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Qualificagoes Académicas

Universidade/Instituicao Tipo Curso Periodo
ISCTE-Instituto Universitario de Doutoramento Management 2026
Lisboa

ISCTE-Instituto Universitario de Mestrado Marketing 2020
Lisboa

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

Humanas

Atividades Letivas

Ano Letivo Sem. Nome da Unidade Curricular Curso(s) Coord


mailto:mobrs@iscte-iul.pt

2026/2027 2° Curso Institucional em Escola de Né&o

Fundamentos de Marketing Gestdo; Licenciatura em Gestao;

2026/2027 2° . - . Curso Institucional em Escola de Né&o
Marketing Digital e E-Business Gestio:;

2026/2027 1° . = Curso Institucional em Escola de Nao
Orienta¢do de Mestrado Gestao;

2026/2027 1° Marketing Operacional Licenciatura em Gestao; Nao

2025/2026 2 Lideranca e Conhecimento Nao
Estratégico

2025/2026 2° . = Curso Institucional em Escola de Né&o
Orientagdo de Mestrado Gesto:

2025/2026 2° < s = Licenciatura em Gestdo de Recursos Ndo
Introdugdo a Gestdo Humanos:

2025/2026 1° Nao

Introducdo a Gestdo

¢ Teses de Doutoramento

- Em curso
Nome do Estudante Titulo/Tépico Lingua Estado Instituicao
1 Beatriz Encarnacao Brito O Impacto dos Agentes de -- Em curso Iscte

IA em Campanhas de
Sensibilizacdo Ambiental
de ONGs em Realidade

Virtual
¢ Dissertacoes de Mestrado
- Em curso
Nome do Estudante Titulo/Tépico Lingua Estado Instituicdo
1 Margarida de Sousa Quando o “sem agucar” -- Periodo de Iscte
Henrigues e Antunes de parece saudavel: extensao
Almeida alegac¢des nutricionais,
influenciadores e percec¢do
de sadde em snacks
ultraprocessados
2 Marcia Alexandra Reis Criacdo de Valor em Portugués Em curso Iscte
Marques Plataformas Digitais: Uma
perspetiva da Teoria
Signaling no Contexto do
Weverse na Comunidade
dos BTS
3 Mariana Santos Saido O papel do storytelling nas ~ Portugués Em curso Iscte

negociacdes B2B:
construcdo da narrativa,
dindmica relacional e
resultados negociais


https://fenix-mais.iscte-iul.pt/courses/04803-0-1128927858788730
https://fenix-mais.iscte-iul.pt/courses/l1836-847452882077703
https://fenix-mais.iscte-iul.pt/courses/05011-847452882078400
https://fenix-mais.iscte-iul.pt/courses/l5024-0-847452882078244
https://fenix-mais.iscte-iul.pt/courses/05011-847452882078400
https://fenix-mais.iscte-iul.pt/courses/l0520-847452882077712
https://fenix-mais.iscte-iul.pt/courses/l0520-847452882077712

4 Ana Maria Gomes Soares
5 Camilly Aparecida Lemos
6 Beatriz Santos Vieira
7 Gongalo Alexandre Sopa
Martins Sousa Santos
8 Claudia Pereira Fialho
9 Maria Inés Costa
Rodrigues
10 Maria Leonor da Cruz
Baptista Galamba Vieira
11 Anastasiia Artemovskaia
- Terminadas
Nome do Estudante
1 Anténio Fernandes
Machado
2 Matilde Maria
Bernardo da Costa
3 Inés Rodrigues

Cardadeiro

Inteligéncia Artificial e
Analise de Dados na
Previsdo de Fluxos de
Caixa: Impacto na Gestao
de PMEs

Marketing de Influéncia
em Portugal: Decisdo e
Avaliacdo dos
Investimentos das
Empresas Portuguesas

Quao Humano Deve Ser
um Chatbot? O Impacto
do Antropomorfismo no
Consumer Delight.

Hardcore em Portugal:
Viabilidade para a Criacao
do Primeiro Festival
Nacional de Mdsica
Hardcore

Experiéncia do Cliente na
Banca Digital a Luz da
Expectation Confirmation
Theory

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

Marketing na Industria
Cinematografica:
streaming como um meio
para mudar a percecao
negativa em relacdo a
filmes nacionais

Art Basel como Estudo de
Caso: Gerindo a Liderancga
Global num Panorama de
Feiras de Arte em
Mudanca

Titulo/Topico

O Futuro da Arte - Um Estudo

sobre a Influéncia da

Tecnologia de IA na Percecdo
do Cliente na IndUstria da Arte

Percegdo da Taxa Rosa pelos
Consumidores: Discrepancias

baseadas no Género

Do mundo Virtual para a

Realidade: Uma investigacao
sobre o impacto da tecnologia
de RV em anuncios de Turismo

de Voluntariado

Inglés

Portugués

Lingua

Inglés

Inglés

Inglés

Periodo de
extensao

Periodo de
extensao

Em curso

Em curso

Entregue

Em curso

Em curso

Em curso

Instituicdo

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Anode _
Conclusao

2025

2025

2024



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

Explorando as Perspectivas de
Educadores e Estudantes
sobre Chatbots de IA
Generativa na Educacdo
Superior: Uma Abordagem de
Marketing Relacional

Realidade aumentada e eu:
Como os self-construals e a
inteligéncia emocional afetam
a ligacdo a marca.

Publicidade na Era dos
Algoritmos: Percep¢des do
consumidor sobre criatividade,
"coolness" e evangelizacdo de
marca em |A generativa.

Mudanca de percepgbes: A
Eficacia das Estratégias de
Marketing na Destigmatiza¢do
da Saude Mental

A influéncia da realidade
virtual na percegdo de
autenticidade, curiosidade e
vontade de participar em
iniciativas socialmente
responsaveis

Impactos da realidade virtual
nas inten¢des de compra do
consumidor imobiliario

Compreender a utilizacdo da
Publicidade em Jogos para
Marcas de Luxo: o impacto da
Brand Coolness na Brand
Equity

O impacto do turismo induzido
por filmes, respostas
emocionais e padrées de estilo
de vida nas inten¢des
comportamentais de viajar a
um destino

¢ Projetos Finais de Mestrado

- Terminadas

Nome do Estudante

1 Xiaozhong Bao

Titulo/Tépico

Simulacdo da gestdo de
emergéncias através da
tecnologia de realidade
alargada - bases numa
perspetiva de gémeo digital

Inglés

Inglés

Inglés

Inglés

Inglés

Inglés

Inglés

Inglés

Lingua

Inglés

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Instituicdo

Iscte

2024

2024

2024

2024

2023

2023

2022

2022

Anode
Conclusao

2023

Total de Citacoes

Web of Science®

Scopus

54

77



Publicacoes

¢ Revistas Cientificas
- Artigo em revista cientifica

Rodrigues, M. B. & Loureiro, S. M. C. (N/A). (Un)linking value in metaversal environments. Consumption
Markets and Culture, N/A. https://doi.org/10.1080/10253866.2026.2692937

2 Rodrigues, M. B., Loureiro, S. M. C. & Bilro, R. G. (2026). Exploring the impact of virtual reality on voluntourism
engagement and well-being. Journal of Business Research, 217. https://doi.org/10.1016/j.jbusres.2026.116432
3 Rodrigues, M. B., Loureiro, S. M. C. & Novack, J. (2026). Sparking the desire to travel: The emotional appeal of
screen tourism. Consumer Behavior in Tourism and Hospitality, 21(2), 259?273. https://doi.org/10.1108/CBTH-
10-2024-0330
- N.° de cita¢des Scopus: 1
- N.° de cita¢bes Google Scholar: 2
4 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. https://doi.org/10.1057/s41262-025-
00390-3
- N.° de citagbes Web of Science®: 10
- N.° de citagBes Scopus: 11
- N.° de citages Google Scholar: 12
5 Rodrigues, M. B. & Loureiro, S. M. C. (2024). X-reality Film Innovation Circle framework and future directions.
Creativity and Innovation Management, 33(3), 3387368. https://doi.org/10.1111/caim.12592
- N.° de citagdes Web of Science®: 1
- N.° de cita¢Oes Scopus: 4
- N.° de citagBes Google Scholar: 4
6 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.
https://doi.org/10.1016/j.jretconser.2023.103668
- N.° de citagdes Web of Science®: 27
- N.° de cita¢des Scopus: 32
- N.° de citagdes Google Scholar: 44
7

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.

https://doi.org/10.1080/10496491.2021.1987964
- N.° de citagbes Web of Science®: 16

- N.° de citagBes Scopus: 20

- N.° de citages Google Scholar: 29

e Livros e Capitulos de Livros
- Capitulo de livro

Rodrigues, M. B. & Loureiro, S. M. C. (2024). Inteligéncia artificial no mercado de trabalho: Oportunidades e
desafios da transformacao digital. In José Maria Carvalho Ferreira (Ed.), Covid-19, virus das desigualdades
sociais (pp. 559?574). Classica Editora.


https://ciencia.iscte-iul.pt/publications/unlinking-value-in-metaversal-environments/119155
https://ciencia.iscte-iul.pt/publications/unlinking-value-in-metaversal-environments/119155
https://ciencia.iscte-iul.pt/publications/exploring-the-impact-of-virtual-reality-on-voluntourism-engagement-and-well-being/119415
https://ciencia.iscte-iul.pt/publications/exploring-the-impact-of-virtual-reality-on-voluntourism-engagement-and-well-being/119415
https://ciencia.iscte-iul.pt/publications/sparking-the-desire-to-travel-the-emotional-appeal-of-screen-tourism/113208
https://ciencia.iscte-iul.pt/publications/sparking-the-desire-to-travel-the-emotional-appeal-of-screen-tourism/113208
https://ciencia.iscte-iul.pt/publications/sparking-the-desire-to-travel-the-emotional-appeal-of-screen-tourism/113208
https://ciencia.iscte-iul.pt/publications/leveling-up-coolness-how-vr-gamification-drives-experiential-values/111607
https://ciencia.iscte-iul.pt/publications/leveling-up-coolness-how-vr-gamification-drives-experiential-values/111607
https://ciencia.iscte-iul.pt/publications/leveling-up-coolness-how-vr-gamification-drives-experiential-values/111607
https://ciencia.iscte-iul.pt/publications/x-reality-film-innovation-circle-framework-and-future-directions/101743
https://ciencia.iscte-iul.pt/publications/x-reality-film-innovation-circle-framework-and-future-directions/101743
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/luxury-fashion-games-are-so-cool-predicting-awareness-perceived-quality-and-loyalty/99196
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/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. https://doi.org/10.4337/9781800377486.place.coolness
- N.° de cita¢des Scopus: 1
- N.° de citagdes 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. Handbook of Research on Applied Data Science and
Artificial Intelligence in Business and Industry (pp. 2917303). https://doi.org/10.4018/978-1-7998-6985-6.ch013
- N.° de citagBes Scopus: 6

- N.° de citagbes Google Scholar: 13

¢ Conferéncias/Workshops e Comunicacdes
- Publicacdo em atas de evento cientifico

Bilro, R. G., Loureiro, S. M. C., Marques, J. J., Rodrigues, M. B. & Custddio, C.M. (2025). The influence of Al-
powered personalization on brand loyalty in the fashion industry. In Miyea Kim (Ed.), 2025 GMC at Hong Kong
Proceedings (pp. 69774). GAMMA. https://doi.org/10.15444/GMC2025.01.11.03

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 Miyea Kim (Ed.), 2025 GMC at Hong Kong Proceedings (pp. 132?138).
GAMMA. https://doi.org/10.15444/GM(C2025.01.06.01

Loureiro, S. M. C., Rodrigues, M. B. & Gongalves, D. (2025). Understanding attitudes toward artificial
intelligence: The role of self-efficacy and social presence. In Miyea Kim (Ed.), 2025 GMC at Hong Kong
Proceedings (pp. 139?7143). GAMMA.

Rodrigues, M. B., Loureiro, S. M. C. & Cruz, B. (2025). Al-driven advertising: Enhancing brand evangelism
through coolness. In Carlos Flavian (Ed.), Proceedings of AIRSI2025 (pp. 54756). AIRSI.

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 Miyea Kim (Ed.), 2025 Global Marketing
Conference at Hong Kong Proceedings (pp. 139?143). Global Alliance of Marketing and Management
Associations. https://doi.org/10.15444/GMC2025.01.06.02

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. 81786). Springer.
https://doi.org/10.1007/978-3-031-80904-0_8

Ganhdo, 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. 59768).
Springer. https://doi.org/10.1007/978-3-031-80904-0_6

- N.° de cita¢des Scopus: 1

- N.° de citagdes 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). GOMMA. https://doi.org/10.15444/GFMC2024.04.07.03


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/attached-to-ar-experiences-the-role-of-self-construal-and-emotional-intelligence/114403
https://ciencia.iscte-iul.pt/publications/attached-to-ar-experiences-the-role-of-self-construal-and-emotional-intelligence/114403
https://ciencia.iscte-iul.pt/publications/attached-to-ar-experiences-the-role-of-self-construal-and-emotional-intelligence/114403
https://ciencia.iscte-iul.pt/publications/understanding-attitudes-toward-artificial-intelligence-the-role-of-self-efficacy-and-social-presence/114406
https://ciencia.iscte-iul.pt/publications/understanding-attitudes-toward-artificial-intelligence-the-role-of-self-efficacy-and-social-presence/114406
https://ciencia.iscte-iul.pt/publications/understanding-attitudes-toward-artificial-intelligence-the-role-of-self-efficacy-and-social-presence/114406
https://ciencia.iscte-iul.pt/publications/ai-driven-advertising-enhancing-brand-evangelism-through-coolness/114419
https://ciencia.iscte-iul.pt/publications/ai-driven-advertising-enhancing-brand-evangelism-through-coolness/114419
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
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/the-vr-experience-and-purchase-intentions-in-the-real-state/107461
https://ciencia.iscte-iul.pt/publications/the-vr-experience-and-purchase-intentions-in-the-real-state/107461
https://ciencia.iscte-iul.pt/publications/the-vr-experience-and-purchase-intentions-in-the-real-state/107461
https://ciencia.iscte-iul.pt/publications/the-vr-experience-and-purchase-intentions-in-the-real-state/107461
https://ciencia.iscte-iul.pt/publications/cognitive-affective-and-social-drivers-of-music-fan-related-behavior/107457
https://ciencia.iscte-iul.pt/publications/cognitive-affective-and-social-drivers-of-music-fan-related-behavior/107457
https://ciencia.iscte-iul.pt/publications/cognitive-affective-and-social-drivers-of-music-fan-related-behavior/107457
https://ciencia.iscte-iul.pt/publications/cognitive-affective-and-social-drivers-of-music-fan-related-behavior/107457
https://ciencia.iscte-iul.pt/publications/luxury-brands-in-online-gaming-enhancing-perceived-quality-of-luxury-products/107409
https://ciencia.iscte-iul.pt/publications/luxury-brands-in-online-gaming-enhancing-perceived-quality-of-luxury-products/107409
https://ciencia.iscte-iul.pt/publications/luxury-brands-in-online-gaming-enhancing-perceived-quality-of-luxury-products/107409

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.

2657270). Springer, Cham. https://doi.org/10.1007/978-3-031-25390-4_23
- N.° de citag¢bes Scopus: 1
- N.° de citagdes Google Scholar: 2

10 Rodrigues, M., Romero, M. |. & 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?7710). Global Alliance of Marketing and Management Associations.
https://doi.org/10.15444/GMC2023.08.07.03

L 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. EuroMed Press.

12 Rodrigues, M. B., Lopes, F. & Loureiro, S. (2022). How VR can boost inspiration and increase donations.

Proceedings of the 51st Annual EMAC Conference (EMAC 2022). European Marketing Academy (EMAC).

- Comunicag¢do em evento cientifico

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,.

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

3 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,.

4 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,.

5 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,.

6 Rodrigues, M. B. & Loureiro, S. M. C. (2022). Artificial Intelligence in the Labor Market: opportunities and
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