CITATION REPORT
List of articles citing

Source: https://exaly.com/paper-pdf/44348554/citation-report.pdf
Version: 2024-04-28

This report has been generated based on the citations recorded by exaly.com for the above article. For
the latest version of this publication list, visit the link given above.

The third column is the impact factor (IF) of the journal, and the fourth column is the number of

citations of the article.




60

54

52

50

48

CITATION REPORT

Paper IF Citations

An Empirical Investigation of the Differential Effects of Personal, Historical, and Non-Nostalgic
Advertising on Consumer Responses. Journal of Advertising, 2011, 40, 107-122

How many pictures should your print ad have?. Journal of Business Research, 2011, 64, 3-6 87 9

Cultural Signifiers of Web Site Images. Journal of Management Information Systems, 2011, 28, 147-200

Affective responses to movie posters: differences between adolescents and young adults. L
International Journal of Psychology, 2012, 47, 154-60 9 3

XCSF for prediction on emotion induced by image based on dimensional theory of emotion. 2012,

Affective pattern analysis of image in frequency domain using the Hilbert-Huang Transform. 2012,

Product-Oriented Web Technologies and Product Returns: An Exploratory Study. /nformation
Systems Research, 2013, 24, 998-1010

Desert or rain. European Journal of Marketing, 2013, 47, 917-933 4.4 22

How Images of Other Consumers Influence Subsequent Taste Perceptions. Journal of Marketing,
2013, 77,124-139

Applying LCS to affective image classification in spatial-frequency domain. 2014, 1

Examining Regulatory Focus in the Information Processing of Imagery and Analytical
Advertisements. Journal of Advertising, 2014, 43, 371-381

Yes, we have no bananas: Consumer responses to restoration of freedom. Journal of Consumer L1
Psychology, 2014, 24, 541-548 3 7

Consumers’ green involvement and the persuasive effects of emotional versus functional ads.
Journal of Business Research, 2014, 67, 1885-1893

Be rational or be emotional: advertising appeals, service types and consumer responses. European 3
Journal of Marketing, 2014, 48, 2105-2126 +4 7

Adolescents[Assessments of Advertisements for Unhealthy Food: an Example of Warning Labels
for Soft Drinks. Journal of Consumer Policy, 2014, 37, 279-299

The impacts of technological environments and co-creation experiences on customer participation.

Information and Management, 2015, 52, 468-482 66 106

The Arithmetic of Emotion: Integration of Incidental and Integral Affect in Judgments and

Decisions. Frontiers in Psychology, 2016, 7, 325




(2019-2016)

Examination of Affective Responses to Images in Sponsorship-Linked Marketing. Journal of Global

46 short Management, 2016, 1, 110-128 o7 12

The best match-up of airline advertising endorsement and flight safety message. International
Journal of Contemporary Hospitality Management, 2016, 28, 2533-2552

Nature Imagery in Non-Green Advertising: The Effects of Emotion, Autobiographical Memory, and

44 Consumer’s Green Traits. Journal of Advertising, 2016, 45, 427-440 44 26

How consumer-generated images shape important consumption outcomes in the food domain.
Journal of Consumer Marketing, 2016, 33, 1-8

The role of medium content and ad format congruity in influencing advertising outcomes. Journal

42 of Marketing Communications, 2017, 23, 371-384 223

The effects of regulatory focus and mixed valence imagery and analytical attributes on product
decisions. Marketing Intelligence and Planning, 2017, 35, 397-407

/e The Effects of Visual Control Mechanisms on Touch-Based Mobile Devices. SSRN Electronic Journal,
2017,

Misleading Consumers with Green Advertising? An AffectReasonlhvolvement Account of
Greenwashing Effects in Environmental Advertising. Journal of Advertising, 2018, 47, 127-145

Evaluations of a sequence of affective events presented simultaneously. European Journal of
Marketing, 2018, 52, 866-881 44 3

Does game rules work as a game changer? Analyzing the effect of rule orientation on brand
attention and memory in advergames. Computers in Human Behavior, 2018, 81, 325-339

The sweet smell of advertising: the essence of matching scents with other ad cues. International

Journal of Advertising, 2018, 37, 568-590 36 10

The Psychological Processes of Mixed Valence Images: Emotional Response, Visual Attention, and
Memory. Visual Communication Quarterly, 2018, 25, 225-239

BAsymmetric revelationleffect: The influence of an increased number of photos on mental imagery
34 and behavioural responses depending on target market. Recherche Et Applications En Marketing, 09 O
2018, 33, 31-60

LEffet de « rlilation asymbrique » : Influence de (Bugmentation du nombre de photos sur
limagerie mentale et les rBonses comportementales selon le niveau de gamme. Recherche Et
Applications En Marketing, 2018, 33, 34-64

Emotion Induction in Click Intention of Picture Advertisement: A Field Examination. Journal of 3
32 Internet Commerce, 2018, 17, 356-382 3 7

Measures of aesthetic dimensions and reactions in advertising. /nternational Journal of Advertising,
2019, 38, 258-275

° Information Clues and Emotional Intentions: A Case Study of the Regional Image of the Cultural 5
3 and Creative Community. Administrative Sciences, 2019, 9, 39 5

The value of product presentation technologies on mobile vs. non-mobile devices: A randomized

field experiment. Decision Support Systems, 2019, 121, 109-120




CITATION REPORT

Brand it green: young consumerslbrand attitudes and purchase intentions toward green brand

28 advertising appeals. Young Consumers, 2019, 20, 190-207 24 15

Facts-up-front: should food companies follow the FDA or industry label format? The effects of
combining virtue and vice information on consumer evaluations. Marketing Letters, 2019, 30, 321-334

How do product recommendations affect impulse buying? An empirical study on WeChat social

26 commerce. Information and Management, 2019, 56, 236-248

6.6 81

The role of emotion in a housing purchase: An empirical analysis of the anatomy of satisfaction
from off-plan apartment purchases in France. Environment and Planning A, 2019, 51, 1370-1388

An Exploration of the Effects of Photograph Content, Photograph Source, and Price on Consumers( 6
24 Online Travel Booking Intentions. Journal of Travel Research, 2020, 59, 120-139 35

How to meet reuse and preparation for reuse targets? Shape advertising strategies but be aware of
"social washing". Waste Management, 2020, 101, 291-300

Effects of haptic cues on consumers’ online hotel booking decisions: The mediating role of mental

22 imagery. Tourism Management, 2020, 77, 104025

108 29

The mitigating effect of matching regulatory focus with arousal-inducing stimuli in service failure
situations. Psychology and Marketing, 2020, 37, 1420-1432

20 Brand recall of skippable vs non-skippable ads in YouTube. Online Information Review, 2020, 44, 545-562> 8

Machine learning as an effective paradigm for persuasive message design. Quality and Quantity,
2020, 54, 1023-1045

Hubristic pride & prejudice: The effects of hubristic pride on negative word-of-mouth. International

18 Journal of Research in Marketing, 2020, 37, 621-643 55 7

Effects of Visual Cues and Social Density on Beverage Consumption: A Field Experiment in a Bar.
Cornell Hospitality Quarterly, 193896552098549

Will a green color and nature images make consumers pay more for a green product?. Journal of

16 Consumer Marketing, 2021, 38, 305-312

A Fresh Start for Stigmatized Groups: The Effect of Cultural Identity Mindset Framing in Brand
Advertising. Journal of Advertising, 1-27

L A critical review of international print advertisements: evolutionary analysis, assessment and
4 elucidations, from 1965 to 2020. International Marketing Review, 2021, 38, 806-839 4-4

Unintended Consequences of Warmth Appeals: An Extension of the Compensation Effect between
Warmth and Competence to Advertising. Journal of Advertising, 1-17

The impact of cover image authenticity and aesthetics on userslproduct-knowing and
12 content-reading willingness in social shopping community. /nternational Journal of Information 16.4 2
Management, 2022, 62, 102428

Same, Same but Different. How Pictures Influence Emotional Responses of Users with Different

Web Search Behaviours. 2013, 375-387




CITATION REPORT

Does an image facilitate the sharing of negative news on social media? An experimental

10 investigation. Library and Information Science Research, 2021, 43, 101120

An Empirical Investigation of the Effects of Product-Oriented Web Technologies on Product
Returns. SSRN Electronic Journal,

The Impact of Brand Positioning and Information on Emotional and Behavioral Participation of
Social Media. 2019,

Effect of Online Ad on Click Intention. 2020,

6 Marketing Gastronomic Tourism Experiences as Luxury. 2022, 183-197 0

Too Close to the Ego: Narcissists[Affective Reaction to Advertising Depends on Its Relevance to
Self-lmage. Journal of Advertising, 1-15

4 How Does Brand Pride Help Consumers Take the Right Decisions?. Global Business Review, 0972150922 19941

How Live Streaming Interactions and Their Visual Stimuli Affect Users[bustained Engagement
Behaviour Comparative Experiment Using Live and Virtual Live Streaming. 2022, 14, 8907

2 Heuristic processing of green advertising: Review and policy implications. 2023, 206, 107760 1

Effects of banner ad type, web content type and theme consistency on banner blindness: an eye

movement study.




