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Main Drivers for
Microtransactions as Impulse
Purchases in E-Commerce

Private Label Brands vs.
National Brands: The effect of
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Main contribution of iconic
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destinations: An analysis of
Twitter posts, images and
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Categorizacao e classificagcdo
de noticias de Big Data em
Tecnologias segundo o
Quadrante Magico de Gartner.

The Electronic Word-of-Mouth
in Rural Tourism: The case of
Schist Villages

The Cross-Influence of Social
Networks to Leverage Luxury
Fashion Brands

The Influence of Online Social
Media Platforms on the Choice
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Understanding what Drives
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The Impact of Social Media in
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Application in a Hotel
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The Impact of Brand Value on
Shareholder Value
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Communication for a small
Guesthouse: Applied to the
case of pension Sonntag
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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
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Plan
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The Impact of Sociability on
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Customer satisfaction and
repurchase intention: an
application to the
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City Marketing: Online
communication plan for the
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The Impact of Source
Credibility on Consumers'
Responses to Corporate Social
Responsability Initiatives

Case Study: Lisbon - A Dream
Destination?

The Effects of Product

Placement, in Films, on
Consumers' Purchase

Intentions

Measuring Store Emotional
Experience through Facial
Electromyography and Skin
Conductance.

O Comportamento do
Consumidor Perante Produtos
Verdes.

Desenvolvimento da Cadeia de
Valor do Digital Signage a
Partir de Analises
Comportamentais e Estudos
de Casos

Comunidades Virtuais: A
influéncia das comunidades
virtuais no processo de
tomada de decisdo do
consumidor.
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e Scientific Journals
- Scientific journal paper

Barbedo, M., Rita, P. & Ramos, R. (2025). CEOs' and directors' perspective towards environmental

sustainability and climate change. Journal of Cleaner Production. 496
- Times Cited Web of Science®: 1
- Times Cited Google Scholar: 2

2 Rita, P., Omran, W., Ramos, R. F. & Costa, T. (2025). Exploring the applications of artificial intelligence in
marketing: A topic modelling analysis. Tourism and Management Studies. 21 (1), 39-55
- Times Cited Scopus: 1
- Times Cited Google Scholar: 9

3 Costa, S. M., Moro, S., Rita, P. & Alturas, B. (2023). Customer experience through online reviews from
TripAdvisor: The case of Orlando theme parks. International Journal of Technology Marketing. 17 (1), 48-77
- Times Cited Scopus: 4
- Times Cited Google Scholar: 9

4 Rita, P., Guerreiro, J. & Matos, S. (2023). The influence of typical versus atypical ads on sharing intention.
International Journal of Internet Marketing and Advertising. 19 (3/4), 231-262
- Times Cited Google Scholar: 6

5 Oliveira, P. M., Guerreiro, J. & Rita, P. (2022). Neuroscience research in consumer behavior: A review and
future research agenda. International Journal of Consumer Studies. 46 (5), 2041-2067
- Times Cited Web of Science®: 36
- Times Cited Scopus: 37
- Times Cited Google Scholar: 55

6 Rita, P., Guerreiro, J. & Omariji, M. (2021). Autonomic emotional responses to food: private label brands versus
national brands. Journal of Consumer Behaviour. 20 (2), 440-448
- Times Cited Web of Science®: 12
- Times Cited Scopus: 12
- Times Cited Google Scholar: 13

7 Rita, P., Ramos, R., Moro, S., Mealha, M. & Radu, L. (2021). Online dating apps as a marketing channel: a
generational approach. European Journal of Management and Business Economics. 30 (1)
- Times Cited Web of Science®: 20
- Times Cited Scopus: 18
- Times Cited Google Scholar: 42

8 Guerreiro, J. & Rita, P. (2020). How to predict explicit recommendations in online reviews using text mining
and sentiment analysis. Journal of Hospitality and Tourism Management. 43, 269-272
- Times Cited Web of Science®: 60
- Times Cited Scopus: 106
- Times Cited Google Scholar: 173

9

Moro, S., Pires, G., Rita, P. & Cortez, P. (2020). A cross-cultural case study of consumers' communications
about a new technological product. Journal of Business Research. 121, 438-447

- Times Cited Web of Science®: 21

- Times Cited Scopus: 18

- Times Cited Google Scholar: 39
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Moro, S., Rita, P., Ramos, P. & Esmerado, J. (2019). Analysing recent augmented and virtual reality
developments in tourism. Journal of Hospitality and Tourism Technology. 10 (4), 571-586

- Times Cited Web of Science®: 62

- Times Cited Scopus: 72

- Times Cited Google Scholar: 120

Brochado, A., Oliveira, C., Rita, P. & Oliveira, F. (2019). Shopping centres beyond purchasing of luxury goods: A
tourism perspective. Annals of Leisure Research. 22 (4), 484-505

- Times Cited Web of Science®: 17

- Times Cited Scopus: 18

- Times Cited Google Scholar: 30

Moro, S. & Rita, P. (2019). Identification of common city characteristics influencing room occupancy.
International Journal of Tourism Cities. 5 (3), 482-490

- Times Cited Scopus: 4

- Times Cited Google Scholar: 8

Brochado, A., Rita, P., Oliveira, C. & Oliveira, F. (2019). Airline passengers’ perceptions of service quality:
Themes in online reviews. International Journal of Contemporary Hospitality Management. 31 (2), 855-873
- Times Cited Web of Science®: 100

- Times Cited Scopus: 106

- Times Cited Google Scholar: 189

Moro, S., Pires, G., Rita, P. & Cortez, P. (2019). A text mining and topic modelling perspective of ethnic
marketing research. Journal of Business Research. 103, 275-285

- Times Cited Web of Science®: 57

- Times Cited Scopus: 66

- Times Cited Google Scholar: 110

Rita, P., Brochado, A. & Dimova, L. (2019). Millennials’ travel motivations and desired activities within
destinations: A comparative study of the US and the UK. Current Issues in Tourism. 22 (16), 2034-2050
- Times Cited Web of Science®: 63

- Times Cited Scopus: 67

- Times Cited Google Scholar: 139

Romdo, M. T., Moro, S., Rita, P. & Ramos, P. (2019). Leveraging a luxury fashion brand through social media.
European Research on Management and Business Economics. 25 (1), 15-22

- Times Cited Web of Science®: 38

- Times Cited Scopus: 36

- Times Cited Google Scholar: 82

Oliveira, C., Brochado, A., Moro, S. & Rita, P. (2019). Consumer perception of tourist experience through online
reviews. Worldwide Hospitality and Tourism Themes. 11 (6), 696-717

- Times Cited Scopus: 23

- Times Cited Google Scholar: 29

Pina, L. S., Loureiro, S. M. C,, Rita, P., Sarmento, E. M., Bilro, R. G. & Guerreiro, J. (2019). Analysing consumer-
brand engagement through appreciative listening on social network platforms. Journal of Promotion
Management. 25 (3), 304-313

- Times Cited Web of Science®: 23

- Times Cited Scopus: 40

- Times Cited Google Scholar: 69

Brochado, A., Rita, P. & Moro, S. (2019). Discovering the patterns of online reviews of hostels in Beijing and
Lisbon. Journal of China Tourism Research. 15 (2), 172-191

- Times Cited Web of Science®: 3

- Times Cited Scopus: 3
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https://ciencia.iscte-iul.pt/publications/millennials-travel-motivations-and-desired-activities-within-destinations-a-comparative-study-of/46381
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https://ciencia.iscte-iul.pt/publications/analysing-consumer-brand-engagement-through-appreciative-listening-on-social-network-platforms/55844
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https://ciencia.iscte-iul.pt/publications/analysing-consumer-brand-engagement-through-appreciative-listening-on-social-network-platforms/55844
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Loureiro, S. M. C,, Rita, P. & Sarmento, E. M. (2019). What is the core essence of small city boutique hotels?.
International Journal of Culture, Tourism, and Hospitality Research. 14 (1), 44-62

- Times Cited Web of Science®: 6

- Times Cited Scopus: 11

- Times Cited Google Scholar: 29

Pinto, L., Loureiro, S. M. C,, Rita, P. & Sarmento, E. M. (2019). Fostering online relationships with brands
through websites and social media brand pages. Journal of Promotion Management. 25 (3), 379-393

- Times Cited Web of Science®: 20

- Times Cited Scopus: 30

- Times Cited Google Scholar: 53

Moro, S., Batista, F., Rita, P., Oliveira, C. & Ribeiro, R. (2019). Are the States United? An analysis of US hotels’
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