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to buy sustainable
products?

Developing the Embedded
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Sérgio Miguel Feature selection strategies for Iscte 2015
Carneiro Moro improving data-driven decision

support in bank telemarketing

Jodo Ricardo Paulo Three essays on cause-related - Iscte 2015

Marques Guerreiro marketing effectiveness

Cristina Cardigo Gift-Receiving and Identity- Inglés Iscte 2013
Threat: Voluntary Disposition
as a Coping Strategy

Carla Castro Comportamento do Portugués Iscte 2013
Consumidor: Procura de
Informac¢do e Compra Online
de Seguro Automovel -
aplicagao em Portugal

Monica Borges A new conceptual framework Inglés Iscte 2013
to evaluate consumer
adoption of mobile TV services

Ana Cristina de Jesus Last Christmas | Gave You My Inglés Iscte 2013
Cardigo Heart. Gift-Receiving and

identity-threat: voluntary

disposition as a coping

strategy

Carla Maria Proenca Comportamento do Portugués Iscte 2013
de Castro Charters de consumidor: procura de
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Mario Sitoe A Responsabilidade Social Portugués Iscte 2011
Empresarial ? Proposta de
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Mario Vicente Sitoe A responsabilidade social Portugués Iscte 2011
empresarial - proposta de
modelos de avaliacdo

Jimmy Lee Chi Ming The role of Web quality and Inglés Iscte 2009
brand equitY on Web loyalty:
an empirical study of porta
Web sites

Hélia Maria Gongalves Determinantes da fidelizag¢do Portugués Iscte 2009
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através de online reviews do

TripAdvisor

Ainfluéncia da tipicidade nos Inglés Iscte
anuncios no sharing intention

UNDERSTANDING THE Inglés Iscte
RECEPTIVITY OF THE USERS

TOWARDS A MARKETING

CAMPAIGN ON TINDER

An Assessment of E-Service Inglés Iscte
Quality, Customer Satisfaction,

and Customer Trust on

Customer Behavior in Online

Shopping

O Impacto de Reviews em Portugués Iscte
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Marta Isabel The Electronic Word-of-Mouth Inglés Iscte 2017

Henriques Parente in Rural Tourism: The case of

Santos Schist Villages

Daniela Portugal dos The Influence of Online Social Inglés Iscte 2017
Santos Media Platforms on the Choice

of Restaurants

Maria Teresa The Cross-Influence of Social Inglés Iscte 2017
Guimardes Romao Networks to Leverage Luxury
Fashion Brands

Ana Lucilia Oliveira Understanding what Drives Inglés Iscte 2016
Rocha Consumers' Electronic Word-

of-Mouth Behavior in a

Multichannel, Multimedia and

Multiscreen Environment

Marta Alpedrinha Influéncia dos sentimentos dos ~ Portugués Iscte 2016
Ramos de Almeida turistas nos social media para
Nave o desenvolvimento do

Turismo.
Carolina Leana Lopes Melhoria da atratividade Portugués Iscte 2016
dos Santos internacional das Institui¢des

de ensino superior atraves de
Andlise de Sentimentos.

Inés dos Reis Lebres The Relation Between Game Inglés Iscte 2016
Fairness and Drop-Out Factors
in Massive Multiplayer Online

Games
Ana Teresa Nunes Unveiling the Features of Inglés Iscte 2016
Biscaia Correia da Successful Ebay Sellers of
Silva Smartphones - A data mining

sales predictive model
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Moreno classificacdo de comentarios
online aplicando técnicas de
Text Mining
Zane Feldmane Projected and Perceived Image Inglés Iscte 2015
of Latvia as a Tourist
Destination
Maria Alexandra A Review of the literature on Inglés Iscte 2015
Amorim Amado Big Data in Marketing using
Text Mining
Ana Catarina dos Sentiment Analysis in Inglés Iscte 2015
Santos Calheiros Hospitality Using Text Mining:
The case of a portuguese Eco-
Hotel
Lyublena Georgieva Millennials' Travel Motivation Inglés Iscte 2015
Dimova and Desired Activities Within a

Destination: A comparative
study of America and the
United Kingdom

Eric Stange Influencing Factors on User Inglés Iscte 2015
Acceptance of Location-Based
Advertising Outside and Inside
Retail Stores

Maria Sofia Ravara Determinants of Promotion Inglés Iscte 2015
Cary Frade Grangeio Attractiveness in Fast Moving
Consumer Goods
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The impact of Technological
Amenities on Customer
Experience in Upscale Hotels

Understanding Mobile
Augmented Reality Adoption: A
UTUAT 2 and TTF application in
a tourism consumer context

Surf Camps, a New Model of
Lodging: Customer value,
satisfaction and behavioral
intentions

R&D Investment in New
Product Development Within
the Technology Sector

Consumers Emotions,
Perceived Image and
Behavioral Intentions Toward
Portuguese Gastronomy

Measuring Cruiser's
Satisfaction of Lisbon and
Intention to Return to Portugal
as Independent Visitor

The Preferences of Sporting CP
Supporters: An analysis based
on promoted youth players

Hedonic Consumption: How
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in Servicescapes

A adopgao do canal online
para a compra de produtos
turisticos em Portugal

¢ Projetos Finais de Mestrado

- Terminadas

Nome do Estudante

1 Ruben Manuel
Guedes Mendes

2 Joana Pinto Coelho

3 Bernardo Varela Vala

4 Anténio Pedro da
Cruz e Silva
Estorninho

5 Ana Filipa de Oliveira
Luis

Titulo/Tépico

Visibilidade da Marca e
Recrutamento: Um estudo
sobre o posicionamento das
grandes empresas na rede
profissional Glassdor

Stripping Customers' Feedback
on Hotels Evaluation Through
Data Mining

The Impact of Social Media in
Brand Building

Understanding the Mobile
Hospitality Services Adoption:
A UTAUT2 and Perceived Value
Application in a Hotel
Consumer Context

The Impact of Brand Value on
Shareholder Value

Inglés

Inglés

Inglés

Inglés

Inglés

Inglés

Inglés

Inglés

Portugués

Lingua

Portugués

Inglés

Inglés

Inglés

Inglés

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Iscte

Instituicdo

Iscte

Iscte

Iscte

Iscte

Iscte

2015

2015

2014

2014

2014

2013

2013

2012

2012

Ano de
Conclusao

2017

2016

2015

2014

2014



10

11

12

13

14

15

16

17

18

19

20

21
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Philip Valentin Knaul

Tiago Veiga Fernandes
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André Alcantara
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Analysis of major factors
shaping the automotive
industry in the long term,
including ageing population,
urbanization trends and e-
commerce business in Europe

Online Marketin%
Communication for a small
Guesthouse: Applied to the
case of pension Sonntag

A Model of Experimental
Shopping for the Automotive
Industry: Integrating the
concepts of point of sale and
multisensory marketing

Understanding the mobile
consumer - context of use in
mobile data services

The Effect of Party Size and
Gender on Willingness to Pay
in a Restaurant Setting

Miami Dream Hostel - Business
Plan

Visit Orlando 2009 "Orlando é
so alegria" Campaing"

The Impact of Sociability on
Travellers Intention to Return
to Hostels

Crisis Management in Tourism:
Madeira Floods - A Case Study

Customer care in social media:
The case of Portugal Telecom

A Experiéncia do consumidor
com a Marca - O contributo do
facebook em Portugal

Customer satisfaction and
repurchase intention: an
application to the
telecommunications industry

City Marketing: Online
communication plan for the
city of Lisbon

The Effects of Product

Placement, in Films, on
Consumers' Purchase

Intentions

The Impact of Source
Credibility on Consumers'
Responses to Corporate Social
Responsability Initiatives

Case Study: Lisbon - A Dream
Destination?
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22 Luis Miguel Oliveira Measuring Store Emotional -- Iscte 2011
do Angelo Experience through Facial
Electromyography and Skin
Conductance.
23 Marta Filipa Baptista O Comportamento do Portugués Iscte 2011
Gomes Consumidor Perante Produtos
Verdes.
24 Luciana de Oliveira - -- Iscte 2011
Santos Junior
25 Eurico Joaquim Duque  Desenvolvimento da Cadeia de Portugués Iscte 2011
Ribeiro Valor do Digital Signage a
Partir de Analises
Comportamentais e Estudos
de Casos
26 Inés Lourengo Marketing Turistico: Estudo Portugués Iscte 2010
Machado de Andrade sobre a criagdo e sustentacdo
e Santos de novas formas turisticas
tendo em conta os novos
padrdes da sociedade
contemporanea.
27 Inés Paulus Comunidades Virtuais: A Portugués Iscte 2010
influéncia das comunidades
virtuais no processo de
tomada de decisdo do
consumidor.
28 Laura Isabel Antunes Inbound Marketing: Estudo Portugués Iscte 2010
Varanda sobre a percepc¢do da

credibilidade da fonte em
comunidades online.
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