
Customer-to-Customer Interactions: Broadening the Scope of Word of Mouth Research

Journal of Service Research

13, 267-282

DOI: 10.1177/1094670510375600

Citation Report



Citation Report

2

# Article IF Citations

2 The Impact of New Media on Customer Relationships. Journal of Service Research, 2010, 13, 311-330. 7.8 992

3 Customer Engagement as a New Perspective in Customer Management. Journal of Service Research,
2010, 13, 247-252. 7.8 726

4 Undervalued or Overvalued Customers: Capturing Total Customer Engagement Value. Journal of
Service Research, 2010, 13, 297-310. 7.8 956

5 The Impact of e-WOM: Determinants of Influence. , 2011, , 215-230. 4

7 Paving the way for â€œdistinguished marketingâ€•. International Journal of Research in Marketing, 2011, 28,
76-88. 2.4 63

10 Interactive Digital Advertising vs. Virtual Brand Community. Journal of Interactive Advertising, 2011,
12, 44-61. 3.0 232

11 The Role of Social Media for Luxury Brandsâ€”Motives for Consumer Engagement and Opportunities
for Business. , 2012, , 221-236. 10

12 Correlating service touchâ€•point preferences with engagement parameters. Industrial Management and
Data Systems, 2012, 112, 766-785. 2.2 5

15 The Effects of Traditional and Social Earned Media on Sales: A Study of a Microlending Marketplace.
Journal of Marketing Research, 2012, 49, 624-639. 3.0 416

16 How to transform consumers into fans of your brand. Journal of Service Management, 2012, 23,
344-361. 4.4 474

17 Beyond price: how does trust encourage online group's buying intention?. Internet Research, 2012, 22,
569-590. 2.7 65

18 Online social networks: A survey of a global phenomenon. Computer Networks, 2012, 56, 3866-3878. 3.2 225

19 Perceived â€˜usefulnessâ€™ of online consumer reviews: An exploratory investigation across three
services categories. Electronic Commerce Research and Applications, 2012, 11, 548-559. 2.5 375

20 Are social media replacing traditional media in terms of brand equity creation?. Management Research
Review, 2012, 35, 770-790. 1.5 462

21 The Effects of Traditional and Social Earned Media on Sales: A Study of a Microlending Marketplace.
SSRN Electronic Journal, 2012, , . 0.4 11

22 Electronic Word-of-Mouth Versus Interpersonal Word-of-Mouth: Are All Forms of Word-of-Mouth
Equally Influential?. Services Marketing Quarterly, 2013, 34, 240-256. 0.7 46

23 Organic and amplified eWOM in consumer fashion blogs. Journal of Fashion Marketing and
Management, 2013, 17, 20-37. 1.5 87

24 How WOM marketing contributes to new product adoption. European Journal of Marketing, 2013, 47,
1089-1114. 1.7 48



3

Citation Report

# Article IF Citations

25 Who will lead and who will follow: Identifying Influential Users in Online Social Networks. Business
and Information Systems Engineering, 2013, 5, 179-193. 4.0 77

27 Dataâ€•driven services marketing in a connected world. Journal of Service Management, 2013, 24, 330-352. 4.4 78

28 Receiver responses to rewarded referrals: the motive inferences framework. Journal of the Academy
of Marketing Science, 2013, 41, 669-682. 7.2 111

30 Social identity, electronic word-of-mouth and referrals in social network services. Kybernetes, 2013,
42, 1149-1165. 1.2 36

31 Creating Online Brand Experience on Facebook. Marketing Review St Gallen, 2013, 30, 50-59. 0.6 23

32 A study on review manipulation classification using decision tree. , 2013, , . 13

33 Consumptionâ€•Focused Selfâ€•Expression Word of Mouth: A New Scale and Its Role in Consumer Research.
Psychology and Marketing, 2013, 30, 959-970. 4.6 59

34 Beyond traditional wordâ€•ofâ€•mouth. Journal of Service Management, 2013, 24, 294-313. 4.4 139

35 The role of consumerâ€“brand identification in building brand relationships. Journal of Business
Research, 2013, 66, 53-59. 5.8 449

36 eCCIq: The quality of electronic customer-to-customer interaction. Journal of Retailing and
Consumer Services, 2013, 20, 11-19. 5.3 39

37 Defining, Measuring, and Managing Business Reference Value. Journal of Marketing, 2013, 77, 68-86. 7.0 53

38
ComunicaciÃ³n comercial y boca-oÃdo electrÃ³nico en sitios web corporativos: un anÃ¡lisis desde la
perspectiva del marketing de relaciones. Investigaciones Europeas De DirecciÃ³n Y EconomÃa De La
Empresa, 2013, 19, 31-41.

0.6 6

39 Facebook advertisements and purchase of weight-loss products. Journal of Medical Marketing, 2013,
13, 201-211. 0.2 8

41 Web reviews influence on expectations and purchasing intentions of hotel potential customers.
International Journal of Hospitality Management, 2013, 34, 99-107. 5.3 462

42 Third Party Customers Infecting Other Customers for Better or for Worse. Psychology and
Marketing, 2013, 30, 277-292. 4.6 33

43 Customer engagement behaviors and hotel responses. International Journal of Hospitality
Management, 2013, 33, 316-330. 5.3 226

44 Targeting Revenue Leaders for a New Product. Journal of Marketing, 2013, 77, 65-80. 7.0 93

45 The Network Value of Products. Journal of Marketing, 2013, 77, 1-14. 7.0 43



4

Citation Report

# Article IF Citations

46 Decomposing the Value of Word-of-Mouth Seeding Programs: Acceleration versus Expansion. Journal
of Marketing Research, 2013, 50, 161-176. 3.0 217

47 Discussing Brand Information on Social Networking Sites: Implications for Global Brand Marketing.
Journal of Organizational Computing and Electronic Commerce, 2013, 23, 372-391. 1.0 10

48 Spreading the word through likes on Facebook. Journal of Research in Interactive Marketing, 2013, 7,
269-294. 7.2 181

49 Understanding Generation Y and their use of social media: a review and research agenda. Journal of
Service Management, 2013, 24, 245-267. 4.4 795

50 Disentangling the Strategic Use of Social Media in the Insurance Industry: A Value Co-Creation
Perspective. Advanced Series in Management, 2013, , 63-86. 0.8 12

51 Service recovery's impact on customers next-in-line. Managing Service Quality, 2013, 23, 495-512. 2.4 47

52 The Role of Social Media for Luxury-Brands â€“ Motives for Consumer Engagement and Opportunities
for Businesses. SSRN Electronic Journal, 2013, , . 0.4 2

53 The Impact of Facebook Fan Page Participation on Customer Behavior: An Empirical Investigation. SSRN
Electronic Journal, 2013, , . 0.4 3

54
What Drives Consumers to Pass Along Marketer-Generated eWOM in Social Network Games?: Social
and Game Factors in Play. Journal of Theoretical and Applied Electronic Commerce Research, 2013, 8,
9-10.

3.1 10

55 Creators, Multipliers, and Lurkers: Who Contributes and Who Benefits at Online Review Sites. SSRN
Electronic Journal, 0, , . 0.4 1

56 How Does a Social Network Site Fan Page Influence Purchase Intention of Online Shoppers.
International Journal of Social and Organizational Dynamics in IT, 2013, 3, 19-42. 0.6 9

57
Achievement of Strategic ICT Business Objectives through Customer Retention in a Ghanaian
Telecommunications Company. Current Research Journal of Social Sciences Maxwell Scientific
Organization, 2013, 5, 219-227.

0.4 0

58 Creating Social Contagion Through Firm Mediated Message Design: Evidence from a Randomized Field
Experiment. SSRN Electronic Journal, 0, , . 0.4 6

59 Getting Loan Clients to Recommend Financial Service Providers: The Role of Satisfaction, Trust and
Information Quality. Accounting and Finance Research, 2014, 4, . 0.2 1

60 Dynamic Effects of Social Influence and Direct Marketing on the Adoption of High-Technology
Products. Journal of Marketing, 2014, 78, 52-68. 7.0 179

61 Word-of-mouth marketing. European Journal of Marketing, 2014, 48, 1186-1208. 1.7 24

62 The Influence of Online Reputation and Product Heterogeneity on Service Firm Financial Performance.
Service Science, 2014, 6, 217-228. 0.9 34

63 Conceptualization and Measurement of Fan Engagement: Empirical Evidence From a Professional Sport
Context. Journal of Sport Management, 2014, 28, 399-417. 0.7 159



5

Citation Report

# Article IF Citations

64 Within-brand and cross-brand word-of-mouth for sequential multi-innovation diffusions. IMA
Journal of Management Mathematics, 2014, 25, 287-311. 1.1 31

65 The collective consumption network. Managing Service Quality, 2014, 24, 545-564. 2.4 15

66 Impact of Message Design on Online Interactions. , 2014, , . 2

67 Managing Engagement Behaviors in a Network of Customers and Stakeholders. Journal of Service
Research, 2014, 17, 68-84. 7.8 231

68 Influentials and Influence Mechanisms in New Product Diffusion: An Integrative Review. Journal of
Marketing Theory and Practice, 2014, 22, 185-208. 2.6 57

69 â€œPINâ€• pointing the motivational dimensions behind Pinterest. Computers in Human Behavior, 2014, 33,
192-200. 5.1 89

70 New product adoption in social networks: Why direction matters. Journal of Business Research, 2014,
67, 2836-2844. 5.8 62

71 Conceptualizing the brand in social media community: The five sources model. Journal of Retailing and
Consumer Services, 2014, 21, 468-481. 5.3 91

72 The role of social network websites in the consumerâ€“brand relationship. Journal of Retailing and
Consumer Services, 2014, 21, 460-467. 5.3 160

73 Antecedents and consequences of the quality of e-customer-to-customer interactions in B2B brand
communities. Industrial Marketing Management, 2014, 43, 164-176. 3.7 135

74 The Sales Velocity Effect on Retailing. Journal of Interactive Marketing, 2014, 28, 237-256. 4.3 7

75 Analysis of consumersâ€™ response to brand community integration and brand identification. Journal of
Brand Management, 2014, 21, 254-272. 2.0 33

76 Examining the drivers and brand performance implications of customer engagement with brands in
the social media environment. Journal of Brand Management, 2014, 21, 495-515. 2.0 297

77 Exploring customer-to-customer value co-creation platforms and practices in team sports. European
Sport Management Quarterly, 2014, 14, 25-49. 2.3 95

78
Acta Non Verba? The Role of Customer Participation and Word of Mouth in the Relationship Between
Service Firmsâ€™ Customer Satisfaction and Sales Performance. Journal of Service Research, 2014, 17,
40-53.

7.8 146

79 CRM to social CRM: the integration of new technologies into customer relationship management.
Journal of Strategic Marketing, 2014, 22, 149-176. 3.7 154

80 Antecedents and consequences of customer engagement in online brand communities. Journal of
Marketing Analytics, 2014, 2, 81-97. 2.2 135

81 Customer Engagement With Tourism Brands. Journal of Hospitality and Tourism Research, 2014, 38,
304-329. 1.8 423



6

Citation Report

# Article IF Citations

82 Creators, multipliers, and lurkers: who contributes and who benefits at online review sites. Journal
of Service Management, 2014, 25, 49-74. 4.4 70

83 Talk up or criticize? Customer responses to WOM about competitors during social interactions.
Journal of Business Research, 2014, 67, 2645-2656. 5.8 66

84 The Role of Customer Engagement Behavior in Value Co-Creation. Journal of Service Research, 2014, 17,
247-261. 7.8 826

85 GOSIP in Cyberspace: Conceptualization and Scale Development for General Online Social Interaction
Propensity. Journal of Interactive Marketing, 2014, 28, 87-100. 4.3 73

88 A model of consumer engagement in a virtual customer environment. Journal of Customer Behavior,
2014, 13, 325-346. 0.0 27

89 Exploring the impact of customer feedback on the well-being of service entities. Journal of Service
Management, 2014, 25, 531-555. 4.4 46

90 Social Media Espionage â€” A Strategic Grid. New Technology Based Firms in the New Millennium, 2015, ,
261-274. 0.1 5

91 Marketing of academic library services through social networking sites: Implications of electronic
word-of-mouth. Education for Information, 2015, 31, 143-159. 0.2 7

92 Sport Management and The Natural Environment. , 0, , . 17

94 Online Store Loyalty. Journal of Electronic Commerce in Organizations, 2015, 13, 55-73. 0.6 0

95 Customer and Firm Interactions on Social Media. SSRN Electronic Journal, 0, , . 0.4 5

96 The Customer Engagement Ecosystem. SSRN Electronic Journal, 0, , . 0.4 87

97 The Impact of Opinion Leadership on Purchases through Social Networking Websites. Journal of
Theoretical and Applied Electronic Commerce Research, 2015, 10, 18-29. 3.1 12

98 Spillover Effects in Seeded Word-of-Mouth Marketing Campaigns. SSRN Electronic Journal, 0, , . 0.4 3

99 How Credible is E-Word of Mouth Across Digital-Marketing Channels?. Journal of Advertising
Research, 2015, 55, 95-109. 1.0 88

100 Save Like the Joneses. Journal of Service Research, 2015, 18, 384-404. 7.8 78

101 Student engagement: the role of social influence and locus of control. International Journal of
Management in Education, 2015, 9, 466. 0.1 6

102 Cognitive and affective factors influencing customer adoption of social commerce: an empirical
study. International Journal of Business and Systems Research, 2015, 9, 154. 0.2 9



7

Citation Report

# Article IF Citations

103 Use of Social Networking Sites and Word-of-Mouth in Tourism Services. Advances in Hospitality and
Leisure, 2015, , 21-40. 0.2 4

104 An investigation into gamification as a customer engagement experience environment. Journal of
Services Marketing, 2015, 29, 533-546. 1.7 202

105 The effects of review valence in organic versus sponsored blog sites on perceived credibility, brand
attitude, and behavioural intentions. Marketing Intelligence and Planning, 2015, 33, 508-521. 2.1 60

106
The Significant Role of Customer Brand Identification towards Brand Loyalty Development: An
Empirical Study among Malaysian Hypermarkets Customer. Procedia, Social and Behavioral Sciences,
2015, 207, 182-188.

0.5 10

107 Social Contagion in New Product Trial and Repeat. Marketing Science, 2015, 34, 408-429. 2.7 107

108 Customer-to-customer interactions and word of mouth: conceptual extensions and empirical
investigations. Journal of Strategic Marketing, 2015, 23, 287-304. 3.7 17

109 Use of social networking sites for product communication: A comparative study of Hispanics and
non-Hispanic whites. Computers in Human Behavior, 2015, 49, 86-93. 5.1 7

110 Investigating the consequences of word of mouth from a WOM senderâ€™s perspective in the services
context. Journal of Marketing Management, 2015, 31, 1018-1039. 1.2 43

111 Service Firm Performance Transparency. Journal of Service Research, 2015, 18, 451-467. 7.8 73

112 Customer Delight as an Ex Ante and Ex Post Factor of Positive Customer Engagement Behavior:
Interactive Value Creation in Customer Management. , 2015, , 211-234. 1

113 Effectiveness of corporate social media activities in increasing relational outcomes. Information and
Management, 2015, 52, 824-839. 3.6 74

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

116 Social Media in Politics: The Ultimate Voter Engagement Tool or Simply an Echo Chamber?. Journal of
Political Marketing, 2015, 14, 251-283. 1.3 28

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

118 Using Graph Theory to Value Paying and Nonpaying Customers in a Social Network: Linking Customer
Lifetime Value to Word-of-Mouth Social Value. Journal of Relationship Marketing, 2015, 14, 301-320. 2.8 3

119 Beyond brand loyalty: Brand sustainability. Journal of Marketing Communications, 2015, 21, 340-355. 2.7 16

120 Modelling CRM in a Social Media Age. Australasian Marketing Journal, 2015, 23, 27-37. 3.5 87

121 Is corporate social responsibility a motivator or hygiene factor? Insights into its bivalent nature.
Journal of the Academy of Marketing Science, 2015, 43, 315-332. 7.2 93



8

Citation Report

# Article IF Citations

122 How Customer Participation in B2B Peer-to-Peer Problem-Solving Communities Influences the Need for
Traditional Customer Service. Journal of Service Research, 2015, 18, 23-38. 7.8 44

123 Social impact theory: An examination of how immediacy operates as an influence upon social media
interaction in Facebook fan pages. The Marketing Review, 2016, 16, 299-321. 0.1 24

124 Electronic word-of-mouth: successful communication strategies for restaurants. Tourism and
Hospitality Management, 2016, 22, 211-223. 0.5 17

125 An investigation of how the Australian brewing industry influence consumers on Twitter.
Australasian Journal of Information Systems, 2016, 20, . 0.3 3

126 Airport mobile marketing as a channel to promote cross-selling. Journal of Airline and Airport
Management, 2016, 6, 133. 0.2 1

127 Building Agent-Based Decision Support Systems for Word-of-Mouth Programs. A Freemium Application.
SSRN Electronic Journal, 2016, , . 0.4 1

128
Investigating antecedents and moderating factors of consumer's acceptance and adoption of
online-received recommendations on social media: an empirical analysis. International Journal of
Internet Marketing and Advertising, 2016, 10, 90.

0.1 0

129 Using the power of Word-Of-Mouth to leverage the effect of marketing activities on consumer
responses. Total Quality Management and Business Excellence, 0, , 1-17. 2.4 3

130 Creating Value with Big Data Analytics. , 0, , . 88

131 Measuring customer equity and managing the customer asset: an explanatory study in the Australian
hotels. Journal of Marketing Management, 2016, 32, 1670-1700. 1.2 5

132 Incorporating awareness and genetic-based viral marketing strategies to a consumer behavior model. ,
2016, , . 2

133 Who is talking, who is listening? Service recovery through online customer-to-customer
interactions. Marketing Intelligence and Planning, 2016, 34, . 2.1 21

134 Retail Marketing: A Novel Research Agenda. Australasian Marketing Journal, 2016, 24, 102-107. 3.5 7

135 Exposing Pinocchio customers: investigating exaggerated service stories. Journal of Service
Management, 2016, 27, 63-90. 4.4 15

136 The Impact of Power on Service Customersâ€™ Willingness to Post Online Reviews. Journal of Service
Research, 2016, 19, 224-238. 7.8 74

137 The influence of e-word-of-mouth on hotel occupancy rate. International Journal of Contemporary
Hospitality Management, 2016, 28, 2035-2051. 5.3 242

138 Perceptions of others, mindfulness, and brand experience in retail service setting. Journal of Retailing
and Consumer Services, 2016, 33, 43-52. 5.3 42

139
How word-of-mouth transmission encouragement affects consumers' transmission decisions,
receiver selection, and diffusion speed. International Journal of Research in Marketing, 2016, 33,
755-766.

2.4 54



9

Citation Report

# Article IF Citations

140 The effect of perceived brand leadership on luxury service WOM. Journal of Services Marketing, 2016,
30, 659-671. 1.7 30

141 Antecedents of attitudes toward eWOM communication: differences across channels. Internet
Research, 2016, 26, 1030-1051. 2.7 86

142 Differentiating customer engaging behavior by targeted benefits â€“ an empirical study. Journal of
Consumer Marketing, 2016, 33, 528-538. 1.2 25

143 Social Network Marketing. , 2016, , . 3

144 Engagement platforms. Journal of Service Theory and Practice, 2016, 26, 559-589. 1.9 88

145 Drivers of user engagement in eWoM communication. Journal of Services Marketing, 2016, 30, 541-553. 1.7 85

146 Les consÃ©quences comportementales des interactions entre consommateurs dans le contexte des
services hÃ´teliers en Tunisie. Revue Gestion Et Organisation, 2016, 8, 118-126. 0.0 0

147 A Study on the Influencing Mechanism of Social Media Marketing on Relationship Marketing
Outcomes: The Moderating Role of Culture Value. , 2016, , . 1

149 Consumersâ€™ Online Brand Endorsements. , 2016, , 189-209. 3

150 Brand Pages as a Communication Tool: A State of the Art and a Research Agenda. , 2016, , 169-188. 1

151 Creating Enduring Customer Value. Journal of Marketing, 2016, 80, 36-68. 7.0 408

152 Understanding Customer Experience Throughout the Customer Journey. Journal of Marketing, 2016,
80, 69-96. 7.0 2,631

153 Digitalisierung im Vertrieb. , 2016, , . 15

154 The customer engagement ecosystem. Journal of Marketing Management, 2016, 32, 469-501. 1.2 165

155 Why Nonprofits Are Easier to Endorse on Social Media: The Roles of Warmth and Brand Symbolism.
Journal of Interactive Marketing, 2016, 33, 27-42. 4.3 106

156 Drivers of employee propensity to endorse their corporate brand. Journal of Brand Management, 2016,
23, 55-66. 2.0 32

157 Linking Customer Engagement to Trust and Word-of-Mouth on Facebook Brand Communities: An
Empirical Study. Journal of Internet Commerce, 2016, 15, 40-58. 3.5 158

158 The effect of social media interactions on customer relationship management. Business Research,
2016, 9, 133-155. 4.0 42



10

Citation Report

# Article IF Citations

159 The profit impact of revenue heterogeneity and assortativity in the presence of negative
word-of-mouth. International Journal of Research in Marketing, 2016, 33, 656-673. 2.4 24

160 Service Recovery via Social Media. Journal of Service Research, 2016, 19, 192-208. 7.8 82

161 â€œUnderstanding a fury in your wordsâ€•: The effects of posting and viewing electronic negative
word-of-mouth on purchase behaviors. Computers in Human Behavior, 2016, 54, 511-521. 5.1 93

162 Understanding the influence of C2C communication on purchase decision in online communities from
a perspective of information adoption model. Telematics and Informatics, 2016, 33, 8-16. 3.5 101

163 Referrals for new client acquisition in professional services. Qualitative Market Research, 2017, 20,
28-42. 1.0 9

164 Managing initial expectations when word-of-mouth matters. European Journal of Marketing, 2017, 51,
123-156. 1.7 11

165 Will They Come and Will They Stay? Online Social Networks and News Consumption on External
Websites. Journal of Interactive Marketing, 2017, 37, 117-132. 4.3 20

166 Customersâ€™ perceived website service quality and its effects on e-loyalty. International Journal of
Contemporary Hospitality Management, 2017, 29, 438-457. 5.3 91

167 When Service Customers Do Not Consume in Isolation. Journal of Service Research, 2017, 20, 223-239. 7.8 61

168 From conformity to reactance: Contingent role of network centrality in consumer-to-consumer
influence. Journal of Business Research, 2017, 75, 86-94. 5.8 17

169 Leveraging marketer-generated appeals in online brand communities. Journal of Service Management,
2017, 28, 133-156. 4.4 28

171 The Role of Mere Closeness: How Geographic Proximity Affects Social Influence. Journal of Marketing,
2017, 81, 49-66. 7.0 42

172 Customer engagement with a service provider and context: an empirical examination. Journal of
Service Theory and Practice, 2017, 27, 854-876. 1.9 18

173 Scale Development and Validation for Measuring Online Engagement. Journal of Internet Commerce,
2017, 16, 127-147. 3.5 30

174 BeitrÃ¤ge zur Dienstleistungsforschung 2016. , 2017, , . 0

175 Customer engagement within multiple new media and broader business ecosystem â€“ a holistic
perspective. Kybernetes, 2017, 46, 1000-1020. 1.2 9

176 Promoting Technological Innovations: Towards an Integration of Traditional and Social Media
Communication Channels. Lecture Notes in Computer Science, 2017, , 256-273. 1.0 6

177 Customer Engagement in Online Communities â€“ A Literature Review. , 2017, , 41-70. 0



11

Citation Report

# Article IF Citations

178 Social presence and customer brand engagement on Facebook brand pages. Journal of Product and
Brand Management, 2017, 26, 262-281. 2.6 73

179 The role of intrinsic in-flight cues in relationship quality and behavioural intentions: segmentation in
less mindful and mindful passengers. Journal of Travel and Tourism Marketing, 2017, 34, 948-962. 3.1 16

180 Passion at first sight: how to engage users in social commerce contexts. Electronic Commerce
Research, 2017, 17, 701-720. 3.0 39

181 Food integrity: a market-based solution. British Food Journal, 2017, 119, 7-19. 1.6 27

182 Generating consumer resonance for purchase intention on social network sites. Computers in Human
Behavior, 2017, 69, 18-28. 5.1 61

183 Online retailers connecting to the youth segment through Facebook (A study on the influence of) Tj ET
Q

q
1 1 0.784314 rg
BT /Overlock 10 Tf 50 542 Td (gender and personality type). Journal of Asia Business Studies, 2017, 11, 387-412.1.3 4

184 Customer-to-customer interaction in tourism experience: Moderating role of nationality. Arab
Economic and Business Journal, 2017, 12, 44-56. 0.1 22

185 Online customer-initiated contacts and the development of profitable relationships. Electronic
Commerce Research and Applications, 2017, 26, 13-22. 2.5 8

186 C2C value creation: social anxiety and retail environment. Journal of Research in Interactive
Marketing, 2017, 11, 398-415. 7.2 11

187 Measuring and improving customer retention at authorised automobile workshops after free
services. Journal of Retailing and Consumer Services, 2017, 39, 93-102. 5.3 39

188 Exploring the Perception of Influencers Vs. Traditional Celebrities. , 2017, , . 47

189 From connoisseur luxury to mass luxury: Value co-creation and co-destruction in the online
environment. Journal of Business Research, 2017, 81, 163-172. 5.8 122

190 The effectiveness of word of mouth in offline and online social networks. Expert Systems With
Applications, 2017, 88, 338-351. 4.4 27

191 Cutting Through the Online Review Jungle â€” Investigating Selective eWOM Processing. Journal of
Interactive Marketing, 2017, 37, 89-104. 4.3 74

192 The temporal aspects of the evidence-based influence maximization on social networks. Optimization
Methods and Software, 2017, 32, 290-311. 1.6 5

193 Building Agent-Based Decision Support Systems for Word-of-Mouth Programs: A Freemium Application.
Journal of Marketing Research, 2017, 54, 752-767. 3.0 68

194 Spillover Effects in Seeded Word-of-Mouth Marketing Campaigns. Marketing Science, 2017, 36, 89-104. 2.7 86

195 Opinion leadership in small groups. International Journal of Research in Marketing, 2017, 34, 536-552. 2.4 45



12

Citation Report

# Article IF Citations

196 Consumersâ€™ perceived post purchase risk in luxury services. International Journal of Hospitality
Management, 2017, 61, 94-106. 5.3 25

197 Social tie strength and virtual goods purchase decisions of online game players. International
Journal of Electronic Marketing and Retailing, 2017, 8, 283. 0.1 3

198 Advertising message strategy analysis for award-winning digital ads. International Journal of
Technology Marketing, 2017, 12, 340. 0.1 4

199
Is a Transdisciplinary Theory of Engagement in Organized Settings Possible? A Concept Analysis of the
Literature on Employee Engagement, Consumer Engagement and Patient Engagement. Frontiers in
Psychology, 2017, 8, 872.

1.1 16

200 Topic-based Social Influence Measurement for Social Networks. Australasian Journal of Information
Systems, 0, 21, . 0.3 13

201 How do different types of customer engagement affect important relationship marketing outcomes?
An empirical analysis. Journal of Customer Behavior, 2017, 16, 111-144. 0.0 11

202 User experience sharing. European Journal of Marketing, 2018, 52, 1154-1184. 1.7 91

203 Conceptualizing negatively valenced influencing behavior: forms and triggers. Journal of Service
Management, 2018, 29, 468-490. 4.4 56

204 Impact of humour on firm-initiated social media conversations. Information Technology and Tourism,
2018, 18, 61-83. 3.4 26

205 Beyond close vs. distant ties: Understanding post-service sharing of information with close,
exchange, and hybrid ties. International Journal of Research in Marketing, 2018, 35, 154-169. 2.4 9

206 Social Media Marketing. , 2018, , . 15

207 Sales Professionalsâ€™ Use of Social Media to Create and Deploy Social Capital in US and Indian
Companies. , 2018, , 143-158. 0

208 A roadmap for driving customer word-of-mouth. Journal of Service Management, 2018, 29, 2-38. 4.4 46

210 Other Customer Service Failures: Emotions, Impacts, and Attributions. Journal of Hospitality and
Tourism Research, 2018, 42, 1067-1085. 1.8 48

211 Good, better, engaged? The effect of company-initiated customer engagement behavior on shareholder
value. Journal of the Academy of Marketing Science, 2018, 46, 366-383. 7.2 181

212
Online reviews: The effect of cosmopolitanism, incidental similarity, and dispersion on consumer
attitudes toward ethnic restaurants. International Journal of Hospitality Management, 2018, 68,
115-123.

5.3 37

213 Customer Engagement Marketing. , 2018, , . 12

214 When are influentials equally influenceable? The strength of strong ties in new product adoption.
Journal of Business Research, 2018, 82, 160-170. 5.8 24



13

Citation Report

# Article IF Citations

215 Exploring customer engagement in tourism. Journal of Vacation Marketing, 2018, 24, 293-306. 2.5 30

216 From Customer to Partner Engagement: A Conceptualization and Typology of Engagement in B2B. ,
2018, , 243-268. 12

217 Happy Users, Grumpy Bosses: Current Community Engagement Literature and the Impact of Support
Engagement in a B2B Setting on User and Upper Management Satisfaction. , 2018, , 141-169. 3

218 Social diffusion and loyalty programs: a path to succeed. International Journal of Contemporary
Hospitality Management, 2018, 30, 475-494. 5.3 4

219
A Networked &lt;inline-formula&gt; &lt;tex-math notation="LaTeX"&gt;${N}$ &lt;/tex-math&gt;
&lt;/inline-formula&gt;-Player Trust Game and Its Evolutionary Dynamics. IEEE Transactions on
Evolutionary Computation, 2018, 22, 866-878.

7.5 58

221 The hospitality model revisited: Developing a hospitality model for today and tomorrow. Hospitality
and Society, 2018, 8, 297-311. 0.4 14

222 Evaluating Socioeconomic Influences on Pinterest Consumer Behavior. , 2018, , . 0

223 Drivers, types and value outcomes of customer-to-customer interaction. Journal of Service Theory
and Practice, 2018, 28, 710-732. 1.9 63

224 WORD OF MOUTH OPPORTUNITY: WHY RECOMMENDATION LIKELIHOOD OVERESTIMATES POSITIVE WORD
OF MOUTH. Journal of Marketing Theory and Practice, 2018, 26, 368-389. 2.6 13

225 Modeling the Role of C2C Information Quality on Purchase Decision in Facebook. Lecture Notes in
Computer Science, 2018, , 244-254. 1.0 5

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

227 Value coâ€•creation in online healthcare communities: The impact of patientsâ€™ reference frames on cure
and care. Psychology and Marketing, 2018, 35, 629-639. 4.6 21

228 Understanding the Omnichannel Customer Journey: Determinants of Interaction Choice. Journal of
Interactive Marketing, 2018, 43, 116-133. 4.3 145

229 THE ROLE OF ONLINE BRAND COMMUNTIES ON BUILDING BRAND EQUITY AND LOYALTY THROUGH
RELATIONAL BENEFITS. Journal of Marketing Theory and Practice, 2018, 26, 289-308. 2.6 21

230 Consumer attitudes towards bloggers and paid blog advertisements: whatâ€™s new?. Marketing
Intelligence and Planning, 2018, 36, 778-793. 2.1 33

231 Consumer engagement with eWOM on social media: the role of social capital. Online Information
Review, 2018, 42, 482-505. 2.2 96

232 How service quality and outcome confidence drive pre-outcome word-of-mouth. Journal of Retailing
and Consumer Services, 2018, 44, 214-221. 5.3 15

233 Social Media Driven Student-Centered Learning Through Social Commerce in Higher Education. , 2018, ,
35-45. 0



14

Citation Report

# Article IF Citations

235 The Differential Effects of Online Peer Review and Expert Review on Service Evaluations. Journal of
Service Research, 2018, 21, 474-489. 7.8 38

236 Understanding electronic word of behavior: conceptualization of the observable digital traces of
consumersâ€™ behaviors. Electronic Markets, 2019, 29, 323-336. 4.4 8

237
Electronic word-of-mouth (eWOM) on WeChat: examining the influence of sense of belonging, need
for self-enhancement, and consumer engagement on Chinese travellersâ€™ eWOM. International Journal
of Advertising, 2019, 38, 26-49.

4.2 113

238 Positive Customer Churn: An Application to Online Dating. Journal of Service Research, 2019, 22,
90-100. 7.8 12

239 Examining the influence of customer-to-customer electronic word-of-mouth on purchase intention
in social networking sites. Asia Pacific Management Review, 2019, 24, 238-249. 2.6 96

240 Influence of company Facebook activities on recruitment success. Journal of Business Research, 2019,
104, 161-169. 5.8 15

241 Tourist-to-Tourist Interaction at Festivals: A Grounded Theory Approach. Sustainability, 2019, 11, 4030. 1.6 20

242 Tourism Marketing Through Internet and Social Media, the Contribution of Smartphones and Virtual
Reality. Springer Proceedings in Business and Economics, 2019, , 1207-1214. 0.3 0

243 The Influence of Online Reviews and Brand Trust and Customer Equity. Journal of Electronic
Commerce in Organizations, 2019, 17, 30-43. 0.6 1

244 Service Recovery on Stage: Effects of Social Media Recovery on Virtually Present Others. Journal of
Service Research, 2019, 22, 421-439. 7.8 65

245 Consumer Behaviour and Marketing Fundamentals for Business Data Analytics. , 2019, , 119-162. 1

246 Construction of information search behavior based on data mining. Personal and Ubiquitous
Computing, 2019, , 1. 1.9 4

247 Customer advocates with a generous heart. Journal of Services Marketing, 2019, 33, 192-205. 1.7 5

248 The Dynamic Nature of Brand Experience. Developments in Marketing Science: Proceedings of the
Academy of Marketing Science, 2019, , 789-799. 0.1 2

249 Exploring the role of atmospheric cues and authentic pride on perceived authenticity assessment of
museum visitors. International Journal of Tourism Research, 2019, 21, 413-426. 2.1 16

250 Developing and validating a multidimensional tourist engagement scale (TES). Service Industries
Journal, 2019, 39, 469-497. 5.0 40

251 The examination of virtual reality at the intersection of consumer experience, shopping journey and
physical retailing. Journal of Retailing and Consumer Services, 2019, 48, 136-143. 5.3 113

252 I like my app but I wanna try yours: exploring user switching from a learning perspective. Internet
Research, 2019, 30, 611-630. 2.7 11



15

Citation Report

# Article IF Citations

253 Engaging with TV events on Twitter. Internet Research, 2019, 30, 381-401. 2.7 8

254 Fashion and social networking: a motivations framework. Journal of Fashion Marketing and
Management, 2019, 23, 608-627. 1.5 19

255 Managing engagement in an emerging economy service. Journal of Service Theory and Practice, 2019,
29, 610-638. 1.9 14

256 Dual roles of users in online brand community and knowledge sharing behavior. Kybernetes, 2019, 48,
2093-2116. 1.2 7

257 The mediating impact of customer satisfaction in relation of brand equity and brand loyalty. South
Asian Journal of Business Studies, 2019, 9, 62-87. 0.5 23

258 Examining the relationship between the price, the characteristics and the visitor evaluation of
attributes of Italian farmhouses with an educational farm. Tourism Review, 2019, 75, 827-839. 3.8 3

259 Determinants of negative customer engagement behaviours. Journal of Services Marketing, 2019, 34,
117-135. 1.7 36

260 Online brand advocacy (OBA): the development of a multiple item scale. Journal of Product and Brand
Management, 2019, 29, 415-429. 2.6 42

261 Positive and negative emotional spirals in e-WOM of new recreational sports: a case study on Nordic
walking. International Journal of Leisure and Tourism Marketing, 2019, 6, 254. 0.1 0

262 Understanding digital moms: motivations to interact with brands on social networking sites.
Qualitative Market Research, 2019, 22, 70-87. 1.0 6

263 Exploring how social media platforms influence fashion consumer decisions in the UK retail sector.
Journal of Fashion Marketing and Management, 2019, 23, 82-103. 1.5 80

264 Making new products go viral and succeed. International Journal of Research in Marketing, 2019, 36,
39-62. 2.4 24

265 Customer Experience Analytics: Dynamic Customer-Centric Model. Service Science: Research and
Innovations in the Service Economy, 2019, , 207-233. 1.1 7

266 Does privacy assurance on social commerce sites matter to millennials?. International Journal of
Information Management, 2019, 44, 164-177. 10.5 119

267 The outcome of online social interactions on Facebook pages. Internet Research, 2019, 29, 2-23. 2.7 50

268
Feel the VIBE: Examining value-in-the-brand-page-experience and its impact on satisfaction and customer
engagement behaviours in mobile social media. Journal of Retailing and Consumer Services, 2019, 46,
149-162.

5.3 111

269 Social Media and the Formation of Organizational Reputation. Academy of Management Review, 2019,
44, 28-52. 7.4 200

270
How can social commerce be boosted? The impact of consumer behaviors on the information
dissemination mechanism in a social commerce network. Electronic Commerce Research, 2020, 20,
833-856.

3.0 17



16

Citation Report

# Article IF Citations

271 Customer Equity Drivers, Customer Experience Quality, and Customer Profitability in Banking
Services: The Moderating Role of Social Influence. Journal of Service Research, 2020, 23, 174-193. 7.8 46

272
â€˜Itâ€™s all about the packagingâ€™: investigation of the motivations, intentions, and marketing implications
of sharing photographs of secondary packaging on Instagram. Information, Communication and
Society, 2020, 23, 1-19.

2.6 14

274 A systematic review of brand transgression, service failure recovery and product-harm crisis:
integration and guiding insights. Journal of the Academy of Marketing Science, 2020, 48, 519-542. 7.2 185

275 Competitive spillover elasticities of electronic word of mouth: an application to the soft drink
industry. Journal of the Academy of Marketing Science, 2020, 48, 270-287. 7.2 21

276 Research on the Influence of User Interaction of Tourism Virtual Community on Purchase Intention.
Advances in Intelligent Systems and Computing, 2020, , 119-134. 0.5 0

277
Exploring the role of extrovert-introvert customersâ€™ personality prototype as a driver of customer
engagement: Does relationship duration matter?. Journal of Retailing and Consumer Services, 2020, 53,
101980.

5.3 58

278 Customer Engagement and its Outcomes: The Cross-Level Effect of Service Environment and Brand
Equity. Journal of Hospitality and Tourism Research, 2020, 44, 377-402. 1.8 50

279 Customer Participation in Virtual Communities for Local High Streets. Journal of Retailing and
Consumer Services, 2020, 54, 102025. 5.3 22

280 Exploring psychological determinants of sharing donor recognition on social networking sites..
International Journal of Nonprofit and Voluntary Sector Marketing, 2020, 25, e1666. 0.5 3

281
Conceptualizing the electronic word-of-mouth process: What we know and need to know about
eWOM creation, exposure, and evaluation. Journal of the Academy of Marketing Science, 2020, 48,
422-448.

7.2 185

282 Management response to eWOM in rural lodging establishments. Spanish Journal of Marketing - ESIC,
2020, 24, 263-278. 2.7 8

283 The impact of brand familiarity, customer brand engagement and self-identification on
word-of-mouth. South Asian Journal of Business Studies, 2020, 10, 29-48. 0.5 13

284 Consumer-Brand Engagement With E-Commerce Market Place Brands. Journal of Electronic Commerce
in Organizations, 2020, 18, 21-37. 0.6 10

285 Introduction to the Handbook of Entrepreneurship and Marketing. , 2020, , . 0

286 Consumption Motivation of Limited Edition Product in Reselling Open Market. Journal of Open
Innovation: Technology, Market, and Complexity, 2020, 6, 133. 2.6 4

287 Customer engagement and eWOM in tourism. Journal of Hospitality and Tourism Insights, 2020, 3,
273-289. 2.2 41

288 A competitive resource: consumer-perceived new-product creativity. Journal of Product and Brand
Management, 2020, 29, 999-1010. 2.6 7

289 The halo effect of C2C interaction quality in prolonged close-proximity service settings. Journal of
Services Marketing, 2020, 34, 459-472. 1.7 11



17

Citation Report

# Article IF Citations

290 Designing a Customer Feedback Service Channel Through AI to Improve Customer Satisfaction in the
Supermarket Industry. Journal of Information and Knowledge Management, 2020, 19, 2050015. 0.8 6

291 Can self-referencing exacerbate punishing behavior toward corporate brand transgressors?. Journal
of Brand Management, 2020, 27, 629-644. 2.0 8

292 The Interactive Strategy of Customer Brand Community Based on Brand Community Identity. , 2020, , . 0

293 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

295 The Critical Factors Affecting the Consumer Reselling of Limited Edition Products: A Case in the
Korean Fashion Sector. Sustainability, 2020, 12, 8181. 1.6 4

297
Facilitators of Online Hotel Booking through Third Party Aggregators: Measurement and Validation
in the Indian Context. International Journal of Hospitality and Tourism Administration, 2022, 23,
723-753.

1.7 2

298 When and why employees of nonâ€•profits promote their organizations: Determinants of positive
staffâ€•wordâ€•ofâ€•mouth. International Journal of Nonprofit and Voluntary Sector Marketing, 2020, , e1704. 0.5 1

299 The effects of consumer esports videogame engagement on consumption behaviors. Journal of
Product and Brand Management, 2021, 30, 1194-1211. 2.6 36

300 Exploring customersâ€™ likeliness to use e-service touchpoints in brick and mortar retail. Electronic
Markets, 2022, 32, 523-545. 4.4 9

301 Impact of Customerâ€™s Social Value on Optimizing Referral Reward Programs. Journal of
Organizational Computing and Electronic Commerce, 2020, 30, 279-295. 1.0 6

302 Exploring factors that influence positive WOM in the health insurance industry. Health Marketing
Quarterly, 2020, 37, 176-192. 0.6 0

303 Enhancing Marketing Performance Through Enterprise-Initiated Customer Engagement. Sustainability,
2020, 12, 3931. 1.6 9

304 Friend or foe? Customer engagementâ€™s value-based effects on fellow customers and the firm. Journal
of Business Research, 2020, 121, 549-556. 5.8 44

305 Achieving and maintaining important roles in social media. Information Processing and Management,
2020, 57, 102223. 5.4 3

306 Customer engagement, consumption and firm performance in a multi-actor service eco-system: The
moderating role of resource integration. Journal of Business Research, 2020, 121, 557-566. 5.8 47

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

308 What do parents value in a child care provider? Evidence from Yelp consumer reviews. Early
Childhood Research Quarterly, 2020, 51, 288-306. 1.6 8

309 Can buzzing bring business? Social interactions, network centrality and sales performance: An
empirical study on business-to-business communities. Journal of Business Research, 2020, 112, 170-189. 5.8 33



18

Citation Report

# Article IF Citations

310 The Impact of User-Generated Content and Traditional Media on Customer Acquisition and Retention.
Journal of Advertising, 2020, 49, 213-233. 4.1 23

311 A quantifiable quality enabled servitisation model: benchmarking Indian automobile manufacturers.
International Journal of Production Research, 2021, 59, 2667-2689. 4.9 10

312 Social media marketing strategy: definition, conceptualization, taxonomy, validation, and future
agenda. Journal of the Academy of Marketing Science, 2021, 49, 51-70. 7.2 240

313 Member Retention and Donations in Nonprofit Service Organizations: The Balance Between Peer and
Organizational Identification. Journal of Service Research, 2021, 24, 187-205. 7.8 10

314 Self-presentation and interactivity: luxury branding on social media. Journal of Product and Brand
Management, 2021, 30, 656-670. 2.6 12

315 A cross cultural study of gender differences in omnichannel retailing contexts. Journal of Retailing
and Consumer Services, 2021, 58, 102265. 5.3 40

316 Going with the flow: smart shopping malls and omnichannel retailing. Journal of Services Marketing,
2021, 35, 325-348. 1.7 35

317 Customer satisfaction and natural language processing. Journal of Business Research, 2021, 124,
264-271. 5.8 26

318
Hospitality-based service recovery, outcome favourability, satisfaction with service recovery and
consequent customer loyalty: an empirical analysis. International Journal of Culture, Tourism and
Hospitality Research, 2021, 15, 266-284.

1.6 22

319
The power of social influence and customerâ€“firm interactions in predicting non-transactional
behaviors, immediate customer profitability, and long-term customer value. Journal of Business
Research, 2021, 125, 103-119.

5.8 14

320 Propensity to use smartbands to engage with brands and the moderating role of the bandwagon
effect on satisfaction. Journal of Consumer Behaviour, 2021, 20, 709-724. 2.6 7

321 Co-creation of online service recoveries and its effects on complaint bystanders. Journal of Business
Research, 2021, 130, 525-538. 5.8 13

322 Sentiment analysis of social media content in Croatian hotel industry. Zbornik VeleuÄ•iliÅ¡ta U Rijeci,
2021, 9, 37-57. 0.2 3

323 New Trends and Tools for Customer Relationship. , 2021, , 1916-1934. 1

324 Enhancing online customer engagement in online room reservation: a structural modelling approach.
E3S Web of Conferences, 2021, 258, 06040. 0.2 0

325 Gamification via mobile applications: A longitudinal examination of its impact on attitudinal loyalty
and behavior toward a core service. Psychology and Marketing, 2021, 38, 948-964. 4.6 29

326 MutualRec: Joint friend and item recommendations with mutualistic attentional graph neural
networks. Journal of Network and Computer Applications, 2021, 177, 102954. 5.8 15

327 Investigating the Priorities of Youth for the Selection of Media for News Consumption. Global Mass
Communication Review, 2021, VI, 161-171. 0.0 1



19

Citation Report

# Article IF Citations

328 Managing Crisis Communication Via Social Media. Nase Gospodarstvo, 2021, 67, 23-32. 0.2 1

329 Values, satisfaction and intentions: online innovation perspective for fashion apparels. International
Journal of Innovation Science, 2022, 14, 608-629. 1.5 11

330 Computer-Assisted Concept Analysis of Customer Centricity: A Review of the Literature on Employee
Engagement, Culture, Leadership, and Identity Co-Creation. Sustainability, 2021, 13, 5157. 1.6 0

331 The thirty-year evolution of customer-to-customer interaction research: a systematic literature
review and research implications. Service Business, 2021, 15, 391-444. 2.2 5

332 Participant engagement in running events and why it matters who else takes part. European Sport
Management Quarterly, 2023, 23, 1067-1090. 2.3 3

333 Brand experience and consumers' social interactive engagement with brand page: An
integrated-marketing perspective. Journal of Retailing and Consumer Services, 2021, 62, 102611. 5.3 14

334 Digital Consumer Engagement: National Cultural Differences and Cultural Tightness. Journal of
International Marketing, 2021, 29, 22-44. 2.5 22

335 An imitation game â€“ supervisorsâ€™ influence on customer sweethearting. Journal of Services
Marketing, 2022, 36, 432-444. 1.7 4

336
How do experiences enhance brand relationship performance and value co-creation in social
commerce? The role of consumer engagement and self brand-connection. Technological Forecasting
and Social Change, 2021, 171, 120952.

6.2 54

337 Exploring the involvement-patronage link in the phygital retail experiences. Journal of Retailing and
Consumer Services, 2021, 63, 102739. 5.3 21

338 Analyzing the diffusion of competitive smart wearable devices: An agent-based multi-dimensional
relative agreement model. Journal of Business Research, 2022, 139, 90-105. 5.8 2

339
The mediating role of Customer Engagement in the relationship between Content Marketing and
Electronic Word of Mouth: A case of online food ordering and delivery applications in Egypt. , 2021, 7,
221-252.

0.0 1

340 Digital Targeted Communication: An Integrated Approach. Contributions To Management Science, 2021,
, 199-219. 0.4 0

341 User Co-creation Value of Short-Video Platform from the Perspective of Interactivity: The Mediating
Role of Psychological Attachment. Lecture Notes in Computer Science, 2021, , 263-283. 1.0 0

342 The Digitization of Word-of-Mouth. , 2015, , 21-45. 4

344 Online Complaint Communication Strategy: An Integrated Management Framework for e-Businesses.
Progress in IS, 2014, , 907-933. 0.5 6

345 Neue Technologien im stationÃ¤ren Einzelhandel: Mobile Apps oder stationÃ¤re GerÃ¤te?. , 2016, , 609-631. 6

346 Team Identity, Supporter Club Identity, and Fan Relationships: A Brand Community Network Analysis of
a Soccer Supporters Club. Journal of Sport Management, 2020, 34, 9-21. 0.7 14



20

Citation Report

# Article IF Citations

347 DISHONESTY IS CONTAGIOUS: INVESTIGATING THE DOMINO EFFECT OF DYSFUNCTIONAL CUSTOMER
BEHAVIORS. RAE Revista De Administracao De Empresas, 2020, 60, 7-19. 0.1 4

348 Electronic Word-of-Mouth Communication for Local Service Providers. Technology Innovation
Management Review, 2014, 4, 35-42. 1.0 4

349 DifusiÃ³n de productos a travÃ©s de redes sociales: una revisiÃ³n bibliogrÃ¡fica utilizando la teorÃa de
grafos. Respuestas, 2013, 18, 28-42. 0.2 23

350 THE DYNAMIC EFFECTS OF ONLINE PRODUCT REVIEWS ON PURCHASE DECISIONS. Technological and
Economic Development of Economy, 2018, 24, 2045-2064. 2.3 14

351 The Role of Social Media in the Knowledge-Based Organizations. Advances in E-Business Research
Series, 2014, , 254-275. 0.2 64

353 Analyzing the Effectiveness of Marketing Strategies in the Presence of Word of Mouth: Agent-Based
Modeling Approach. Journal of Marketing Research and Case Studies, 0, , 1-17. 0.0 6

355 From Anxious Spaces To Harmonious Relations? Interracial Marketplace Interactions Through The Lens
Of Consumer Psychology. Journal of Consumer Psychology, 0, , . 3.2 12

356 Ads in gaming apps: experiential value of gamers. Industrial Management and Data Systems, 2022, 122,
78-106. 2.2 4

357 Assessing Value in Product Networks. SSRN Electronic Journal, 0, , . 0.4 0

358 A Review on User Innovation Virtual Community and Suggestions for Future Research. , 2013, , 623-630. 0

359 Customer Engagement Behavior: A New Perspective in CRM. , 2013, , 617-624. 2

360 Social Media und Kundenbeziehungen â€“ Einfluss der QualitÃ¤t elektronischer
Kunde-zu-Kunde-Interaktion auf den Beziehungserfolg. , 2013, , 419-441. 2

361 Konsumenten-Engagement auf Social Media-Plattformen â€“ Marken-Fanpages als Instrument fÃ¼r das
Kundenbeziehungsmanagement (CRM). , 2013, , 171-185. 2

362 Personalidade e boca a boca: propensÃ£o ao envio e recebimento de informaÃ§Ãµes. RAE Revista De
Administracao De Empresas, 2013, 53, 580-591. 0.1 2

363 Media spoÅ‚ecznoÅ›ciowe jako narzÄ™dzie budowania relacji z klientem przez mikro- i maÅ‚e przedsiÄ™biorstwa.
Studia I MateriaÅ‚y WydziaÅ‚u ZarzÄ…dzania UW, 2014, 2014, 124-137. 0.1 0

364 ã‚µãƒ¼ãƒ“ã‚¹å…±å‰µä¾¡å€¤ã•®æ§‹é€ ã•«é–¢ã•™ã‚‹è€ƒå¯Ÿ. Japan Marketing Journal, 2014, 33, 32-45. 0.1 0

365 C-2-C market relations and word of mouth. Economic Annals, 2015, 60, 117-133. 0.1 1

366 The Electronic Customer-To-Customer Interaction Based on Real Estate Consumption. , 2015, , . 0



21

Citation Report

# Article IF Citations

367 Determinanten und Wirkungen des Customer Engagement â€“ Eine empirische Analyse. , 2015, , 371-396. 1

368 Simulating Customer-to-Customer Interaction In a B2B Financial Service Business By Empirical
Agent-Based Modeling. , 2016, , . 0

369 The Effect of Customer Engagement on Customer Co-Creation Value in Virtual Communities. Service
Science and Management, 2016, 05, 94-107. 0.0 0

370 Internet of things â€“ innovative tools for companies. Ekonomiczne Problemy UsÅ‚ug, 2016, 122, 279-288. 0.1 0

371 Social Media Brand Management. , 2016, , 2109-2120. 0

372 Resposta emocional Ã  publicidade em mÃdias sociais. Revista Pensamento ContemporÃ¢neo Em
AdministraÃ§Ã£o, 2016, 10, 140. 0.2 0

373 Factors that influence the indication of a public federal education institution by its students
through buzz marketing. Revista EletrÃ´nica De CiÃªncia Administrativa, 2016, , 55-68. 0.1 0

374 Value Proposal Co-Creation in Online Community-Based Idea Contests. , 2017, , 291-316. 1

375 Effects of Social Media on Generation Y Consumersâ€™ Brand Knowledge of Eco-friendly Outdoor
Sportswear. IJASS(International Journal of Applied Sports Sciences), 2016, 28, 235-245. 0.0 2

376
Electronic Word of Behavior: Conceptual Framework and Research Design for Analyzing the Effect of
Increased Digital Observability of Consumer Behaviors in a Movie Streaming Context. Lecture Notes in
Business Information Processing, 2017, , 95-103.

0.8 0

377 Pitch Partners: Customers as Players and Collaborators. , 2017, , 25-55. 0

378 Structural Influences on Online Network Seeding Targets. Developments in Marketing Science:
Proceedings of the Academy of Marketing Science, 2017, , 1337-1353. 0.1 0

379 ConsumersÂ•' Sentiments and Popularity of Brand Posts in Social Media: The Moderating Role of
Up-votes. , 2017, , . 2

380 Effects of customer perception and social interactions on brand equity: automobile sector.
International Journal of Data Analysis Techniques and Strategies, 2017, 9, 75. 0.2 0

381 The Research on the Influence of Customer-to-Customer Interaction on Customer Citizenship
Behavior. Modern Marketing, 2017, 07, 76-84. 0.1 0

383 Factors Affecting the Purchase Intention of Virtual Goods in Mobile Game Clash Royale. Petra
International Journal of Business Studies, 2018, 1, 45-56. 0.2 1

384 YouTube as a Contemporary C2C Communication Channel for Companies. Advances in Logistics,
Operations, and Management Science Book Series, 2019, , 431-454. 0.3 0

385 New Trends and Tools for Customer Relationship. Advances in Educational Technologies and
Instructional Design Book Series, 2019, , 1-26. 0.2 0



22

Citation Report

# Article IF Citations

386 An Exploratory Study on Childrenâ€™s Word-of-Mouth Communication. Developments in Marketing
Science: Proceedings of the Academy of Marketing Science, 2019, , 895-903. 0.1 0

387 Four Dissemination Pathways for a Social Mediaâ€“Based Breastfeeding Campaign: Evaluation of the
Impact on Key Performance Indicators. JMIR Nursing, 2019, 2, e14589. 0.7 6

388 La experiencia del cliente como modelo de negocio en la era digital: El caso del sector financiero.
Revista De Marketing Y Publicidad, 0, , 35-66. 0.0 1

389 Online C2C Interactions with Sports Brands: Insights from the #Mo Salah Brand. Contributions To
Management Science, 2020, , 117-133. 0.4 0

390 Digital Business Operation Design. Advances in Business Strategy and Competitive Advantage Book
Series, 2020, , 153-178. 0.2 0

391 Managing Online Communities and E-WOM: Prosumersâ€™ Characteristics and Behaviors in the Food
Service Sector. Lecture Notes in Information Systems and Organisation, 2020, , 205-217. 0.4 2

392 Branding Identity*. , 0, , 147-168. 0

393 The dynamic customer engagement behaviors in the customer satisfaction survey. Decision Support
Systems, 2022, 154, 113708. 3.5 8

394 The Mediated Effect of Social Presence on Social Commerce WOM Behavior. Information
(Switzerland), 2021, 12, 498. 1.7 2

395 Amplifying retailers' sales with a hub's owned and earned social media: The moderating role of
marketplace organic search. Industrial Marketing Management, 2022, 101, 165-175. 3.7 5

396 Examining consumer experience in using m-banking apps: A study of its antecedents and outcomes.
Journal of Retailing and Consumer Services, 2022, 65, 102870. 5.3 49

398 Electronic word of mouth (eWOM) research â€“ a comparative bibliometric analysis and future
research insight. Journal of Hospitality and Tourism Insights, 2023, 6, 404-424. 2.2 28

399 Congregating as a social phenomenon; the social glue that binds. International Journal of Event and
Festival Management, 2022, ahead-of-print, 235. 0.5 0

400 The impact of brand equity, status consumption, and brand trust on purchase intention of luxury
brands. Cogent Business and Management, 2022, 9, . 1.3 11

401 MULTIPLE CRITERIA APPROACH APPLIED TO DIGITAL TRANSFORMATION IN FASHION STORES: THE CASE OF
PHYSICAL RETAILERS IN SPAIN. Technological and Economic Development of Economy, 2022, 28, 500-530. 2.3 1

402
The role of status consumption and brand equity: A comparative study of the marketing of Indian
luxury brands by traditional and socialâ€•media. Global Business and Organizational Excellence, 2022, 41,
48-67.

4.2 19

403 mWOM Business Strategies: Factors Affecting Recommendations. Journal of Computer Information
Systems, 2023, 63, 176-189. 2.0 8

404
How do consumer-to-consumer interactions affect bystanders on corporate social media (CSM)?
(In)civility in advocatesâ€™ responses and complainant-bystander psychological distance. Service
Industries Journal, 0, , 1-24.

5.0 3



23

Citation Report

# Article IF Citations

405 Crowdsourcing and Behaviour of Participant in Social Media Marketing. Anemon MuÅŸ Alparslan
Ãœniversitesi Sosyal Bilimler Dergisi, 0, , . 0.1 0

406 Understanding mobile users' information adoption behaviour: anÂ extension of the
informationÂ adoption model. Journal of Enterprise Information Management, 2022, 35, 1789-1811. 4.4 11

408 Dynamics of individual actorsâ€™ self, social, and task pre-dispositions in multi-actor service ecosystems.
Journal of Business Research, 2022, 147, 518-531. 5.8 1

409 Customer-to-Customer Interactions in Service. , 2022, , 629-654. 4

410 When observers of customer incivility revisit the restaurant: roles of relationship closeness and
norms. International Journal of Contemporary Hospitality Management, 2022, 34, 4227-4244. 5.3 9

413 Social Media Marketing Strategies in the Lingerie Industry. Advances in Marketing, Customer
Relationship Management, and E-services Book Series, 2022, , 296-328. 0.7 0

414 Customer-to-customer Interaction in Online Brand Communities Influences Brand Loyalty. Social
Behavior and Personality, 2022, 50, 12-19. 0.3 0

415 C2C interaction in the online review system: Effect of other customersâ€™ responses on subsequent
review volume. Tourism Management, 2022, 93, 104622. 5.8 1

416 A sentiment analysis of Michelin-starred restaurants. European Journal of Management and Business
Economics, 2023, 32, 276-295. 1.7 3

417 <scp>eWOM</scp> processing from receiver perspective: Conceptualising the relationships.
International Journal of Consumer Studies, 2023, 47, 434-450. 7.2 3

418 An Integrative Decision-Making Mechanism for Consumersâ€™ Brand Selection using 2-Tuple Fuzzy
Linguistic Perceptions and Decision Heuristics. International Journal of Fuzzy Systems, 2023, 25, 59-79. 2.3 3

419 Prediction of customerâ€™s perception in social networks by integrating sentiment analysis and machine
learning. Journal of Intelligent Information Systems, 2023, 60, 829-851. 2.8 6

420
Investigating Health and Fitness App Usersâ€™ Stickiness, WOM, and Continuance Intention Using S-O-R
Model: The Moderating Role of Health Consciousness. International Journal of Human-Computer
Interaction, 2024, 40, 1235-1250.

3.3 11

421 Bibliometric analysis of the customer experience literature. Economic Research-Ekonomska
Istrazivanja, 2023, 36, . 2.6 0

422 Retaining consumer engagement inÂ online retail brand communities. International Journal of Retail
and Distribution Management, 2022, ahead-of-print, . 2.7 1

423 Co-Creation als Ansatz fÃ¼r ein kundenzentriertes Marketing. , 2023, , 297-349. 0

424 Electronic Consumer-to-Consumer Interaction (eCCI) Post a Service Failure: The Psychological Power
of Need for Approval. Journal of Hospitality and Tourism Research, 0, , 109634802211416. 1.8 0

425 Online or offline? Spillover effect of customer-to-customer interaction in a multichannel
background. Internet Research, 2023, 33, 1519-1543. 2.7 2



24

Citation Report

# Article IF Citations

426 Impact of Interaction, Identification, Customer Satisfaction and Customer Loyalty on Online Video on
Demand. , 2022, , . 0

427 Link Virtual Community Interaction and Citizenship Behavior of Fitness Club Customers: The Role of
Psychological Empowerment and Sense of Community. Sustainability, 2023, 15, 2455. 1.6 4

428 A review on the sequential ordered behaviour of usersâ€™ experiential values, flow state and continuing
use of mobile apps. Journal of General Management, 0, , 030630702311672. 0.8 0

429 Can we serve both God and Money? The role of indirect appeal and its limitation. European Journal of
Marketing, 2023, 57, 1912-1938. 1.7 1

430 How social media self-efficacy and social anxiety affect customer purchasing from agile brands on
social media. Journal of Research in Interactive Marketing, 2023, 17, 813-830. 7.2 6

431 The effect of customer engagement on customer loyalty: indication from the insurance industry in
Jordan. Journal of Financial Services Marketing, 0, , . 2.2 0

432 Systematic Theory Mapping: Deciphering Causal Complexity of Brand Externalities. Journal of
Macromarketing, 2024, 44, 81-115. 1.7 1

433
THE EFFECT OF BRANDS' PERCEIVED SOCIAL MEDIA MARKETING ACTIVITIES ON CONSUMERS' ONLINE
OPINION SEEKING AND SHARING BEHAVIOR. Mehmet Akif Ersoy Ãœniversitesi Ä°ktisadi Ve Ä°dari Bilimler
FakÃ¼ltesi Dergisi, 2023, 10, 1-27.

0.2 0

434 Order effect of multiâ€•touchpoints on Generation Z consumers. International Journal of Consumer
Studies, 2023, 47, 1516-1532. 7.2 2

435 Use of Social Media by Companies. Advances in Marketing, Customer Relationship Management, and
E-services Book Series, 2023, , 194-216. 0.7 0

440 Social Media Micro-enterprise: Utilizing Social Media Influencers, Marketing Contents and Viral
Marketing Campaigns to Increase Customer Engagement. , 2023, , 578-593. 0

451 How Customer Rating on Digital Restaurant Guides Influence Consumer Satisfaction. Advances in
Marketing, Customer Relationship Management, and E-services Book Series, 2023, , 140-172. 0.7 0

452 The ever-changing business of e-commerce-net benefits while designing a new platform for small
companies. Review of Managerial Science, 0, , . 4.3 0

453 The Role of Online and Offline Consumer Experience on Word of Mouth, Satisfaction and Brand Love.
Smart Innovation, Systems and Technologies, 2024, , 191-204. 0.5 0

454 Interaktionen im Lebensmitteleinzelhandel. Zwei disziplinÃ¤re Statements und eine fingierte
Podiumsdiskussion. Konsumsoziologie Und Massenkultur, 2023, , 101-153. 0.1 0

456 Neuromarketing As A Tool To Measure And Evaluate The Consumer Behaviour Of Guanding Teahouse's
Social Media Advertisement. , 2023, , . 0


