Ciéncia_lscte

I S C b e INSTITUTO
UNIVERSITARIO , ,
DE LISBOA Public Profile

Warning: [2026-02-23 20:15] this document is a print-out of the Ciéncia-iul web portal and was automatically generated at the labeled

date. The document has a mere informational purpose and represents the information contained on Ciéncia_lscte at that date.

Mariana Rodrigues

Assistente Convidada
BRU-Iscte - Business Research Unit
Department of Marketing, Operation and Management (IBS)

E-mail

mobrs@iscte-iul.pt

Office D4.26

Academic Qualifications

University/Institution Type Degree Period
ISCTE-Instituto Universitario de PhD Management 2025
Lisboa

ISCTE-Instituto Universitario de M.Sc. Marketing 2020
Lisboa

Universidade Nova de Lisboa - Licenciate Communication Sciences 2018
Faculdade de Ciencias Sociais e

Humanas

Teaching Activities

Teaching Year Sem. Course Name Degree(s) Coord

2025/2026 2° Bachelor Degree in Human No

Fundamentals of Management Resources Management;


mailto:mobrs@iscte-iul.pt
https://fenix-mais.iscte-iul.pt/courses/l0520-847452882077712

2025/2026 1°

Fundamentals of Management

Bachelor Degree in Economics;

No

Supervisions

¢ M.Sc. Dissertations
- Ongoing

10

11

Student Name

Ana Maria Gomes Soares

Camilly Aparecida Lemos

Mariana Santos Saido

Beatriz Santos Vieira

Gongalo Alexandre Sopa
Martins Sousa Santos

Claudia Pereira Fialho

Maria Inés Costa
Rodrigues

Margarida de Sousa
Henrigues e Antunes de
Almeida

Maria Leonor da Cruz
Baptista Galamba Vieira

Anastasiia Artemovskaia

Marcia Alexandra Reis
Marques

- Concluded

Title/Topic

Artificial Intelligence and
Data Analysis in Cash Flow
Forecasting: ImPact on the
Management of SMEs

Influencer Marketing in
Portugal: How Portuguese
Companies Decide and
Evaluate Their
Investments

Business to Business
Negotiation

How Human Should a
Chatbot Be? The Impact of
Anthropomorphism

Hardcore em Portugal:
Viabilidade para a Criagdo
do Primeiro Festival
Nacional de Mdusica
Hardcore

Digital Transformation and
Customer Experience: The
Impact of Digitalisation on
Banking Relationships

The role of Pop Culture as
Marketing Strategies in
building Brand Coolness
and Customer
Engagement for Gen-Z

When “sugar-free” feels
healthy: nutrition claims,
influencers and perceived
healthiness in ultra-
processed snacks

Marketing in the Film
Industry: streaming as a
mean to change viewers'
negative perception
towards national films

Art Basel as a Case Study:
Managing Global
Leadership in a Changing
Art Fair Landscape

Growth of a music
industry company

Language

Status

Developing

Developing

Developing

Developing

Developing

Developing

Developing

Developing

Developing

Developing

Developing

Institution

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte


https://fenix-mais.iscte-iul.pt/courses/l0520-847452882077712

Student Name

1 Anténio Fernandes
Machado
2 Matilde Maria

Bernardo da Costa

3 Inés Rodrigues
Cardadeiro

4 Gu Mingyu

5 Maria Jodo Santos
Coelho

6 Beatriz Cruz de
Almeida

7 Tiago Ferreira Pinto
Cardoso

8 Patricia Alexandra

Calheiros Santos

9 Beatriz do Carmo Silva
e Gongalves

10 Maria Inés Relvas
Romero

11 Julia Ryan Novack

¢ M.Sc. Final Projects
- Concluded

Student Name

Title/Topic

The Future of Art - A study on

the influence of Al technology
on the customer perception in
the art industry

Consumer Perceptions of the
Pink Tax: Gender-Based
Discrepancies

From the Virtual World to
Reality: Investigating the
ImFact of VR Technology on
Volunteer Tourism Advertising

Exploring Educator and
Student Perspectives on
Generative Al Chatbots in
Hi%her Education: A
Relationship Marketing
Approach

Augmented Reality and I: How
Do Self-Construal and
Emotional Intelligence Impact
Brand Attachment.

Advertising in the Age of
Algorithms: Consumer
perceptions of creativity,
coolness and brand
evangelism in generative Al.

Shifting Perceptions: The

Effectiveness of Marketin

Strategies in Mental Healt
Destigmatization

The Influence of Virtual Reality
on Perceived Authenticity,
Curiosity and Willingness to
Engage On Socially
Responsible Initiatives

Impacts of Virtual Reality on
the Real Estate Consumers
Purchase Intentions

Understanding the use of
Game Advertising for Luxur
Brands: the impact of Bran
Coolness on Brand Equity

The impact of film-induced
tourism, emotional responses
and lifestyle patterns on
behavioral intentions to travel
to a destination

Title/Topic

Language

English

English

English

English

English

English

English

English

English

English

English

Language

Institution

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Institution

Concluding
Year

2025

2025

2024

2024

2024

2024

2024

2023

2023

2022

2022

Concluding
Year



1 Xiaozhong Bao Simulating Emergency English Iscte 2023
Management through
Extended Reality Technology -
bases on a Digital Twin
Perspective

Total Citations

Web of Science® 41

Scopus 57

Publications

e Scientific Journals
- Scientific journal paper

Rodrigues, M. B., Loureiro, S. M. C. & Novack, J. (2025). Sparking the desire to travel: The emotional appeal of
screen tourism. Consumer Behavior in Tourism and Hospitality. N/A

- Times Cited Scopus: 1

- Times Cited Google Scholar: 1

2 Stein, F., Guerreiro, J., Loureiro, S. M. C. & Rodrigues, M. B. (2025). Leveling up coolness: How VR gamification
drives experiential values. Journal of Brand Management . 32 (5), 438-457
- Times Cited Web of Science®: 5
- Times Cited Scopus: 5
- Times Cited Google Scholar: 6
3 Rodrigues, M. B. & Loureiro, S. M. C. (2024). X-reality Film Innovation Circle framework and future directions.
Creativity and Innovation Management. 33 (3), 338-368
- Times Cited Google Scholar: 1
4 Rodrigues, M. B., Loureiro, S. M. C. & Romero, M. I. R. (2024). Luxury fashion games are so cool! Predicting
awareness, perceived quality, and loyalty. Journal of Retailing and Consumer Services . 77
- Times Cited Web of Science®: 22
- Times Cited Scopus: 25
- Times Cited Google Scholar: 30
5

Rodrigues, M. & Loureiro, S. M. C. (2022). Virtual reality in the motion picture industry: The relationship among
movie coolness, sympathy, empathy, and word-of-mouth. Journal of Promotion Management. 28 (2), 144-159
- Times Cited Web of Science®: 14

- Times Cited Scopus: 17

- Times Cited Google Scholar: 26

¢ Books and Book Chapters
- Book chapter

Rodrigues, M. B. & Loureiro, S. M. C. (2024). Inteligéncia artificial no mercado de trabalho: Oportunidades e
desafios da transformacdo digital. In José Maria Carvalho Ferreira (Ed.), Covid-19, virus das desigualdades
sociais. (pp. 559-574).: Classica Editora.
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https://ciencia.iscte-iul.pt/publications/x-reality-film-innovation-circle-framework-and-future-directions/101743
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https://ciencia.iscte-iul.pt/publications/luxury-fashion-games-are-so-cool-predicting-awareness-perceived-quality-and-loyalty/99196
https://ciencia.iscte-iul.pt/publications/virtual-reality-in-the-motion-picture-industry-the-relationship-among-movie-coolness-sympathy/85266
https://ciencia.iscte-iul.pt/publications/virtual-reality-in-the-motion-picture-industry-the-relationship-among-movie-coolness-sympathy/85266
https://ciencia.iscte-iul.pt/publications/inteligencia-artificial-no-mercado-de-trabalho-oportunidades-e-desafios-da-transformacao-digital/104079
https://ciencia.iscte-iul.pt/publications/inteligencia-artificial-no-mercado-de-trabalho-oportunidades-e-desafios-da-transformacao-digital/104079
https://ciencia.iscte-iul.pt/publications/inteligencia-artificial-no-mercado-de-trabalho-oportunidades-e-desafios-da-transformacao-digital/104079

Rodrigues, M. B. & Loureiro, S. M. C. (2022). Principais desafios da aprendizagem online durante e apéds a
pandemia de COVID-19. In José Maria Carvalho Ferreira (Ed.), Contingéncias da Pandemia Gerada pelo COVID-
19 nas Sociedades Contemporaneas.: Classica Editora.

3 Loureiro, S. M. C. & Rodrigues, M. B. (2022). Place Coolness. In Dimitrios Buhalis (Ed.), Encyclopedia of Tourism
Management and Marketing.
- Times Cited Scopus: 1
- Times Cited Google Scholar: 1

4

Loureiro, S. M. C., Muhammad Ashfaq & Rodrigues, M. B. (2021). Al Meaning and Applications in the
Consumer Sector of Retailing, Hospitality, and Tourism. In Handbook of Research on Applied Data Science

and Artificial Intelligence in Business and Industry. (pp. 291-303).
- Times Cited Scopus: 6
- Times Cited Google Scholar: 12

¢ Conferences/Workshops and Talks
- Publication in conference proceedings

Bilro, R.G., Loureiro, S. M. C., Guerreiro, J., Rodrigues, M. B. & Custédio, C.M. (2025). The influence of Al-
powered personalization on brand loyalty in the fashion industry. In 2025 Global Marketing Conference at
Hong-Kong Proceedings. (pp. 69-74). Hong-Kong: Global Alliance of Marketing and Management Associations.

Loureiro, S. M. C., Rodrigues, M. B., Gongalves, D. & Bilro, R.G. (2025). Understanding attitudes toward artificial
intelligence: the role of self-efficacy and social presence. In 2025 Global Marketing Conference at Hong-Kong
Proceedings. (pp. 139-143). Hong-Kong: Global Alliance of Marketing and Management Associations.

Rodrigues, M. B., Loureiro, S. M. C. & Beatriz Cruz (2025). Al-Driven Advertising: Enhancing Brand Evangelism
through Coolness. In AIRSI 2025.

Loureiro, S. M. C., Rodrigues, M. B. & Gongalves, D. (2025). Understanding attitudes toward artificial
intelligence: The role of self-efficacy and social presence. In 2025 Global Fashion Management Conference.

Rodrigues, M. B., Loureiro, S. M. C. & Coelho, M. J. S (2025). Attached to AR experiences: The role of self-
construal and emotional intelligence. In 2025 Global Fashion Management Conference.

Ganhao, M., Loureiro, S. M. C., Guerreiro, J., Bilro, R.G. & Rodrigues, M. B. (2024). Cognitive, affective, and
social drivers of music fan-related behavior. In Vincent Jeseo, Jasmine Parajuli (Ed.), Marketing in a
multicultural and vibrant world: Proceedings for the 2024 AMS World Marketing Congress. (pp. 59-68). Cham,

Switzerland: Springer.
- Times Cited Scopus: 1
- Times Cited Google Scholar: 1

Rodrigues, M. B., Loureiro, S. M. C., Guerreiro, J. & Romero, M. I. R. (2024). Luxury brands in online gaming;:
Enhancing perceived quality of luxury products. In Roland T. Rust (Ed.), Global Fashion Management
Conference Proceeding. (pp. 375-380). Mildo: GOMMA.

Rodrigues, M. B., Loureiro, S. M. C., Gongalves, B., Guerreiro, J. & Bilro, R. G. (2024). The VR experience and
purchase intentions in the real state. In Vincent Jeseo, Jasmine Parajuli (Ed.), Marketing in a multicultural and
vibrant world: Proceedings for the 2024 AMS World Marketing Congress. (pp. 81-86). Cham, Switzerland:
Springer.


https://ciencia.iscte-iul.pt/publications/principais-desafios-da-aprendizagem-online-durante-e-apos-a-pandemia-de-covid-19/91101
https://ciencia.iscte-iul.pt/publications/principais-desafios-da-aprendizagem-online-durante-e-apos-a-pandemia-de-covid-19/91101
https://ciencia.iscte-iul.pt/publications/principais-desafios-da-aprendizagem-online-durante-e-apos-a-pandemia-de-covid-19/91101
https://ciencia.iscte-iul.pt/publications/place-coolness/90031
https://ciencia.iscte-iul.pt/publications/place-coolness/90031
https://ciencia.iscte-iul.pt/publications/ai-meaning-and-applications-in-the-consumer-sector-of-retailing-hospitality-and-tourism/86975
https://ciencia.iscte-iul.pt/publications/ai-meaning-and-applications-in-the-consumer-sector-of-retailing-hospitality-and-tourism/86975
https://ciencia.iscte-iul.pt/publications/ai-meaning-and-applications-in-the-consumer-sector-of-retailing-hospitality-and-tourism/86975
https://ciencia.iscte-iul.pt/publications/the-influence-of-ai-powered-personalization-on-brand-loyalty-in-the-fashion-industry/114401
https://ciencia.iscte-iul.pt/publications/the-influence-of-ai-powered-personalization-on-brand-loyalty-in-the-fashion-industry/114401
https://ciencia.iscte-iul.pt/publications/the-influence-of-ai-powered-personalization-on-brand-loyalty-in-the-fashion-industry/114401
https://ciencia.iscte-iul.pt/publications/understanding-attitudes-toward-artificial-intelligence-the-role-of-self-efficacy-and-social-presence/114912
https://ciencia.iscte-iul.pt/publications/understanding-attitudes-toward-artificial-intelligence-the-role-of-self-efficacy-and-social-presence/114912
https://ciencia.iscte-iul.pt/publications/understanding-attitudes-toward-artificial-intelligence-the-role-of-self-efficacy-and-social-presence/114912
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11

12

- Talk

Rodrigues, M. B., Loureiro, S. M. C. & Dias, J. (2023). Cinematic virtual reality: How emotional responses vary
across movie genre and technological format. In Timothy Jung, M. Claudia tom Dieck, Sandra Maria Correia
Loureiro (Ed.), Extended reality and metaverse: Immersive technology in times of crisis: XR 2022. (pp. 265-
270). Lisboa: Springer, Cham.

- Times Cited Scopus: 1

- Times Cited Google Scholar: 2

Rodrigues, M., Romero, M. I. & Loureiro, S. M. C. (2023). How game advertising influences the brand equity of
luxury brands. In Rust, R. T., Peres, R., Robinson, L., Nishio, C., and Garrett, T. (Ed.), 2023 Global Marketing
Conference at Seoul: Marketing and management transformation in the challenging digital environment. (pp.
705-710). Seoul, Republic of Korea: Global Alliance of Marketing and Management Associations.

Rodrigues, M. B., Loureiro, S. M. C. & Lopes, F. (2022). How VR can boost inspiration and increase donations.
In Demetris Vrontis, Yaakov Weber, Evangelos Tsoukatos (Ed.), 15th Annual Conference of the EuroMed
Academy of Business, Book proceedings. Palermo: EuroMed Press.

Rodrigues, M. B., Lopes, F. & Loureiro, S. (2022). How VR can boost inspiration and increase donations. In
Proceedings of the 51st Annual EMAC Conference (EMAC 2022). Budapest: European Marketing Academy
(EMAQ).

Rodrigues, M. B., Loureiro, S. M. C. & Guerreiro, J. (2024). LUXURY BRANDS IN ONLINE GAMING: ENHANCING
PERCEIVED QUALITY OF LUXURY PRODUCTS. 2024 GAMMA-Global Fashion Management Conference-
Marketing &amp; Management in the Age of the Digital Fashion Transformation .

Rodrigues, M. B. & Loureiro, S. M. C. (2024). Enhancing Voluntourism Engagement and Well-Being through
Virtual Reality. AIRSI2024.

Rodrigues, M. B. & Loureiro, S. M. C. (2023). Sustainability in VR: Are my actions authentic?. 10th RMER
Conference: Sustainable and Responsible Management- A decade of Integrating Knowledge and Creating
Societal Impact through Innovation and Entrepreneurship.

Rodrigues, M. B., Loureiro, S. M. C. & Dias, J. (2022). Cinematic Virtual Reality: how emotional responses vary
across movie genre and technological format. 7th International XR Conference.

Rodrigues, M. B. & Loureiro, S. M. C. (2022). Artificial Intelligence in the Labor Market: opportunities and
challenges of digital transformation. International WORKSHOP on Covid-19, Virus of Social Inequalities.

Rodrigues, M. B., Loureiro, S. M. C. & Lopes, F. (2022). How VR can Boost Inspiration and Increase Donations.
15th Annual Conference of the EuroMed Academy of Business.

Rodrigues, M. B. & Loureiro, S. M. C. (2021). Coolness Factor in Virtual Reality Motion Picture Context .
Proceedings of the 50th European Marketing Academy Conference (EMAC).
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