
Generational differences in content generation in social media: The roles of the
gratifications sought and of narcissism

Computers in Human Behavior

29, 997-1006

DOI: 10.1016/j.chb.2012.12.028

Citation Report



Citation Report

2

# Article IF Citations

1 The impact of social cues and effectiveness in check-in advertising. Kybernetes, 2014, 43, 984-1002. 2.2 14

2 Narcissistic power poster? On the relationship between narcissism and status updating activity on
Facebook. Journal of Research in Personality, 2014, 53, 165-174. 1.7 26

3 The effect of gratifications derived from use of the social networking site Qzone on Chinese
adolescentsâ€™ positive mood. Computers in Human Behavior, 2014, 41, 203-211. 8.5 39

4 Whatâ€™s on the other side of the great firewall? Chinese Web usersâ€™ motivations for bypassing the
Internet censorship. Computers in Human Behavior, 2014, 37, 249-257. 8.5 36

5 Online Communities Among International Masters Gymnastics Participants: A Uses and Gratifications
Analysis. International Journal of Sport Communication, 2015, 8, 313-329. 0.8 5

7 Relationships between time-management skills, Facebook interpersonal skills and academic
achievement among junior high school students. Social Psychology of Education, 2015, 18, 503-516. 2.5 11

8 Massive open online courses (<scp>MOOCs</scp>): Insights and challenges from a psychological
perspective. British Journal of Educational Technology, 2015, 46, 472-487. 6.3 127

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

10 Gender differences in narcissism: A meta-analytic review.. Psychological Bulletin, 2015, 141, 261-310. 6.1 372

11 Development as an Explanation for and Predictor of Online Self-Disclosure Among Dutch
Adolescents. Journal of Children and Media, 2015, 9, 194-211. 1.7 8

12 Digital media production and identity: Insights from a psychological perspective. E-Learning and
Digital Media, 2015, 12, 128-146. 2.6 10

13 Developing a motivation-based segmentation typology of Facebook users. Marketing Intelligence and
Planning, 2015, 33, 1071-1086. 3.5 26

14 Two faces of narcissism on SNS: The distinct effects of vulnerable and grandiose narcissism on SNS
privacy control. Computers in Human Behavior, 2015, 45, 375-381. 8.5 31

15 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. 8.5 7

16 Why do social network site users share information on Facebook and Twitter?. Journal of
Information Science, 2015, 41, 553-569. 3.3 75

17 Measuring Information Seeking through Facebook: Scale development and initial evidence of
Information Seeking in Facebook Scale (ISFS). Computers in Human Behavior, 2015, 52, 259-270. 8.5 44

19 â€˜The good old daysâ€™: An examination of nostalgia in Facebook posts. International Journal of Human
Computer Studies, 2015, 83, 83-93. 5.6 46

20 Tweeting Taksim communication power and social media advocacy in the Taksim square protests.
Computers in Human Behavior, 2015, 50, 499-507. 8.5 21



3

Citation Report

# Article IF Citations

21
Research Noteâ€”Why Following Friends Can Hurt You: An Exploratory Investigation of the Effects of
Envy on Social Networking Sites among College-Age Users. Information Systems Research, 2015, 26,
585-605.

3.7 211

22 Exploring the roles of narcissism, uses of, and gratifications from microblogs on affinityâ€•seeking and
social capital. Asian Journal of Social Psychology, 2015, 18, 152-162. 2.1 28

23 Research Note: News Magazinesâ€™ Social Media Communication and Their Effect on User Engagement. ,
2015, , 251-266. 1

24
How Online Basic Psychological Need Satisfaction Influences Self-Disclosure Online among Chinese
Adolescents: Moderated Mediation Effect of Exhibitionism and Narcissism. Frontiers in Psychology,
2016, 7, 1279.

2.1 19

25 Social networking online and personality of self-worth: A meta-analysis. Journal of Research in
Personality, 2016, 64, 79-89. 1.7 128

26 Inter-Generational Comparison of Social Media Use: Investigating the Online Behavior of Different
Generational Cohorts. , 2016, , . 41

27 Why we post selfies: Understanding motivations for posting pictures of oneself. Personality and
Individual Differences, 2016, 97, 260-265. 2.9 211

28 The impact of use motives on politiciansâ€™ social media adoption. Journal of Information Technology
and Politics, 2016, 13, 239-256. 2.9 20

29 Sellers versus buyers: differences in user information sharing on social commerce sites. Information
Technology and People, 2016, 29, 444-470. 3.2 30

30 What We Are Talking About When We Talk About Social Media: A Framework for Study. Sociology
Compass, 2016, 10, 768-784. 2.5 30

31 Factors enhancing the posting of negative behavior in social media and its impact on venting negative
emotions. Management Decision, 2016, 54, 2462-2484. 3.9 18

32 Service co-creation in social media: An extension of the theory of planned behavior. Computers in
Human Behavior, 2016, 65, 260-266. 8.5 75

33 Branding with social media: User gratifications, usage patterns, and brand message content strategies.
Computers in Human Behavior, 2016, 63, 868-890. 8.5 122

35 The 2012 London Olympics: innovations in ICT and social media marketing. Innovation: Management,
Policy and Practice, 2016, 18, 251-269. 3.9 10

36 Tell Me How You Really Feel: Analyzing Debate, Desire, and Disinhibition in Online Sports News Stories.
International Journal of Sport Communication, 2016, 9, 13-35. 0.8 6

37 Key success factors for the launch of government social media platform: Identifying the formation
mechanism of continuance intention. Computers in Human Behavior, 2016, 55, 750-763. 8.5 72

38 Contextual social capital: linking the contexts of social media use to its outcomes. Information,
Communication and Society, 2016, 19, 582-600. 4.0 55

39 Uses and Gratifications of digital photo sharing on Facebook. Telematics and Informatics, 2016, 33,
129-138. 5.8 289



4

Citation Report

# Article IF Citations

40 Research on Chinese social media usersâ€™ communication behaviors during public emergency events.
Telematics and Informatics, 2017, 34, 740-754. 5.8 80

41 Online News Discussions. Journalism and Mass Communication Quarterly, 2017, 94, 61-80. 2.7 26

42 Source Credibility in Consumer-Generated Advertising in Youtube: The Moderating Role of
Personality. Current Psychology, 2017, 36, 849-860. 2.8 24

43
Motivations for Social Media Use and Impact on Political Participation in China: A Cognitive and
Communication Mediation Approach. Cyberpsychology, Behavior, and Social Networking, 2017, 20,
83-90.

3.9 30

44 Mediator analysis of passion for work in Indian millennials. Career Development International, 2017,
22, 50-69. 2.7 55

45 Customerâ€“brand engagement and Facebook fan-page â€œLikeâ€•-intention. Journal of Product and Brand
Management, 2017, 26, 120-134. 4.3 68

46 No Sex, Cursing and Politics: Adult Views of Inappropriate Facebook Posts. Journal of Human Values,
2017, 23, 116-128. 0.7 3

47 Whatâ€™s at stake? An analysis of employee social media engagement and the influence of power and
social stake. Public Relations Review, 2017, 43, 978-988. 3.2 26

48 Constructing and enacting normality online across generations. Information Technology and People,
2017, 30, 282-300. 3.2 8

49 Personality factors and flow affecting opinion leadership in social media. Personality and Individual
Differences, 2017, 114, 16-23. 2.9 53

50 The potential of mobile technology (#MoTech) to close the theory practice gap. Nurse Education
Today, 2017, 53, 26-28. 3.3 8

51 Does one model fit all? Exploring factors influencing the use of blogs, social networks, and wikis in
the enterprise. Journal of Organizational Computing and Electronic Commerce, 2017, 27, 25-47. 1.8 12

52 A beliefâ€“desireâ€“intention model for blog usersâ€™ negative emotional norm compliance. Electronic
Library, 2017, 35, 798-821. 1.4 2

53 Examining the Link Between Social Media Uses and Gratifications, and Political Tolerance and
Dogmatism. Policy and Internet, 2017, 9, 444-466. 4.3 9

55 Integrating guanxi into technology acceptance: An empirical investigation of WeChat. Telematics and
Informatics, 2017, 34, 1125-1142. 5.8 82

56 Examining public acquisition of science knowledge from social media in Singapore: an extension of the
cognitive mediation model. Asian Journal of Communication, 2017, 27, 193-212. 1.0 31

57 Participant Recruitment through Social Media: Lessons Learned from a Qualitative Radicalization
Study Using Facebook. Field Methods, 2017, 29, 130-139. 0.8 24

58 The adoption and use of WeChat among middle-aged residents in urban China. Chinese Journal of
Communication, 2017, 10, 134-156. 2.0 18



5

Citation Report

# Article IF Citations

59 Narcissism, happiness and self actualization. , 2017, , . 1

60 Elderly's Uses and Gratifications of Social Media. International Journal of Cyber Behavior, Psychology
and Learning, 2017, 7, 23-36. 0.2 3

61 The impact of dubbed serials on students in the UAE. International Journal of Arab Culture,
Management and Sustainable Development, 2017, 3, 41. 0.1 1

62 The evolution of Twitter communication by Youth Olympic Games organising committees.
International Journal of Sport Management and Marketing, 2017, 17, 403. 0.2 2

63 Challenges and solutions of adopting public electronic services for the needs of Z generation.
International Journal of Learning and Change, 2017, 9, 17. 0.3 5

64 Factors Affecting the Adoption of Gamified Smart Tourism Applications: An Integrative Approach.
Sustainability, 2017, 9, 2162. 3.2 65

65 Participation in the Sharing Economy. SSRN Electronic Journal, 2017, , . 0.4 15

66 Digital Embeddedness and its Effect on Organizational Purchase Decisions. SSRN Electronic Journal, 0,
, . 0.4 0

67 Analysis of Superposters' Motives for Participating in Online Forum Discussions. Psihologijske Teme,
2017, 26, 509-531. 0.2 0

68 Information privacy in online social networks: Uses and gratification perspective. Computers in
Human Behavior, 2018, 84, 441-459. 8.5 51

69 The moderating role of age in the relationship between social media use and mental well-being: An
analysis of the 2016 General Social Survey. Computers in Human Behavior, 2018, 85, 282-290. 8.5 54

70 Narcissism and self-esteem: Different motivations for selfie posting behaviors. Cogent Psychology,
2018, 5, 1437012. 1.3 30

71 Functional domains of social media platforms: Structuring the uses of Facebook to better understand
its gratifications. Computers in Human Behavior, 2018, 83, 194-203. 8.5 42

72 The Silent Majority? College Studentsâ€™ Views, Conditions, and Reactions to Drunken Facebook Posts.
Journal of Drug Issues, 2018, 48, 165-181. 1.2 2

73 Paradoxical Empowerment and Exploitation: Virtual Ethnography on Internet Immaterial Labour in
Macao. Journal of Creative Communications, 2018, 13, 1-16. 1.7 5

74 The role of perceived benefits in formation of online shopping attitude among women shoppers in
India. South Asian Journal of Business Studies, 2018, 7, 91-110. 1.3 58

75 Narcissistic rhetoric and crowdfunding performance: A social role theory perspective. Journal of
Business Venturing, 2018, 33, 780-812. 6.3 167

76 Factors enhancing mobile social networking friendship maintenance: a study of alumni community on
Wechat. Cluster Computing, 2018, 21, 1127-1138. 5.0 3



6

Citation Report

# Article IF Citations

77 Narcissism and social media use: A meta-analytic review.. Psychology of Popular Media Culture, 2018, 7,
308-327. 2.4 119

78 A Conceptual Uses &amp; Gratification Framework on the Use of Augmented Reality Smart Glasses.
Progress in IS, 2018, , 211-227. 0.6 15

79 Being in the Social: A cross-cultural and cross-generational study on identity processes related to
Facebook use. Computers in Human Behavior, 2018, 80, 81-87. 8.5 29

80
Use and Gratifications of Singing Competition Reality Shows: Linking Narcissism and Gratifications
Sought with the Multimedia Viewing of Chinese Audiences. Mass Communication and Society, 2018, 21,
198-224.

2.1 7

81 Informationsnutzung online. Springer Reference Sozialwissenschaften, 2018, , 1-36. 0.2 0

82
I Sang, Therefore I am! Uses and Gratifications of Self-Mocking Memes and the Effects on
Psychological Well-Being. International Journal of Cyber Behavior, Psychology and Learning, 2018, 8,
35-50.

0.2 1

83 22. No Greater Than Who I Actually Am: Virtue Ethics in Digital Life Narratives. , 2018, , 407-424. 1

84 Medium Preferences of Children and Adolescents for Content Distributed by the Media. Interchange,
2018, 49, 457-476. 1.8 2

85 Virtually enhancing the real world with holograms: An exploration of expected gratifications of
using augmented reality smart glasses. Psychology and Marketing, 2018, 35, 557-572. 8.2 145

86 Hashtags: Motivational drivers, their use, and differences between influencers and followers.
Computers in Human Behavior, 2018, 89, 48-60. 8.5 78

87 Dreaming of Stardom and Money: Micro-celebrities and Influencers on Live Streaming Services.
Lecture Notes in Computer Science, 2018, , 240-253. 1.3 17

88 Carrying Forward the Uses and Grats 2.0 Agenda: An Affordance-Driven Measure of Social Media Uses
and Gratifications. Journal of Broadcasting and Electronic Media, 2018, 62, 371-389. 1.5 46

89 Understanding mobile English-learning gaming adopters in the self-learning market: The Uses and
Gratification Expectancy Model. Computers and Education, 2018, 126, 217-230. 8.3 44

90 Investigating microblogging addiction tendency through the lens of uses and gratifications theory.
Internet Research, 2018, 28, 1228-1252. 4.9 21

91 Service mobile apps: a millennial generation perspective. Industrial Management and Data Systems,
2018, 118, 1837-1860. 3.7 41

92 Demand forecasting with user-generated online information. International Journal of Forecasting,
2019, 35, 197-212. 6.5 40

93 The allure of luxury brandsâ€™ social media activities: a uses and gratifications perspective. Information
Technology and People, 2019, 32, 603-626. 3.2 58

94 Narcissism as a Predictor of Self-Presentation. , 2019, , 23-41. 0



7

Citation Report

# Article IF Citations

95 Beyond Slacktivism: Examining the Entanglement between Social Media Engagement, Empowerment, and
Participation in Activism. International Journal of Strategic Communication, 2019, 13, 182-196. 2.0 20

96 Social Media Recruitment: Communication Characteristics and Sought Gratifications. Frontiers in
Psychology, 2019, 10, 1669. 2.1 10

97 The mechanism through which members with reconstructed identities become satisfied with a social
network community: A contingency model. Information and Management, 2019, 56, 103144. 6.5 6

98 Social media as micro-encounters. International Journal of Public Sector Management, 2019, 32,
562-580. 1.8 20

100 Social media engagement behavior. European Journal of Marketing, 2019, 53, 2213-2243. 2.9 228

101 Anger, Fear, and Echo Chambers: The Emotional Basis for Online Behavior. Social Media and Society,
2019, 5, 205630511982985. 3.0 72

102 Who listens to podcasts, and why?: the Israeli case. Online Information Review, 2019, 43, 482-495. 3.2 30

103 How Social Media Communications Combine with Customer Loyalty Management to Boost Green Retail
Sales. Journal of Interactive Marketing, 2019, 46, 87-100. 6.2 34

104 Social Media Use, School Connectedness, and Academic Performance Among Adolescents. Journal of
Primary Prevention, 2019, 40, 189-211. 1.6 56

105 College-aged users behavioral strategies to reduce envy on social networking sites: A cross-cultural
investigation. Computers in Human Behavior, 2019, 97, 10-23. 8.5 38

106
Millennials and political savvy â€“ the mediating role of political skill linking core self-evaluation,
emotional intelligence and knowledge sharing behaviour. VINE Journal of Information and Knowledge
Management Systems, 2019, 49, 95-114.

2.0 12

107 How does Weibo keep users hooked? A Weibo addictive behavior study based on netnography. Journal
of Contemporary Marketing Science, 2019, 2, 176-195. 1.1 3

108 What motivates posting online travel reviews? Integrating gratifications with technological
acceptance factors. Tourism and Hospitality Management, 2019, 25, 335-354. 1.0 18

109 Living a good life?: Considering technology and pro-social behaviour. HTS Teologiese Studies /
Theological Studies, 2019, 75, . 0.4 0

110 eSafety and Sharing Habits with Family and Friends Among Children and Adolescents. Child and
Adolescent Social Work Journal, 2019, 36, 521-535. 1.4 5

111 The impact of social networking sites on socialization and political engagement: Role of
acculturation. Technological Forecasting and Social Change, 2019, 145, 503-512. 11.6 36

112 Is studentsâ€™ qualitative feedback changing, now it is online?. Assessment and Evaluation in Higher
Education, 2019, 44, 476-488. 5.6 4

113 Only other people post food photos on Facebook: Third-person perception of social media behavior
and effects. Computers in Human Behavior, 2019, 93, 129-140. 8.5 21



8

Citation Report

# Article IF Citations

114
A multiphase trip, diversified digital and varied background approach to analysing and segmenting
holidaymakers and their use of social media. Journal of Destination Marketing & Management, 2019, 11,
166-182.

5.3 9

115 Explaining Studentsâ€™ Continuance Intention to Use Mobile Web 2.0 Learning and Their Perceived
Learning: An Integrated Approach. Journal of Educational Computing Research, 2020, 57, 1956-2005. 5.5 36

116 Triggers of engagement and avoidance: Applying approach-avoid theory. Journal of Marketing
Communications, 2020, 26, 488-508. 4.0 20

117 A network-based conceptualization of social commerce and social commerce value. Computers in
Human Behavior, 2020, 108, 105855. 8.5 14

118 The populist allure of social media activism: Individualized charismatic authority. Organization, 2020,
27, 431-440. 4.8 21

119 â€œLike, Share, Comment,â€• and Learn: Transformative Learning in Online Anti-Trump Resistance
Communities. Adult Education Quarterly, 2020, 70, 119-139. 1.5 8

120 Understanding Chinese tourists' motivations of sharing travel photos in WeChat. Tourism
Management Perspectives, 2020, 33, 100584. 5.2 25

121 How Can Adolescents Benefit from the Use of Social Networks? The iGeneration on Instagram.
International Journal of Environmental Research and Public Health, 2020, 17, 6952. 2.6 23

122 The interaction of evolving media structure and life-course dynamics: the changing landscape of
media use in China (2005â€“2015). Asian Journal of Communication, 2020, 30, 409-430. 1.0 0

123 Cognitive needs and use of social media: a comparative study of gratifications sought and
gratification obtained. Information Discovery and Delivery, 2020, 48, 79-90. 2.1 13

124 Social comparison in fashion blogging: â€œcreative selfâ€• as the new genre in fashion communication.
Journal of Fashion Marketing and Management, 2020, 24, 651-665. 2.2 6

125 The highly visible radiologist: Ethics of social media use in radiology. Clinical Imaging, 2020, 67,
189-190. 1.5 3

126 Evidence-based veterinary medicine: searching the evidence in practice. Livestock, 2020, 25, 230-233. 0.2 1

127 Television in Turkey. , 2020, , . 6

128 Prediction of problematic social media use (PSU) using machine learning approaches. Current
Psychology, 2022, 41, 2755-2764. 2.8 24

129 Understanding How People Select Social Networking Services: Media Trait, Social Influences and
Situational Factors. Information and Management, 2020, 57, 103323. 6.5 19

130 To share is to receive: News as social currency for social media reciprocity. Journal of Applied
Journalism and Media Studies, 2020, 9, 3-20. 0.2 8

131 Feeling good: humanitarian virtual reality film, emotional style and global citizenship. Cultural
Studies, 2022, 36, 141-161. 1.7 17



9

Citation Report

# Article IF Citations

132 Unpacking the relationship between social media marketing and brand equity: The mediating role of
consumersâ€™ benefits and experience. Journal of Business Research, 2020, 117, 256-267. 10.2 155

133 Drivers and outcomes of Instagram Addiction: Psychological well-being as moderator. Computers in
Human Behavior, 2020, 107, 106294. 8.5 74

134 Viewing sports online together? Psychological consequences on social live streaming service usage.
Sport Management Review, 2020, 23, 869-882. 2.9 58

135 Is she really happy? A dual-path model of narcissistic self-presentation outcomes for female facebook
users. Computers in Human Behavior, 2020, 108, 106328. 8.5 12

136 A social identity perspective of social media's impact on satisfaction with life. Psychology and
Marketing, 2020, 37, 759-772. 8.2 25

137 Student Social Media Self-Evaluation: Addressing the Posting Paradox in the Age of Cybervetting.
Journal of Technical Writing and Communication, 2021, 51, 273-292. 1.6 0

138 Use of social media for information discovery and delivery among information professionals in
Pakistan. Information Discovery and Delivery, 2021, 49, 1-15. 2.1 3

139 Social media use and its impact on intrinsic motivation in Generation Z: a case study from Poland.
Global Knowledge, Memory and Communication, 2021, 70, 442-458. 1.4 7

140 Exploring the effects of algorithm-driven news sources on political behavior and polarization.
Computers in Human Behavior, 2021, 116, 106626. 8.5 28

141 Effect of Social Media Influencer Marketing on Consumersâ€™ Purchase Intention and the Mediating Role
of Credibility. Journal of Promotion Management, 2021, 27, 503-523. 3.4 76

142 Unifying the detrimental and beneficial effects of social network site use on self-esteem: a systematic
literature review. Media Psychology, 2021, 24, 10-47. 3.6 59

143 Sneaking the dark side of brand engagement into Instagram: The dual theory of passion. Journal of
Business Research, 2021, 130, 493-505. 10.2 30

144 UGT-Based Study of SM Use Among Undergraduates in UAE and Kuwait. International Journal of
E-Collaboration, 2021, 17, 36-59. 0.5 1

145 Toward a theory of smart media usage: The moderating role of smart media market development.
Mathematical Biosciences and Engineering, 2021, 18, 7218-7238. 1.9 3

146 Consumer Behavior, Trust, and Electronic Word-of-Mouth Communication. , 2021, , 1328-1345. 0

147 Unpacking the uses and gratifications of Facebook: A study among college teachers in India.
Computers in Human Behavior Reports, 2021, 3, 100066. 4.0 18

148 Baby Boomers, Generation X and Generation Y: Identifying generational differences in effects of
personality traits in on-demand radio use. Technology in Society, 2021, 64, 101526. 9.4 43

149 Decomposition of perceived usefulness: A theoretical perspective and empirical test. Technology in
Society, 2021, 64, 101520. 9.4 9



10

Citation Report

# Article IF Citations

150 9 Performance of Indonesian Ministry of Health in Overcoming Hoax About Vaccination Amid the
COVID-19 Pandemic on Social Media. Nyimak Journal of Communication, 2021, 5, 151. 0.3 7

151 Online Tourist Behavior of the Net Generation: An Empirical Analysis in Taiwan Based on the AISAS
Model. Sustainability, 2021, 13, 2781. 3.2 11

152 Dissecting the Meme Magic: Understanding Indicators of Virality in Image Memes. Proceedings of the
ACM on Human-Computer Interaction, 2021, 5, 1-24. 3.3 20

153 Decisions Under the Illusion of Objectivity: Digital Embeddedness and B2B Purchasing. Production and
Operations Management, 2021, 30, 2232-2251. 3.8 4

154 An investigation of technology trust and habit in IT use continuance: a study of a social network.
Journal of Systems and Information Technology, 2021, 23, 53-81. 1.7 6

155 El narcisismo en la sociedad de consumo: el caso de los influencers espanÌƒoles. Redmarka Revista De
Marketing Aplicado, 2021, 25, 21-39. 0.3 0

156 What makes them snap? Gratifications of using Snapchat by Generation Z. Asian Academy of
Management Journal, 2021, 26, 1-23. 0.8 2

157 Social media use only helps, and does not harm, daily interactions and well-being.. Technology Mind
and Behavior, 2021, 2, . 1.7 4

158 A Practical Approach to Navigating the Tradeoff Between Privacy and Precise Utility. , 2021, , . 3

159 Factors affecting the diffusion of mobile social network services in an aging society: value of
informative, hedonic and ubiquitous services. Journal of Services Marketing, 2021, 35, 834-846. 3.0 6

160 Relationships between social media usage, social capital and job performance: the case of hotel
employees in Iran. Information Development, 2023, 39, 6-18. 2.3 9

161
Adventure tourists' electronic word-of-mouth (e-WOM) intention: The effect of water-based
adventure experience, grandiose narcissism, and self-presentation. Tourism and Hospitality Research,
2022, 22, 284-298.

3.8 9

163 How Many Likes Are Good Enough? An Evaluation of Social Media Performance. Journal of Internet
Commerce, 0, , 1-23. 5.5 2

164 The motivations and uses of mainstream and social media during the COVID-19 pandemic in China: A
structural equation modeling approach. Computers in Human Behavior Reports, 2021, 4, 100098. 4.0 7

165 Narcissism and Social Media: The Role of Communal Narcissism. International Journal of
Environmental Research and Public Health, 2021, 18, 10106. 2.6 6

166 Emotions in the time of coronavirus: Antecedents of digital and social media use among Millennials.
Computers in Human Behavior, 2021, 123, 106876. 8.5 10

167
Changes in user experience and satisfaction as media technology evolves: The reciprocal relationship
between video games and video game-related media. Technological Forecasting and Social Change,
2022, 174, 121219.

11.6 15

168 Physically distant, virtually close: Adolescentsâ€™ sexting behaviors during a strict lockdown period of
the COVID-19 pandemic. Computers in Human Behavior, 2022, 126, 107033. 8.5 12



11

Citation Report

# Article IF Citations

169 Crisis of Democracy, Social Media and the Digital Age: The Narrative of Specialists from Spain, Mexico
and Peru. Advances in Intelligent Systems and Computing, 2021, , 169-178. 0.6 2

170 Enhance Customer Engagement via Facebook Fanpage for Increased Purchase Intentions. International
Journal of Online Marketing, 2021, 11, 62-77. 1.1 2

172 Social Media in Marketing Communications: A Synthesis of Successful Strategies for the Digital
Generation. , 2020, , 61-81. 33

173 Social Media Use in the Diaspora: The Case of Syrians in Italy. , 2018, , 71-96. 11

174 Investigating the Generation- and Gender-Dependent Differences in Social Media Use: A Cross-Cultural
Study in Germany, Poland and South Africa. Lecture Notes in Computer Science, 2018, , 183-200. 1.3 3

175 Social Media: Platform or Catalyst for Narcissism?. , 2018, , 435-441. 9

176
Understanding motivations to use online streaming services: integrating the technology acceptance
model (TAM) and the uses and gratifications theory (UGT). Spanish Journal of Marketing - ESIC, 2021, 25,
217-238.

5.2 72

177 Cognitive, Affective, Social and Cultural Aspects of Teaching and Learning in Media Studies. European
Journal of Educational Research, 2019, 8, 1287-1294. 1.3 6

178 Web Third-Person Effect Hypothesis: Do likes and Shares Affect Usersâ€™ Perceptions?. Journalism and
Mass Communication, 2016, 6, . 0.0 5

179 Redes sociales y estudiantes: motivos de uso y gratificaciones. Evidencias para el aprendizaje. Aula
Abierta, 2018, 47, 291. 0.5 24

180 Las redes sociales como motivaciÃ³n para el aprendizaje: opiniÃ³n de los adolescentes. Innoeduca, 2016,
2, 20. 1.8 11

181 Expressions of Individualization on the Internet and Social Media: Multigenerational Focus Group
Study. Journal of Medical Internet Research, 2020, 22, e20528. 4.3 5

182 Children in Front of Screens: Alone or in Company? Desktop or Hybrid Computer? Children's Viewing
and Browsing Habit. Journal of Education Technology, 2017, 14, 1. 0.3 6

183 Social Media, Customer Relationship Management, and Consumers' Organic Food Purchase Behavior.
Advances in Marketing, Customer Relationship Management, and E-services Book Series, 2015, , 198-215. 0.8 3

184 Consumer Behavior, Trust, and Electronic Word-of-Mouth Communication. Advances in Knowledge
Acquisition, Transfer and Management Book Series, 2018, , 58-80. 0.2 4

185 Follow Me!. Advances in Marketing, Customer Relationship Management, and E-services Book Series,
2020, , 397-421. 0.8 2

186 Facebook in Vietnam: Uses, Gratifications &amp; Narcissism. Open Journal of Social Sciences, 2016, 04,
69-79. 0.3 3

187 The Role of Social Media in the Fashion Industry: The Case of Eco Luxury in Todayâ€™s Consumption. ,
2021, , 97-115. 2



12

Citation Report

# Article IF Citations

188
The Role of Mental Health as A Moderator of Social Climbers Phenomenon Tendency Factors and
Student Involvement as Influential Individuals in Social Media. International Journal of Academic
Research in Business and Social Sciences, 2021, 11, .

0.1 0

189 Examining Customer Motivation and Its Impact on Customer Engagement Behavior in Social Media: The
Mediating Effect of Brand Experience. SAGE Open, 2021, 11, 215824402110522. 1.7 7

191 Ungenutzte Potenziale: Kundenservicedaten in der Marktforschung nutzen. , 2016, , 281-295. 0

192 The evolution of Twitter communication by Youth Olympic Games organising committees.
International Journal of Sport Management and Marketing, 2017, 17, 403. 0.2 0

194 Lonely Typers at Midnight. Advances in Healthcare Information Systems and Administration Book
Series, 2018, , 162-184. 0.2 0

195 A Scorecard Method for Detecting Depression in Social Media Users. , 2018, , . 2

196 Social Media, Customer Relationship Management, and Consumers' Organic Food Purchase Behavior. ,
2018, , 756-773. 0

197 Learning Effects of Political Video Use in YouTube on Political Socialization: Focusing on Political
Efficacy, Interest and Participation. Journal of Education & Culture, 2018, 24, 97-115. 0.0 1

199 Creation of Social Media Content and the Business Dialogic Process. Studies in Systems, Decision and
Control, 2019, , 381-390. 1.0 1

200 Redes sociales y estudiantes: motivos de uso y gratificaciones. Evidencias para el aprendizaje. Aula
Abierta, 2018, 47, 291. 0.5 11

201 Reading, Watching, and Tweeting About Sports: An Analysis of Sport-News Retention. International
Journal of Sport Communication, 2018, 11, 503-528. 0.8 2

202 Facebook Engagementâ€”Motivational Drivers and the Moderating Effect of Flow Episodes and Age
Differences. Springer Proceedings in Complexity, 2019, , 181-187. 0.3 0

203 Informationsnutzung online. , 2019, , 195-230. 63

204 TV Soaps Influence on the Attitudes of Kazakhstani Women Towards the Represented Turkish Way of
Life. Advances in Media, Entertainment and the Arts, 2019, , 105-122. 0.1 2

205 Gender-Specific Tagging of Images on Instagram. Lecture Notes in Computer Science, 2019, , 396-413. 1.3 2

206 Sosyal Medya KullanÄ±mÄ±nÄ±n Bir Belirleyicisi Olarak Narsisizm: Konyaâ€™da YaÅŸayan KullanÄ±cÄ±lar Ãœzerine Bir
Ä°nceleme. Akdeniz Ãœniversitesi Ä°letiÅŸim FakÃ¼ltesi Dergisi, 2019, , 689-709. 0.4 5

208 Comments, What For? User Participation and Quality of the Debate in Four European Newspapers
Political J-blogs. Media Watch (discontinued), 2020, 11, . 0.3 0

209 SENIOR IN SOCIAL MEDIA. Zeszyty Naukowe WyÅ¼szej SzkoÅ‚y Humanitas ZarzÄ…dzanie, 2020, 21, 245-260. 0.0 2



13

Citation Report

# Article IF Citations

210 Research on Social Media Content Marketing: An Empirical Analysis Based on Chinaâ€™s 10 Metropolis for
Korean Brands. SAGE Open, 2021, 11, 215824402110529. 1.7 5

211 Narcissism and Social-Media How social-media use can impact perceived stress on Facebook academic
motivation. , 2020, 11, 110-120. 1

212 Narcissism and Social-Media How social-media use can impact perceived stress on Facebook academic
motivation. , 2020, 11, 110-120. 0

213 Turkish Drama Serials and Arab Audiences: Why Turkish Serials Are Successful in the Arab World. ,
2020, , 223-244. 9

214 Instant Gratification as a Method to Promote Physician Practice Guideline Adherence: A Systematic
Review. Cureus, 2020, 12, e9381. 0.5 0

215 SOSYAL MEDYANIN MARKA BAÄžLILIÄžINA ETKÄ°SÄ°: TÃœRKÄ°YEâ€™DEKÄ° HAVA YOLU ENDÃœSTRÄ°SÄ°. Erciyes Ä°letiÅŸim Dergisi, 0, , .0.3 0

216
An appropriation of Psalm 82 against the background of the Fourth Industrial Revolution. The
Christian church as a change agent in the Fourth Industrial Revolution. HTS Teologiese Studies /
Theological Studies, 2020, 76, .

0.4 1

217 Disconnect to Connect to Different Age Group Customers. Information Resources Management
Journal, 2022, 35, 1-19. 1.1 2

218 Why am I satisfied? See my reviews â€“ Price and location matter in the restaurant industry.
International Journal of Hospitality Management, 2022, 101, 103111. 8.8 15

219 A prospective examination of relationships between social media use and body dissatisfaction in a
representative sample of adults. Body Image, 2022, 40, 1-11. 4.3 18

220 Social Media as a Pathway to Leisure: Digital Leisure Culture among New Mothers with Young
Children in Taiwan. Leisure Sciences, 0, , 1-19. 3.1 12

221 Applying cognitive analytic theory to understand the abuse of athletes on Twitter. Managing Sport
and Leisure, 2024, 29, 161-170. 3.5 8

222 Schizotypy as a predictor for problematic technology use in emerging adults. Current Psychology,
2023, 42, 13020-13029. 2.8 4

223 Radio on demand: New habits of consuming radio content. Global Media and Communication, 2022, 18,
25-48. 1.4 11

224 Development of a brand community engagement model: a service-dominant logic perspective. Journal
of Consumer Marketing, 2022, 39, 166-179. 2.3 4

225 The potential positive effects of time spent on Instagram on consumersâ€™ gratitude, altruism, and
willingness to donate. Journal of Business Research, 2022, 143, 16-26. 10.2 9

226 iPads in First Grade Classrooms: Teachersâ€™ Intentions and the Realities of Use. Computers and
Education Open, 2022, 3, 100077. 4.2 4

227 Too Close to the Ego: Narcissistsâ€™ Affective Reaction to Advertising Depends on Its Relevance to
Self-Image. Journal of Advertising, 0, , 1-15. 6.6 0



14

Citation Report

# Article IF Citations

228 Determining behavioural differences of Y and Z generational cohorts in online shopping.
International Journal of Retail and Distribution Management, 2022, 50, 880-895. 4.7 30

229 Factors influencing Instagram Reels usage behaviours: An examination of motives, contextual age and
narcissism. , 2022, 5, 100007. 13

230 What drives me there? The interplay of socio-psychological gratification and consumer values in
social media brand engagement. Journal of Business Research, 2022, 146, 288-307. 10.2 22

231 Study of Social Media Indulgence Among College Students in UAE and Kuwait. Advances in Social
Networking and Online Communities Book Series, 2022, , 173-200. 0.4 0

233 Why Do People Choose Different Social Media Platforms? Linking Use Motives With Social Media
Affordances and Personalities. Social Science Computer Review, 0, , 089443932110491. 4.2 7

234 Access and Experiences of Arabic Native Speakers With Disabilities on Social Media During and After
the World Pandemic. International Journal of Human-Computer Interaction, 2023, 39, 923-948. 4.8 3

236 Enhance Customer Engagement via Facebook Fanpage for Increased Purchase Intentions. , 2022, ,
1117-1134. 0

237 THE RELATIONSHIP BETWEEN THE USE OF SOCIAL MEDIA AND LONELINESS DURING COVID-19 PANDEMIC.
AtatÃ¼rk Ä°letiÅŸim Dergisi, 2021, , 93-110. 0.1 0

238 Relationship between Social Exchanges and Financial Performance: Examining a Virtual Community
Sponsored by a Cloud Provider. International Journal of Electronic Commerce, 2022, 26, 355-387. 3.0 2

239 Psychological perspectives on participatory culture: Core motives for the use of political internet
memes. Journal of Social and Political Psychology, 2022, 10, 236-252. 1.1 3

240 The Impact of TikTok User Satisfaction on Continuous Intention to Use the Application. Journal of
Open Innovation: Technology, Market, and Complexity, 2022, 8, 125. 5.2 14

241 Vulnerable Narcissism and Problematic Social Networking Sites Use: Focusing the Lens on Specific
Motivations for Social Networking Sites Use. Healthcare (Switzerland), 2022, 10, 1719. 2.0 7

242 The relationship between Chinese adults' self-assessments of family social status in childhood and
depression: A moderated mediation model. Journal of Affective Disorders, 2023, 320, 284-290. 4.1 3

243 Authentic Self-Representation. , 2022, , 51-79. 0

244 Emotion analysis of user reactions to online news. Information Discovery and Delivery, 2023, 51,
179-193. 2.1 7

245 Spreaders vs victims: The nuanced relationship between age and misinformation via FoMO and digital
literacy in different cultures. New Media and Society, 0, , 146144482211304. 5.0 4

246 Internet impropriety: Moral identity, moral disengagement, and antisocial online behavior within an
early adolescent to young adult sample. Journal of Adolescence, 2023, 95, 264-283. 2.4 4

247 Personality traits, personal motivations, and online news and social media commenting. Journal of
Media and Communication Studies, 2022, 14, 68-78. 0.1 0



15

Citation Report

# Article IF Citations

248 Z KuÅŸaÄŸÄ±nÄ±n TikTok KullanÄ±m Pratikleri ve MotivasyonlarÄ±. Yeni Medya:, 0, , . 0.2 1

249 Motives for using social networks and social network addiction in a time of pandemic.
Cyberpsychology, 2022, 16, . 1.5 2

250 Selected Differences and Relationships of Consumersâ€™ Online Brand-Related Activities and Their
Motives. Sustainability, 2022, 14, 15636. 3.2 0

251 Enterprise social media and organizational learning capability: mediated moderation effect of social
capital and informal learning. Journal of Enterprise Information Management, 2023, ahead-of-print, . 7.5 3

252 Consumerâ€™s Online Brand-Related Activities on the Social Network Instagram: An Analytical View of
the Motivation for These Activities. Marketing and Management of Innovations, 2022, 13, 164-172. 1.5 0

253 The relationship between technology addictions and schizotypal traits: mediating roles of depression,
anxiety, and stress. BMC Psychiatry, 2023, 23, . 2.6 8

254 The influence of hedonic values and extraversion on online impulse buying: Empirical evidence from
Indonesia. Innovative Marketing, 2023, 19, 48-58. 1.7 0

255 Digital content marketing consumption motives in the age ofÂ social media: an investigation of
relational and monetary outcomes. Aslib Journal of Information Management, 2023, ahead-of-print, . 2.1 2

256 Factors Affecting Social Media Addiction in University Students and the Relationship of Social Media
Addiction with Depression and Fear of Missing Out. Journal of Dependence, 2023, 24, 334-348. 0.8 2

257 Social Media Usage. International Journal of E-Business Research, 2023, 19, 1-20. 1.0 3

258 Detecting Rumors Transformed from Hong Kong Copypasta. Lecture Notes in Networks and Systems,
2023, , 11-23. 0.7 0

259 Importance of Social Networking Sites and Determining Its Impact on Brand Image and Online
Shopping: An Empirical Study. Sustainability, 2023, 15, 5129. 3.2 5

260 Customer values and patronage intention in social media networks: mediating role of perceived
usefulness. VINE Journal of Information and Knowledge Management Systems, 2023, ahead-of-print, . 2.0 2

261 Increasing digital dissemination and online apparel shopping behaviour of Generation Y. Journal of
Fashion Marketing and Management, 2023, 28, 28-44. 2.2 0

262 UNCOVERING THE SOCIAL MEDIA USE AND CONCERNS DURING THE CORONAVIRUS OUTBREAK. , 2023, 10,
41-58. 0

263 The Role of Privacy Obstacles in Privacy Paradox: A System Dynamics Analysis. Systems, 2023, 11, 205. 2.3 1

264 Online Impulse Purchase in Social Commerce: Roles of Social Capital and Information Overload.
International Journal of Human-Computer Interaction, 0, , 1-18. 4.8 0

266 What Does Linguistic Distance Predict When It Comes to L2 Writing of Adult Immigrant Learners of
Spanish?. Written Communication, 2023, 40, 943-975. 1.3 1



16

Citation Report

# Article IF Citations

267 Research on Social Media Use and Generation Z. SpringerBriefs in Business, 2023, , 5-8. 0.3 0

268 Social Media Addiction. SpringerBriefs in Business, 2023, , 9-15. 0.3 0

269 Understanding Generation Z and Social Media Addiction. SpringerBriefs in Business, 2023, , 39-44. 0.3 0

270 Standing the test of time: What makes a book survive on the bestseller list?. Journal of Business
Research, 2023, 164, 114013. 10.2 1

271 Narrative of Technology Use from Older Media Generations in Romania. Culture Society Economy
Politics, 2023, 3, 50-64. 0.1 0

272 Do Millennialsâ€™ Motives for Using <i>Snapchat</i> Influence the Effectiveness of Snap Ads?. SAGE
Open, 2023, 13, . 1.7 0

273
Greek Consumers' Perceptions on Sponsored Food Advertisement Through Social Media and Its Effects
on Their Purchasing Behavior. Advances in Marketing, Customer Relationship Management, and
E-services Book Series, 2023, , 56-85.

0.8 0

274 Effects of Usersâ€™ Motivation on Their Usage of Mobile Cloud Computing. International Journal of
Human-Computer Interaction, 0, , 1-18. 4.8 0

275 How to Promote a Destinationâ€™s Sustainable Development? The Influence of Service Encounters on
Touristsâ€™ Attitudes and Behavioral Intentions. Sustainability, 2023, 15, 14087. 3.2 0

276 World-class sporting events as arenas of emotional eruptions on social media. Soccer and Society,
2024, 25, 92-110. 1.2 1

277 System quality features and continuous usage intention of social network users: a multi-group
analysis with gender. Journal of Systems and Information Technology, 0, , . 1.7 0

278 Motives and Consequences of Maladaptive Social Networking Sites Use. , 0, , . 0

279 The mediating role of FoMO and the moderating role of narcissism in the impact of social exclusion
on compulsive buying: a cross-cultural study. Psicologia: Reflexao E Critica, 2023, 36, . 0.9 1

280
A computational linguistic analysis of the anatomy of production, consumption, and diffusion of
misinformation and authentic information in social media: The case of the COVID-19 pandemic.
Discourse and Communication, 2024, 18, 159-215.

1.7 0

281 Brand Community Motives and Engagement: The Impact of Gender. Journal of Internet Commerce, 2024,
23, 90-120. 5.5 0

282 How to get angry onlineâ€¦properly: Creating online deliberative systems that harness political anger's
power and mitigate its costs. Politics, Philosophy & Economics, 0, , . 1.0 0

283 Sentiment Analysis of Russian-Language Social Media Posts Discussing the 2022 Russian Invasion of
Ukraine. Armed Forces and Society, 0, , . 1.4 0


