
A Cup of Coffee With a Dash of Love

Journal of Service Research

10, 43-59

DOI: 10.1177/1094670507303011

Citation Report



Citation Report

2

# Article IF Citations

1 Return on Community for Consumers and Service Establishments. Journal of Service Research, 2008,
11, 179-196. 7.8 96

2 Restorative servicescapes: restoring directed attention in third places. Journal of Service
Management, 2009, 20, 173-191. 4.4 80

3 Supporting community in third places with situated social software. , 2009, , . 40

4 Leveraging social software for social networking and community development at events. , 2009, , . 8

5 Measuring the impact of third place attachment on the adoption of a place-based community
technology. , 2009, , . 21

6 Exploring commercial friendships from employees' perspectives. Journal of Services Marketing, 2009,
23, 57-66. 1.7 47

7 Questing for Well-Being at Weight Watchers: The Role of the Spiritual-Therapeutic Model in a Support
Group. Journal of Consumer Research, 2010, 36, 857-875. 3.5 104

8 A CIT investigation of other customers' influence in services. Journal of Services Marketing, 2010, 24,
389-399. 1.7 92

9 The Contribution of Urban Foodways to Health Disparities. Journal of Urban Health, 2010, 87, 381-393. 1.8 94

10 Consuming authentic neighborhood: An autoethnography of experiencing a neighborhood's new
beginnings and origins within its servicescapes. Research in Consumer Behavior, 2010, , 263-286. 0.3 0

11 Advances in service networks research. Service Industries Journal, 2010, 30, 1581-1592. 5.0 38

12 Truly, Madly, Deeply: Consumers in the Throes of Material Possession Love. Journal of Consumer
Research, 2011, 38, 323-342. 3.5 154

13 An expanded servicescape perspective. Journal of Service Management, 2011, 22, 471-490. 4.4 372

14 Lâ€™attaccamento ai Luoghi Commerciali: Un'analisi Esplorativa (Store Attachment: An Exploratory) Tj ET
Q

q
1 1 0.784314 rg
BT /Overlock 10 Tf 50 222 Td (Analysis). SSRN Electronic Journal, 0, , .0.4 1

15 Restorative cancer resource center servicescapes. Managing Service Quality, 2011, 21, 599-616. 2.4 16

16 Cancer resource centres: Transformational services and restorative servicescapes. Journal of
Marketing Management, 2011, 27, 1404-1425. 1.2 39

17 Dibs! Customer Territorial Behaviors. Journal of Service Research, 2012, 15, 131-149. 7.8 51

18 Wearing community: why customers purchase a service firm's logo products. Journal of Services
Marketing, 2012, 26, 310-321. 1.7 12



3

Citation Report

# Article IF Citations

19 Beyond Hardcore Gambling. Journal of Hospitality and Tourism Research, 2012, 36, 32-51. 1.8 89

21 My Customers Are in My Blind Spot. Journal of Service Research, 2012, 15, 150-165. 7.8 10

22 Introspecting the spiritual nature of a brand divorce. Journal of Business Research, 2012, 65, 520-526. 5.8 51

23 O apego ao lugar no contexto dos estudos pessoa-ambiente: prÃ¡ticas de pesquisa. Estudos De
Psicologia (Campinas), 2012, 29, 609-617. 0.8 14

24 â€œThird placesâ€• and social interaction in deprived neighbourhoods in Great Britain. Journal of Housing
and the Built Environment, 2013, 28, 221-236. 0.9 80

26 Transformative service research: An agenda for the future. Journal of Business Research, 2013, 66,
1203-1210. 5.8 668

27 Examining chain bookshops in the context of â€œthird placeâ€•. International Journal of Retail and
Distribution Management, 2013, 41, 27-44. 2.7 21

28 Eating-out and experiential consumption: a typology of experience providers. British Food Journal,
2013, 116, 91-103. 1.6 24

29 Customerâ€•service firm attachment: what it is and what causes it?. International Journal of Quality and
Service Sciences, 2013, 5, 337-359. 1.4 15

30 Cancer resource centers as third places. Journal of Services Marketing, 2013, 27, 472-484. 1.7 47

31 Customers helping customers: payoffs for linking customers. Journal of Services Marketing, 2014, 28,
391-401. 1.7 29

32 Nonâ€•human Support: Broadening the Scope of Attachment Theory. Social and Personality Psychology
Compass, 2014, 8, 524-535. 2.0 49

33 Social Interaction Location Choice: A Latent Class Modeling Approach. Annals of the American
Association of Geographers, 2014, 104, 959-972. 3.0 19

34 Consumption and Well-Being in the Material World. , 2014, , . 4

35 The effects of relationship bonds on emotional exhaustion and turnover intentions in frontline
employees. Journal of Services Marketing, 2014, 28, 319-330. 1.7 47

36 Place Attachment in Commercial Settings: A Gift Economy Perspective. Journal of Consumer Research,
2014, 40, 904-923. 3.5 141

37 Why shopping pals make malls different?. Journal of Retailing and Consumer Services, 2014, 21, 77-85. 5.3 44

39 Transformative service research: an emerging subfield focused on service and well-being. , 2014, , . 18



4

Citation Report

# Article IF Citations

40 Service encounters in service marketing research. , 2014, , . 18

41 The restorative potential of senior centers. Managing Service Quality, 2014, 24, 363-383. 2.4 25

44 The Impact of Online Social Support on Patientsâ€™ Quality of Life and the Moderating Role of Social
Exclusion. Journal of Service Research, 2015, 18, 369-383. 7.8 91

45 Service-driven social community and its relation to well-being. Service Industries Journal, 2015, 35,
368-387. 5.0 22

46 Service experience co-creation: conceptualization, implications, and future research directions.
Journal of Service Management, 2015, 26, 182-205. 4.4 277

47 Consumer transformation through volunteer service experiences. Service Industries Journal, 2015, 35,
865-882. 5.0 26

48
Commercial friendships between gay sales associates and straight female customers in luxury
settings: A proposed theoretical framework. Journal of Retailing and Consumer Services, 2015, 27,
179-186.

5.3 22

49 Does loyalty span domains? Examining the relationship between consumer loyalty, other loyalties and
happiness. Journal of Business Research, 2015, 68, 2464-2476. 5.8 40

50 Understanding future challenges for networked public display systems in community settings. , 2015, ,
. 9

51 Transformative service networks: cocreated value as well-being. Service Industries Journal, 2015, 35,
826-845. 5.0 99

52 Creating consumer attachment to retail service firms through sense of place. Journal of the Academy
of Marketing Science, 2015, 43, 200-220. 7.2 106

53 The restorative potential of shopping malls. Journal of Retailing and Consumer Services, 2016, 31,
157-165. 5.3 80

54 The social aspects of consumption as predictors of consumer loyalty. Journal of Service Management,
2016, 27, 91-116. 4.4 29

55 An integrative perspective of closeness in retailing: From retailers' sense-giving to consumers'
sense-making. Journal of Retailing and Consumer Services, 2016, 32, 218-226. 5.3 18

56
Linking Travel Motivation and Loyalty in Sporting Events: The Mediating Roles of Event Involvement
and Experience, and the Moderating Role of Spectator Type. Journal of Travel and Tourism Marketing,
2016, 33, 63-84.

3.1 47

57 Improving customer well-being through two-way online social support. Journal of Service Theory and
Practice, 2016, 26, 179-202. 1.9 20

58 Transformative service research and service dominant logic: Quo Vaditis?. Journal of Retailing and
Consumer Services, 2016, 28, 91-98. 5.3 101

59 Mutuality. Marketing Theory, 2016, 16, 75-99. 1.7 105



5

Citation Report

# Article IF Citations

60 Building Global Brand Communities: Consumer Practices and Creolization. Developments in Marketing
Science: Proceedings of the Academy of Marketing Science, 2017, , 136-139. 0.1 0

61 Customer responses towards disabled frontline employees. International Journal of Retail and
Distribution Management, 2017, 45, 385-403. 2.7 21

62 The Role of Hospitality Service Quality in Third Places for the Elderly: An Exploratory Study. Cornell
Hospitality Quarterly, 2017, 58, 214-221. 2.2 24

63 The Impact of Fitness Center Servicescape on Individual Behavior: The Mediating Role of Emotional
Response. Journal of Global Sport Management, 2017, 2, 128-142. 1.2 18

64 Online support for vulnerable consumers: a safe place?. Journal of Services Marketing, 2017, 31,
412-422. 1.7 63

65 Child helplines: how social support and controllability influence service quality and well-being.
Journal of Services Marketing, 2017, 31, 385-396. 1.7 11

66 Service Organizations and Their Communities: Perspectives and New Directions for Management
Research. Academy of Management Perspectives, 2017, 31, 28-43. 4.3 14

67 Impact of avatar identification on online gamer loyalty: Perspectives of social identity and social
capital theories. International Journal of Information Management, 2017, 37, 601-610. 10.5 78

68 The other customer: The impact of self-image in restaurant patronage. Journal of Foodservice
Business Research, 2017, 20, 268-285. 1.3 9

69 The moderating role of attachment styles in emotional bonding with service providers. Journal of
Consumer Behaviour, 2017, 16, 145-160. 2.6 28

70 An Expanded Servicescape Framework as the Driver of Place Attachment and Word of Mouth. Journal
of Hospitality and Tourism Research, 2018, 42, 476-499. 1.8 92

71
A multilevel investigation of Chinaâ€™s regional economic conditions on co-creation of dining
experience and outcomes. International Journal of Contemporary Hospitality Management, 2018, 30,
2132-2152.

5.3 27

72 Spilling the social capital beans: a comparative case study of coffee service enterprises within
Asia-Pacific. Asia Pacific Business Review, 2018, 24, 150-173. 2.0 2

73 Hospitality service employeesâ€™ flirting displays: Emotional labor or commercial friendship?.
International Journal of Hospitality Management, 2018, 73, 102-107. 5.3 15

74 Alone but together, autonomous but related: <scp>S</scp>elfâ€•construal effects on happiness in social
experiences. Journal of Consumer Behaviour, 2018, 17, 313-325. 2.6 6

75 When birds flock together: an identification of the destination social servicescape. Journal of Travel
and Tourism Marketing, 2018, 35, 882-894. 3.1 12

76 Birds of a feather donate together: Understanding the relationship between the social servicescape
and CSR participation. International Journal of Hospitality Management, 2018, 71, 102-110. 5.3 20

77 Coffeehouses And The Art Of Social Engagement: An Analysis Of Portland Coffeehouses. Geographical
Review, 2018, 108, 433-456. 0.9 18



6

Citation Report

# Article IF Citations

78 Encouraging male participation in cancer resource centers. Service Industries Journal, 2018, 38,
114-126. 5.0 11

79 DIY Heritage Institutions as Third Places: Caring, Community and Wellbeing Among Volunteers at the
Australian Jazz Museum. Leisure Sciences, 2018, , 1-19. 2.2 15

80 Customer experience challenges: bringing together digital, physical and social realms. Journal of
Service Management, 2018, 29, 776-808. 4.4 435

81 Can social support alleviate stress while shopping in crowded retail environments?. Journal of
Business Research, 2018, 90, 141-150. 5.8 30

82 A Transformative Service View on the Effects of Festivalscapes on Local Residents' Subjective
Well-Being. Event Management, 2018, 22, 405-422. 0.6 22

83 Experiencing contemporary cafÃ©s and changes in the characteristic of third places. IOP Conference
Series: Earth and Environmental Science, 2018, 126, 012208. 0.2 6

84 Tourist motivation and place attachment: the mediating effects of service interactions with hotel
employees. Journal of Travel and Tourism Marketing, 2019, 36, 90-106. 3.1 28

85 Neighborhood Walkability or Third Places? Determinants of Social Support and Loneliness among
Older Adults. Journal of Planning Education and Research, 2023, 43, 240-253. 1.5 26

86 Improving Care for Elders Who Prefer Informal Spaces to Age-Separated Institutions and Health Care
Settings. Innovation in Aging, 2019, 3, igz019. 0.0 10

87 Closure of â€˜third placesâ€™? Exploring potential consequences for collective health and wellbeing.
Health and Place, 2019, 60, 102225. 1.5 62

88 Supporting Families in Crisis: Awareness and Use of Third Places. Family and Consumer Sciences
Research Journal, 2019, 48, 22-36. 0.3 2

89 Making sense of Starbucksâ€™ anti-bias training and the arrests of two African American men: A thematic
analysis of Whitesâ€™ Facebook and Twitter comments. Discourse, Context and Media, 2019, 32, 100332. 0.9 5

90 The unique role of relationship marketing in small businessesâ€™ customer experience. Journal of
Retailing and Consumer Services, 2019, 51, 152-164. 5.3 55

91 The Third Place as an Evolving Concept for Hospitality Researchers and Managers. Journal of
Hospitality and Tourism Research, 2019, 43, 1092-1111. 1.8 5

92 Commercial, social and experiential convergence: fashionâ€™s third places. Journal of Services
Marketing, 2019, 33, 257-272. 1.7 22

93 Value co-creation behaviours from customer-to-customer interactions (CCIs) in recreational social
tango experiences. Leisure Studies, 2019, 38, 666-681. 1.2 5

94 Understanding the relationship between smoking and place across multiple places through the lens
of place attachment. Journal of Environmental Psychology, 2019, 62, 115-123. 2.3 2

95 The influence of place on health-care customer creativity. European Journal of Marketing, 2019, 53,
1400-1422. 1.7 4



7

Citation Report

# Article IF Citations

96 Commentary: transformative service research and social marketing â€“ converging pathways to social
change. Journal of Services Marketing, 2019, 33, 633-642. 1.7 70

97 Consumer well-being research: integrating social marketing and service research. Journal of Social
Marketing, 2019, 10, 125-138. 1.3 4

98 Anxiety attachment and avoidance attachment: antecedents to self-gifting. Journal of Consumer
Marketing, 2019, 36, 939-947. 1.2 10

99 Social well-being and transformative service research: evidence from China. Journal of Services
Marketing, 2019, 33, 735-750. 1.7 45

100 Role of commercial friendship, initiation and co-creation types. Journal of Service Theory and
Practice, 2019, 29, 488-512. 1.9 12

101 Making work visible in a breast cancer support business. Journal of Organizational Ethnography, 2019,
8, 253-267. 0.5 2

102 A neuroscientific perspective of a mixed-use lifestyle center. International Journal of Contemporary
Hospitality Management, 2019, 32, 1487-1502. 5.3 7

103 Viewpoint: the role of cancer resource center services on men's health. Journal of Services
Marketing, 2019, 33, 643-651. 1.7 0

104 Conceptualizing Public Space Using a Multiple Sorting Taskâ€“Exploring the Links between Loneliness
and Public Space. Urban Science, 2019, 3, 107. 1.1 1

105 Campus foodservice experiences and student wellbeing: An integrative review for design and service
interventions. International Journal of Hospitality Management, 2019, 83, 229-235. 5.3 14

106 A top box analysis of DinEX to optimize restaurant resources. International Journal of Hospitality and
Tourism Administration, 2019, 20, 156-181. 1.7 3

107 Boredom-Induced Switching Behavior in the Restaurant Industry: The Mediating Role of Attachment.
Journal of Hospitality and Tourism Research, 2019, 43, 101-119. 1.8 20

108 Understanding CafÃ© Culture: Toward a Dynamic and Holistic Research Framework. Journal of Global
Marketing, 2019, 32, 37-48. 2.0 4

109 Planning for healthy ageing: how the use of third places contributes to the social health of older
populations. Ageing and Society, 2019, 39, 1459-1484. 1.2 42

110 The global refugee crisis: how can transformative service researchers help?. Service Industries
Journal, 2019, 39, 684-700. 5.0 43

111 Appetite for destruction: Counterintuitive effects of attractive faces on people's food choices.
Psychology and Marketing, 2020, 37, 1451-1464. 4.6 34

112 Getting out of the house: the use of community transport as a third place for rural-dwelling older
adults. Ageing and Society, 2020, 40, 2519-2539. 1.2 13

113 Transformative place management (TPM) in commercial settings and business performance. Journal of
Services Marketing, 2020, 34, 889-907. 1.7 5



8

Citation Report

# Article IF Citations

114 The indirect experience of nature: biomorphic design forms in servicescapes. Journal of Services
Marketing, 2020, 34, 847-867. 1.7 15

115 A quarantined lodging stay: The buffering effect of service quality. International Journal of
Hospitality Management, 2020, 91, 102655. 5.3 29

116 Reducing referral leakage: an analysis of health-care referrals in a service ecosystem. Journal of
Services Marketing, 2020, 34, 513-528. 1.7 5

117 Interpersonal conflict at work and knowledge hiding in service organizations: the mediator role of
employee well-being. International Journal of Quality and Service Sciences, 2020, 13, 63-90. 1.4 16

118 Customer self-determination in value co-creation. Journal of Service Theory and Practice, 2021, 31,
83-111. 1.9 15

119 A holistic model of the servicescape in fast casual dining. International Journal of Contemporary
Hospitality Management, 2020, 32, 288-306. 5.3 31

120 Fast-food for thought: Retail food environments as resources for cognitive health and wellbeing
among aging Americans?. Health and Place, 2020, 64, 102379. 1.5 26

121 Street harassment is marketplace discrimination: The impact of street harassment on young female
consumersâ€™ marketplace experiences. Journal of Retailing and Consumer Services, 2020, 57, 102220. 5.3 17

122 The transformational potential of Latin American retail experiences. Journal of Services Marketing,
2020, 34, 769-783. 1.7 7

123
Stronger Impact of Interpersonal Aspects of Satisfaction Versus Tangible Aspects on Sustainable Level
of Resident Loyalty in Continuing Care Retirement Community: A Case Study. Sustainability, 2020, 12,
8756.

1.6 3

124 Birds of a Feather Feel Together: Emotional Ability Similarity in Consumer Interactions. Journal of
Consumer Research, 2020, 47, 215-236. 3.5 15

125 Therapeutic servicescapes: Restorative and relational resources in service settings. Journal of
Retailing and Consumer Services, 2020, 55, 102078. 5.3 38

126 Designing Places to Be Alone or Together: A Look at Independently Owned Minneapolis Coffeehouses.
Space and Culture, 2021, 24, 310-327. 0.6 8

127 Improving well-being via adaptive reuse: transformative repurposed service organizations. Service
Industries Journal, 2021, 41, 223-247. 5.0 17

128 Rise Up: Understanding Youth Social Entrepreneurs and Their Ecosystems. Journal of Public Policy and
Marketing, 2021, 40, 206-225. 2.2 22

129 Together We Rise: How Social Movements Succeed. Journal of Consumer Psychology, 2021, 31, 112-145. 3.2 34

130 Compensatory routes to object attachment. Current Opinion in Psychology, 2021, 39, 55-59. 2.5 10

131 The impact of out-of-home leisure before quarantine and domestic leisure during quarantine on
subjective well-being. Leisure Studies, 2021, 40, 321-337. 1.2 18



9

Citation Report

# Article IF Citations

132 Attachment to and Detachment from Favorite Stores: An Affordance Theory Perspective. Journal of
Consumer Research, 2021, 47, 890-913. 3.5 30

133 The MÃ¶bius strip of market spatiality: mobilizing transdisciplinary dialogues between CCT and the
marketing mainstream. AMS Review, 2021, 11, 40-59. 1.1 14

134 Service conversation: advisory, relational and transformative approaches. Journal of Services
Marketing, 2021, 35, 988-999. 1.7 3

135 Dampening the warm glow of a visible brand logo: how positive affect influences the perceived value
of status goods. Journal of Positive Psychology, 0, , 1-23. 2.6 1

136 Small Local versus Non-Local: Examining the Relationship between Locally Owned Small Businesses
and Spatial Patterns of Crime. Justice Quarterly, 2022, 39, 983-1008. 1.1 8

138 Does Customer Experience Always Benefit Company? Examining Customersâ€™ Epistemic Motivation and
Interaction With Service Contexts. Australasian Marketing Journal, 2022, 30, 35-50. 3.5 6

139 Sustainable Tourism Cities: Linking Idol Attachment to Sense of Place. Sustainability, 2021, 13, 2763. 1.6 1

140 Retail store environment, store attachment and customer citizenship behaviour. International
Journal of Retail and Distribution Management, 2021, 49, 1330-1347. 2.7 16

141 Autonomy or Security? Core Value Trade-Offs and Spillovers in Servicescapes for Vulnerable
Customers. Journal of Service Research, 2022, 25, 9-28. 7.8 15

142 Lone not lonely: Conceptualising the lone consumer servicescape through speciality coffee.
Marketing Theory, 2021, 21, 371-389. 1.7 2

143 Luxury stores as home-like places: How domestic meanings are staged and mobilized in luxury retail.
Journal of Business Research, 2021, 129, 304-313. 5.8 15

144 Customer Work Practices and the Productive Third Place. Journal of Service Research, 0, ,
109467052110142. 7.8 5

145 The role of space, time and sociability in predicting social encounters. Environment and Planning B:
Urban Analytics and City Science, 0, , 239980832110168. 1.0 0

146 Online Third Places: Supporting Well-Being Through Identifying and Managing Unintended
Consequences. Journal of Service Research, 2022, 25, 108-125. 7.8 14

147
Third Places, Social Capital, and Sense of Community as Mechanisms of Adaptive Responding for Young
People Who Experience Social Marginalization. American Journal of Community Psychology, 2022, 69,
436-450.

1.2 12

148 A multilevel synthesis of subjective and objective measures of foodservices in the experience process.
International Journal of Hospitality Management, 2021, 99, 103059. 5.3 14

149 Transformative Service Research in Hospitality. Tourism Management, 2021, 87, 104366. 5.8 20

150 Crowding in the time of COVID: Effects on rapport and shopping satisfaction. Journal of Retailing and
Consumer Services, 2022, 64, 102760. 5.3 23



10

Citation Report

# Article IF Citations

151 Review on the influences of atmospheric effects of commercial settings towards consumersâ€™
emotions, perceptions and behaviors. AIP Conference Proceedings, 2021, , . 0.3 2

152 Clinical geography: A proposal to embrace space, place and wellbeing through person-centered
practice. Wellbeing, Space and Society, 2021, 2, 100035. 0.9 6

153 Evolution von GeschÃ¤ftsmodellen bei systemischen Innovationen. , 2020, , 781-791. 2

154 Loneliness, Material Possession Love, and Consumersâ€™ Physical Well-Being. , 2014, , 63-72. 7

155 What is Sensory Marketing?. , 2009, , 1-23. 38

156 Going out for a Pint: Exploring the Relationship between Craft Brewery Locations and Neighborhood
Walkability. Papers in Applied Geography, 2020, 6, 240-255. 0.8 12

157
The Effects of the 2018 Commonwealth Games Service Environment on Athlete Satisfaction and
Performance: A Transformative Service Research Approach. Journal of Sport Management, 2020, 34,
316-328.

0.7 4

158 La participation du client au sein dâ€™un environnement commercial : exploration des dispositifs et de
lâ€™initiative client dans un lieu attachant. Decisions Marketing, 2016, 82, 91-107. 0.1 2

159 Transforming human trafficking rescue services in Nigeria: towards context-specific intersectionality
and trauma-informed perspectives. Journal of Services Marketing, 2021, 35, 878-890. 1.7 6

161 Collective Well-Being for Economic Quality Growth. Advances in Business Strategy and Competitive
Advantage Book Series, 2020, , 1-13. 0.2 0

162 â€œIs it all just lip service?â€•: on Instagram and the normalisation of the cosmetic servicescape. Journal of
Services Marketing, 2022, 36, 44-58. 1.7 11

163 The impact of â€œcapitalizationâ€• social support services on student-athlete well-being. Journal of
Services Marketing, 2021, ahead-of-print, . 1.7 4

164 How servicescape unleash customer engagement behaviors through place attachment: an
investigation in a non-Western context. Cogent Business and Management, 2022, 9, . 1.3 0

165 The intimacy trap: Navigating the commercial friendships of luxury. Journal of Business Research,
2022, 145, 649-659. 5.8 0

166 Navigating contradictory logics in the field of luxury retailing. Journal of Retailing, 2021, , . 4.0 7

167 Sociospatial Disparities in â€œThird Placeâ€• Availability in the United States. Socius, 2022, 8,
237802312210903. 1.1 5

168 Understanding local community customers: Perspectives from place attachment and customer
satiation. Advances in Psychological Science, 2022, 30, 1482. 0.2 0

169
Transformative value co-creation with older customers in e-services: Exploring the influence of
customer participation on appreciation of digital affordances and well-being. Journal of Retailing and
Consumer Services, 2022, 67, 103022.

5.3 7



11

Citation Report

# Article IF Citations

170 An expanded eventscape framework as the driver of attachment and loyalty to mass-participation
sporting events. Journal of Convention and Event Tourism, 2022, 23, 385-411. 1.8 1

171 Cognability: An Ecological Theory of neighborhoods and cognitive aging. Social Science and Medicine,
2022, 309, 115220. 1.8 13

172 The discursive construction of corporate identity in the corporate social responsibility reports: A
case study of Starbucks. Frontiers in Psychology, 0, 13, . 1.1 3

173 Effects of online commercial friendships on customer revenge following a service failure. Journal of
Business Research, 2022, 153, 102-114. 5.8 1

174 Influence of co-creation signals on observersâ€™ co-creation willingness: A self-determination theory
perspective. Frontiers in Psychology, 0, 13, . 1.1 1

175 Reframing Third Places: Environmental Changes of Merging Places During COVID-19. Journal of
Interior Design, 2023, 48, 12-28. 0.4 2

176 Heeding emotions or seeking challenges? Family support processes cultivate consumers' emotionâ€• and
problemâ€•focused supportâ€•seeking. Psychology and Marketing, 2023, 40, 707-722. 4.6 0

177 People and place attachment: Exploring compliance in neighborhood health centers. Health Marketing
Quarterly, 2023, 40, 375-395. 0.6 2

178 Older Peopleâ€™s Knowledge Creation Motivations for Sustainable Communities. Sustainability, 2023, 15,
251. 1.6 1

179 Relationships of Social Support and Activity Attachment with Purpose in Life among Older Forest
Bathers: A Mediated Model. Leisure Sciences, 0, , 1-18. 2.2 2

180 Place attachment in coffee shops: a customer perspective study in North Cyprus. Journal of
Hospitality and Tourism Insights, 2024, 7, 312-328. 2.2 2

195 What About the Locals? Laying Out a Third Place Branding Strategy for Local Craft Breweries in the
Neolocalism Literature. , 2023, , 189-203. 0


