2.9 1

1052 â€œDream Now, Travel Tomorrowâ€•: Communicating the Nation Branding of Indonesia through
Tourism-Based Social Media. Howard Journal of Communications, 2023, 34, 293-314. 0.6 2

1053 The Impact of Country Image on Firmsâ€™ Exports: Evidence from China. Emerging Markets Finance and
Trade, 2023, 59, 2102-2117. 1.7 1

1054 Documentary Film as Interreligious Dialogue: A Cognitive Perspective. Religions, 2023, 14, 293. 0.3 0

1055 Let's stay together â€“ The mediating role of self-congruity and place attachment on residents'
likelihood to stay. Journal of Environmental Psychology, 2023, 87, 101989. 2.3 1

1056 City Branding's impact on cities hosting sporting events: Top-down and bottom-up effects in a pre-post
study. Tourism Management Perspectives, 2023, 46, 101098. 3.2 0

1057 Mediating role of the country image in enhancing memorable experiences and revisits: an Analysis of
U.S. tourists in Japan. Tourism Recreation Research, 0, , 1-13. 3.3 0

1058 The role of multidimensional country-of-origin attributes: Exploring the antecedents of
international brand attitude and image. Journal of Marketing Communications, 0, , 1-16. 2.7 0

1059 Effect of social media marketing on online travel purchase behavior post-COVID-19: mediating role of
brand trust and brand loyalty. Future Business Journal, 2023, 9, . 1.1 2

1060 GERAÃ‡ÃƒO DAS MARCAS DAS CIDADES DO MINDELO E DA PRAIA â€“ CABO VERDE: CONTRIBUTO PARA O
TURISMO. , 2020, 2, 75-85. 0

1061 The Role of Festivals in Destination Branding. Advances in Marketing, Customer Relationship
Management, and E-services Book Series, 2023, , 1-25. 0.7 0



58

Citation Report

# Article IF Citations

1062 Comparative Analysis of Soft Power Between South Korea and the United States: A Theoretical
Mechanism Approach. Journal of Asian and African Studies, 0, , 002190962311680. 0.9 0

1064
The Influence of Industrial Role Positioning Strategy in Place Brand Internationalization on the
Purchase Intention of Host Country Consumers from the Perspective of Moral Legitimacy. , 2023, ,
627-631.

0

1068 PLACE BRANDING ATRACTION FOR INTERNAL STAKEHOLDERS. , 0, , . 0

1069 Double Visual Identity of the Place Brand: Coat of Arms and Logo. The Case of Poland. Springer
Proceedings in Business and Economics, 2023, , 103-130. 0.3 1

1073 Analysis of Perceived Preferences and National Images for Chinese TV Dramas in Southeast Asia.
Lecture Notes in Computer Science, 2023, , 38-49. 1.0 0

1076 The Importance of Cultural Heritage in the Promotion of a Nation's Brand. Advances in Marketing,
Customer Relationship Management, and E-services Book Series, 2023, , 169-189. 0.7 0

1077 Nation Branding as a Strategic Asset for Local SMEs. Advances in Marketing, Customer Relationship
Management, and E-services Book Series, 2023, , 124-155. 0.7 0

1084 Rethinking Nation Branding in the Post-pandemic, Post-truth Era. Palgrave Studies in Marketing,
Organizations and Society, 2023, , 55-91. 0.1 0

1092 A Study on the Influence of Cultural Heritage Tourism Perception on the National Tourism Image and
Cultural Identity of Overseas Chinese Youth. Advances in Hospitality and Leisure, 2023, , 83-106. 0.2 0


