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Stanford University, together with the publishing house Elsevier and SciTech Strategies, has created a ranking of 2% of the
best scientists in the world. It contains 159,648 names. Sandra Loureiro belongs to that 2%. Within the top 2%, Sandra
Loureiro is the only Portuguese that belongs to the very core top group of the first 100 scientists all over the world.  Sandra
Loureiro is in the position 20 among the 14139 (Economics and Business) researchers in Marketing and position 21 in
Sport, Leisure &amp; Tourism.
Sandra Maria Correia Loureiro is Professor at ISCTE-IUL and a researcher in the BRU and SOCIUS. She is the Director of
Portuguese Marketing &amp; Management SBU of GAMMA (Global Alliance of Marketing and Management
Associations). She is also in the Scientific consulting body of (i) EuroMed and Euromed Research Business (EMRBI), (ii) AIRSI
Conference and in relation to the Spanish Journal of Marketing-ESIC, (iii) CEO - Centro de Investigação de Economia e das
Organizações, among others the scientific Committees. In 2024 she won the BEST TRACK CHAIR AWARD in the 2024 Global
Fashion Management conference for the conjoint symposium GAMMA-BRU-Iscte.
Her current research interests include relationship marketing (Brand coolness), tourism marketing and the connections
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between marketing and VR, AR and AI. She has publications with academics from different countries in the world, such as
USA, UK, Germany, Spain, Austria, South Korean, China, Australia, Cyprus, Greece, Israel, Italy, Mexico, Chile, Malaysia,
Brasil. Her papers were published in a variety of peer reviewed journals, such as Journal of Marketing (ABS 4*), Journal of
Retailing (ABS 4), Tourism Management (ABS 4), Journal of Travel Research (ABS 4), Journal of Business Research (ABS
3), International journal of Hospitality Management (ABS 3), Journal of Cleaner Production, Journal of retailing and
consumer services, Journal of Travel &amp;Tourism Marketing, Journal of service management, International Journal of
Tourism Research or Journal of Brand Management and at well reputed international conferences, such as EMAC,
ANZMAC, GAMMA-GMC, World Marketing Congress. She has acted as a reviewer for several international journals and
conferences. She has participated in several research projects funded by the EU and FCT (Foundation for Science and
Technology) She won several awards, such as: the 2012 Best Paper Premier Award presented by the Global Marketing
Conference (comprised of EMAC, ANZMAC, KSMS, and the Japanese Association of Marketing), Highly Commended paper
Award 2014 - 7th EuroMed Conference and EuroMed Research Business Institute (EMRBI), Highly Commended paper
Award 2016 - 9th EuroMed Conference and EuroMed Research Business Institute (EMRBI), Best Paper Award 2016- ICCMI
2016, Best Paper Award TomiWorld 2017 and Highly Commended paper in the 2017 Emerald Literati Network Awards for
Excellence for paper 'Exploring behavioural branding, brand love and brand co-creation' published in Journal of Product
&amp; Brand Management, Best Paper Honour Award at 2019 Global Fashion Management conference-GAMMA (among
others). Excellent Service Award 2021 Global Fashion Management Conference at Seoul-2021 KSMS International
Conference for the Uncompromising Service as a Conference Co-Chair. Best Reviewer Award by Psychology &amp;
Marketing for the year 2021. Oustanding paper award 2024 for the paper published in EuroMed Journal of Business
“Internet of things and consumer engagement on retail: state-of-the-art and future directions”
Sandra has also participated in Zoom webinars and in-person interviews for newspapers, magazines, and TV where she
exposes the social implications of her research (e.g., Briefing, DINHEIRO VIVO, Publico, Journal Económico).
 
 
 
 

 
 

 

Áreas de Investigação

Relationship marketing (Brand coolness)

hospitality tourism marketing

marketing and connections with VR, AR and AI

Qualificações Académicas

Universidade/Instituição Tipo Curso Período

Universidade de Aveiro Agregação Apresentação de provas públicas de
agregação

2016

Universidad de Extremadura Doutoramento Marketing and International
Commerce

2006

Universidad de Extremadura Diploma de Estudos
Avançados

Organización de empresas (business
organization)

2004

ISEG-Universidade de Lisboa Mestrado Socio-organizational Systems of the
Economic Activity

2002

Instituto do Emprego e Formação
Profissional

Curso de
Especialização Técnica

Curso de Formação Pedagógica de
Formadores e Sistema de
Aprendizagem

1997

Instituto Superior Técnico-
Universidae de Lisboa

Licenciatura Chemical Engineering 1991
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Atividades Profissionais Externas

Período Empregador País Descrição

2007 - 2007 Marktest (market studies
company)

-- New product develop and I&D research

2007 - 2012 Universidade de Aveiro Portugal ensino e investigação

1998 - 2007 Universidade Lusófona -- ensino

1991 - 2000 Instituto do Emprego e
Formação Profissional e
Ensino Secundário público

-- ensino profissional

Outras Atividades Profissionais

Período Tipo de Atividade Descrição da Atividade Link para mais
informação

2022 Participação em eventos
profissionais (com
Comunicação)

KEYNOTE AT 7th XR conference:
academics and professionals Ver Mais

2022 Participação em eventos
profissionais (com
Comunicação)

Guest speaker University Lusíada:
Brands and artificial intelligence: new
relationships

--

2022 Participação em eventos
profissionais (com
Comunicação)

Ação marketing estratégico com a escola
Escola de Hotelaria e Turismo do Oeste
e Turismo de Portugal

--

Atividades Letivas

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

2025/2026 2º Ferramentas de Comunicação de
Marketing

Curso Institucional em Escola de
Gestão;

Sim

2025/2026 2º Marketing Relacional Mestrado em Marketing; Sim

2025/2026 1º Marketing Estratégico em Hotelaria e
Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2025/2026 1º Tese em Gestão Doutoramento em Gestão; Não

2024/2025 2º Projecto de Investigação em
Marketing

Sim

2024/2025 2º Desenvolvimento e Publicação da
Investigação

Doutoramento em Gestão; Sim
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2024/2025 2º Ferramentas de Comunicação de
Marketing

Sim

2024/2025 2º Marketing Relacional Mestrado em Marketing; Sim

2024/2025 1º Marketing Estratégico em Hotelaria e
Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2024/2025 1º Seminário de Desenvolvimento
Científico em Estratégia e
Desenvolvimento Empresarial

Sim

2024/2025 1º Seminário de Desenvolvimento
Científico em Marketing

Sim

2024/2025 1º Tese em Gestão: Especialização em
Marketing

Sim

2024/2025 1º Tese em Gestão Doutoramento em Gestão; Não

2024/2025 1º Seminário de Desenvolvimento
Científico em Gestão

Doutoramento em Gestão; Não

2023/2024 2º Projecto de Investigação em
Marketing

Sim

2023/2024 2º Desenvolvimento e Publicação da
Investigação

Doutoramento em Gestão; Sim

2023/2024 2º Ferramentas de Comunicação de
Marketing

Sim

2023/2024 2º Marketing Relacional Mestrado em Marketing; Sim

2023/2024 1º Marketing Estratégico em Hotelaria e
Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2023/2024 1º Seminário de Desenvolvimento
Científico em Estratégia e
Desenvolvimento Empresarial

Sim

2023/2024 1º Seminário de Desenvolvimento
Científico em Marketing

Sim

2023/2024 1º Tese em Gestão Doutoramento em Gestão; Não

2023/2024 1º Seminário de Desenvolvimento
Científico em Gestão

Doutoramento em Gestão; Não

2022/2023 2º Projecto de Investigação em
Marketing

Sim
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2022/2023 2º Desenvolvimento e Publicação da
Investigação

Sim

2022/2023 2º Tese em Gestão: Especialização em
Marketing

Sim

2022/2023 2º Tese em Gestão Não

2022/2023 2º Projeto de Investigação em Gestão Doutoramento em Gestão; Não

2022/2023 2º Comunicação em Marketing Sim

2022/2023 2º Ferramentas de Comunicação de
Marketing

Sim

2022/2023 2º Marketing Relacional Mestrado em Marketing; Sim

2022/2023 1º Marketing Estratégico em Hotelaria e
Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2022/2023 1º Seminário de Desenvolvimento
Científico em Marketing

Sim

2022/2023 1º Tese em Gestão: Especialização em
Marketing

Sim

2022/2023 1º Seminário de Desenvolvimento
Científico em Gestão

Doutoramento em Gestão; Não

2021/2022 2º Projecto de Investigação em
Marketing

Sim

2021/2022 2º Tese em Gestão do Turismo IV Sim

2021/2022 2º Desenho de Pesquisa em Turismo Sim

2021/2022 2º Tópicos de Investigação em Turismo Sim

2021/2022 2º Gestão do Turismo e do Lazer Sim

2021/2022 2º Tese em Gestão do Turismo Sim

2021/2022 2º Projeto de Investigação em Gestão Doutoramento em Gestão; Não

2021/2022 2º Comunicação em Marketing Sim

2021/2022 2º Ferramentas de Comunicação de
Marketing

Sim

2021/2022 2º Marketing Relacional Mestrado em Marketing; Sim
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2021/2022 1º Marketing Estratégico em Hotelaria e
Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2021/2022 1º Seminário de Desenvolvimento
Científico em Marketing

Sim

2021/2022 1º Tese em Gestão: Especialização em
Marketing

Sim

2021/2022 1º Métodos de Investigação em
Turismo

Sim

2021/2022 1º Projeto de Investigação em Gestão
do Turismo

Sim

2021/2022 1º Marketing e Inovação em Turismo Sim

2021/2022 1º Tese em Gestão do Turismo Sim

2021/2022 1º Tese em Gestão do Turismo Sim

2021/2022 1º Tese em Gestão Doutoramento em Gestão; Não

2021/2022 1º Seminário de Desenvolvimento
Científico em Gestão

Doutoramento em Gestão; Não

2020/2021 2º Tese em Gestão do Turismo IV Sim

2020/2021 2º Desenho de Pesquisa em Turismo Sim

2020/2021 2º Tópicos de Investigação em Turismo Sim

2020/2021 2º Tese em Gestão do Turismo Sim

2020/2021 2º Tese em Gestão do Turismo Sim

2020/2021 2º Projeto de Investigação em Gestão Doutoramento em Gestão; Não

2020/2021 2º Ferramentas de Comunicação de
Marketing

Sim

2020/2021 2º Inovação e Criatividade em
Marketing

Sim

2020/2021 2º Marketing Relacional Mestrado em Marketing; Sim

2020/2021 1º Marketing Estratégico em Hotelaria e
Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2020/2021 1º Tese em Gestão: Especialização em
Marketing

Sim
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2020/2021 1º Métodos de Investigação em
Turismo

Sim

2020/2021 1º Projeto de Investigação em Gestão
do Turismo

Sim

2020/2021 1º Tese em Gestão do Turismo Sim

2020/2021 1º Tese em Gestão do Turismo Sim

2020/2021 1º Tese em Gestão Doutoramento em Gestão; Não

2020/2021 1º Seminário de Desenvolvimento
Científico em Gestão

Doutoramento em Gestão; Não

2019/2020 2º Projecto de Investigação em
Marketing

Sim

2019/2020 2º Desenvolvimento e Publicação da
Investigação

Doutoramento em Gestão; Sim

2019/2020 2º Tese em Gestão: Especialização em
Marketing II

Sim

2019/2020 2º Tese em Gestão: Especialização em
Marketing IV

Sim

2019/2020 2º Tese em Gestão do Turismo II Sim

2019/2020 2º Tese em Gestão do Turismo IV Sim

2019/2020 2º Ferramentas de Comunicação de
Marketing

Sim

2019/2020 2º Inovação e Criatividade em
Marketing

Sim

2019/2020 2º Marketing Relacional Mestrado em Marketing; Sim

2019/2020 1º Marketing Estratégico em Hotelaria e
Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2019/2020 1º Seminário de Desenvolvimento
Científico em Marketing

Sim

2019/2020 1º Tese em Gestão: Especialização em
Marketing

Sim

2019/2020 1º Tese em Gestão: Especialização em
Marketing I

Sim

7

https://fenix-mais.iscte-iul.pt/courses/03948-565977905419357
https://fenix-mais.iscte-iul.pt/courses/03978-565977905419361
https://fenix-mais.iscte-iul.pt/courses/03978-565977905419361
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8534-284502928662517
https://fenix-mais.iscte-iul.pt/courses/m8534-284502928662517
https://fenix-mais.iscte-iul.pt/courses/m8646-284502928662518
https://fenix-mais.iscte-iul.pt/courses/00893-565977905420490
https://fenix-mais.iscte-iul.pt/courses/00893-565977905420490


2019/2020 1º Tese em Gestão: Especialização em
Marketing III

Sim

2019/2020 1º Tese em Gestão do Turismo I Sim

2019/2020 1º Tese em Gestão do Turismo III Sim

2019/2020 1º Dissertação em Gestão de Hotelaria
e Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2019/2020 1º Tese em Gestão do Turismo Sim

2018/2019 2º Projecto de Investigação em
Marketing

Sim

2018/2019 2º Desenvolvimento e Publicação da
Investigação

Doutoramento em Gestão; Sim

2018/2019 2º Ferramentas de Comunicação de
Marketing

Sim

2018/2019 2º Inovação e Criatividade em
Marketing

Sim

2018/2019 2º Marketing Relacional Mestrado em Marketing; Sim

2018/2019 1º Marketing Estratégico em Hotelaria e
Turismo

Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2018/2019 1º Seminário de Desenvolvimento
Científico em Marketing

Sim

2018/2019 1º Projeto de Investigação em Gestão
do Turismo

Sim

2018/2019 1º Marketing e Inovação em Turismo Sim

2017/2018 2º Desenvolvimento e Publicação da
Investigação

Doutoramento em Gestão; Sim

2017/2018 2º Ferramentas de Comunicação de
Marketing

Sim

2017/2018 2º Marketing Relacional Mestrado em Marketing; Sim

2017/2018 1º Seminário de Investigação em
Marketing

Mestrado em Marketing; Não

2017/2018 1º Gestão de Serviços A Clientes Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2016/2017 2º Desenvolvimento e Publicação da
Investigação

Doutoramento em Gestão; Sim

8

https://fenix-mais.iscte-iul.pt/courses/dght-565977905420492
https://fenix-mais.iscte-iul.pt/courses/dght-565977905420492
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8534-284502928662517
https://fenix-mais.iscte-iul.pt/courses/m8534-284502928662517
https://fenix-mais.iscte-iul.pt/courses/m8646-284502928662518
https://fenix-mais.iscte-iul.pt/courses/00893-565977905420490
https://fenix-mais.iscte-iul.pt/courses/00893-565977905420490
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8646-284502928662518
https://fenix-mais.iscte-iul.pt/courses/00737-847452882077203
https://fenix-mais.iscte-iul.pt/courses/00737-847452882077203
https://fenix-mais.iscte-iul.pt/courses/00894-565977905420494
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486


2016/2017 2º Marketing e Inovação em
Hospitalidade e Turismo

Sim

2016/2017 2º Ferramentas de Comunicação de
Marketing

Sim

2016/2017 2º Marketing Relacional Mestrado em Marketing; Sim

2016/2017 1º Seminário de Investigação em
Marketing

Mestrado em Marketing; Não

2015/2016 2º Desenvolvimento e Publicação da
Investigação

Doutoramento em Gestão; Sim

2015/2016 2º Novas Tendências do Marketing Sim

2015/2016 2º Dissertação em Marketing Sim

2015/2016 2º Trabalho de Projecto em Marketing Sim

2015/2016 2º Estratégia de Negócio e da Marca Sim

2015/2016 2º Marketing e Inovação em
Hospitalidade e Turismo

Sim

2015/2016 2º Animação de Equipas Comerciais e
Negociação

Sim

2015/2016 2º Ferramentas de Comunicação de
Marketing

Sim

2015/2016 2º Inovação e Criatividade em
Marketing

Sim

2015/2016 2º Marketing Relacional Mestrado em Marketing; Sim

2015/2016 1º Dissertação em Marketing Sim

2015/2016 1º Trabalho de Projecto em Marketing Sim

2015/2016 1º Marketing Operacional Licenciatura em Gestão; Não

2014/2015 2º Desenvolvimento e Publicação da
Investigação

Doutoramento em Gestão; Sim

2014/2015 2º Novas Tendências do Marketing Sim

2014/2015 2º Dissertação em Marketing Sim

2014/2015 2º Trabalho de Projecto em Marketing Sim

2014/2015 2º Estratégia de Negócio e da Marca Sim
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https://fenix-mais.iscte-iul.pt/courses/l5024-565977905418973
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/01241-565977905419486
https://fenix-mais.iscte-iul.pt/courses/01924-565977905419687


2014/2015 2º Marketing Operacional Licenciatura em Gestão; Não

2014/2015 2º Animação de Equipas Comerciais e
Negociação

Sim

2014/2015 2º Ferramentas de Comunicação de
Marketing

Sim

2014/2015 2º Inovação e Criatividade em
Marketing

Sim

2014/2015 2º Marketing Relacional Mestrado em Marketing; Sim

2014/2015 1º Dissertação em Marketing Sim

2014/2015 1º Trabalho de Projecto em Marketing Sim

2014/2015 1º Marketing Operacional Licenciatura em Gestão; Não

2013/2014 2º Novas Tendências do Marketing Sim

2013/2014 2º Estratégia de Negócio e da Marca Sim

2013/2014 2º Marketing Operacional Licenciatura em Gestão; Não

2013/2014 2º Ferramentas de Comunicação de
Marketing

Sim

2013/2014 2º Marketing Relacional Mestrado em Marketing; Sim

2013/2014 1º Gestão de Serviços A Clientes Mestrado em Gestão de Hotelaria e
Turismo;

Sim

2013/2014 1º Dissertação em Marketing Sim

2013/2014 1º Trabalho de Projecto em Marketing Sim

2013/2014 1º Seminário de Desenvolvimento
Científico em Estratégia e
Desenvolvimento Empresarial

Sim

2013/2014 1º Seminário de Desenvolvimento
Científico em Marketing

Sim

2013/2014 1º Marketing Operacional Licenciatura em Gestão; Não

2012/2013 2º Gestão do Marketing Não

2012/2013 2º Marketing Operacional Licenciatura em Gestão; Não

2012/2013 1º Seminário de Desenvolvimento
Científico em Marketing

Sim
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https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8534-284502928662517
https://fenix-mais.iscte-iul.pt/courses/m8534-284502928662517
https://fenix-mais.iscte-iul.pt/courses/m8646-284502928662518
https://fenix-mais.iscte-iul.pt/courses/l5024-565977905418973
https://fenix-mais.iscte-iul.pt/courses/01924-565977905419687
https://fenix-mais.iscte-iul.pt/courses/l5024-565977905418973
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8506-565977905419684
https://fenix-mais.iscte-iul.pt/courses/m8646-284502928662518
https://fenix-mais.iscte-iul.pt/courses/00894-565977905420494
https://fenix-mais.iscte-iul.pt/courses/l5024-565977905418973
https://fenix-mais.iscte-iul.pt/courses/l1805-565977905419214
https://fenix-mais.iscte-iul.pt/courses/l5024-565977905418973


 
 

 • Teses de Doutoramento
    - Em curso
 

2012/2013 1º Gestão do Marketing Não

2012/2013 1º Marketing Operacional Licenciatura em Gestão; Não

Orientações

Nome do Estudante Título/Tópico Língua Estado Instituição

1 Aoqiao Zhang Human and virtual
influencers; Shifting states
of intimacy

Inglês Em curso Iscte

2 Muhammad Asim Sarwar Signaling effects of green
marketing mix using
mediation and moderation
analysis: Application of a
stimulus-organism-
response model

Inglês Em curso Iscte

3 Mariana de Oliveira Berga
Rodrigues

Consumers adoption of
virtual reality in the
motion picture industry

Inglês Em curso Iscte

4 Pedro Manuel Natário do
Nascimento Souto

A importância dos valores
culturais na decisão
compra dos consumidores
industriais: o caso do crop
packaging

Português Em curso Iscte

5 Andreia Ramos Pinho de
Figueiredo e Silva

The Heterosexual
Consumer Responses to
Advertising Targeting
LGBT within New Realities:
The Impact of AR and VR

Inglês Em curso Iscte

6 Olusoji Paul Akinola The effects of AI powered
social commerce
technology on customer
experience

Inglês Em curso Iscte

7 João Luís Ferreira de
Barros Silva

The Influence of consumer
experience with AI on
consumer behavior

Inglês Em curso Iscte

8 Duygu Yildiz Customer Engagement
with Metaverse Ads: A
Quantitative Comparison
of Utilitarian and Hedonic
Messages with Moderating
Role of Influencer Type

Inglês Em curso Iscte

9 Seyed Mohammad
Mirmahdi Komejani

Playing for Love: Unveiling
Customer Engagement
through Gamified
Romantic Advertising

Inglês Em curso Iscte

10 Ali Aleidan Seamless Brand
Experience Role Toward
Love and Authenticity in
Events and Festivals

Inglês Em curso Iscte

11
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    - Terminadas
 

11 Angelo Daniel Teixeira de
Sousa Alves

Hyper-personalized
marketing campaigns
through large language
models and the impact on
the price elasticities of
normal goods

Inglês Em curso Iscte

Nome do Estudante Título/Tópico Língua Instituição Ano de
Conclusão

1 Jorge Pimentel do
Nascimento

Going Green: combining the
power of Emotions, Cognitive
and Normative factors with
Brand Coolness, to bridge the
gap on Sustainable
Consumption

Inglês Iscte 2024

2 António Jesus Cheira
Pé-Curto

Repatronage Intentions: the
role of perceived quality,
commitment and psychological
ownership on wine tourism

Inglês Iscte 2023

3 Aihoor Kayoom Aleem Exploring the Relationship
Between Luxury Consumption
and Brand Coolness

Inglês Iscte 2023

4 Filipa de Carvalho
Rosado Pinto

Drivers and outcomes of
perceived brand authenticity
and customer engagement in
the hospitality context

Inglês Iscte 2022

5 Md Rabiul Islam Value co-creation of service
dominant logic and firm
performance: An empirical
evidence from hotel industry

Inglês Iscte 2022

6 Mónica Montes
Mendes Rocha
Ferreira

HUMAN-ARTIFICIAL
INTELLIGENCE ENGAGEMENT
EXPLORING THE PERSPECTIVES
OF USERS AND TOURISM
MANAGERS

Inglês Iscte 2022

7 Muhammad Saleh Al-
Reesh

The role of customer
inspiration and relationship
quality in engaging the online
experience: insights from
Kuwait and Portugal

Inglês Iscte 2022

8 Fernando José de
Aires Angelino

Exploring university students'
engagement in learning
through gamification,
transmedia and virtual reality

Inglês Iscte 2020

9 Fernando Jorge
Almeida Oliveira
Brochado

What makes an exceptional
cuisine that worth a special
journey?

-- Iscte 2018

10 Ricardo Jorge Godinho
Bilro

The Role Consumer-Brand
Engagement in a Digital
Marketing Era

-- Iscte 2018

11 Namércio Cunha Relationship quality: wine
producers and distributors

Inglês Universidade
de Aveiro

2016

12 Ricardo Manuel de
Mariz Rozeira de
Almeida Cayolla

Brand sacrifice: when
consumers are deeply
commited to a brand

Inglês University of
Aveiro

2015
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 • Dissertações de Mestrado
    - Em curso
 

13 Harley dos Santos
Martins

QUALITY, SUSTAINABILITY AND
CSF: THE CASE OF HIGHER
EDUCATION INSTITUTION IN
BRASIL

Inglês University of
Aveiro

2014

Nome do Estudante Título/Tópico Língua Estado Instituição

1 Inês Feio Gebhard de
Almeida Coimbra

A Experiência com Try-Ons
em RA: A influência na
recomendação boca-a-
boca através da ligação à
marca e da preocupação
com a privacidade

Inglês Em curso Iscte

2 Maria Inês Costa
Rodrigues

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

-- Em curso Iscte

3 Matilde Maria Bernardo da
Costa

Perceção da Taxa Rosa
pelos Consumidores:
Discrepâncias baseadas
no Género

-- Em curso Iscte

4 Salvador Cabral Campello
Duarte Turras

"Autoeficácia dos
Professores e
Comportamentos dos
Colaboradores como
Mediadores entre o
Marketing Interno e os
Resultados Educacionais"

-- Em curso Iscte

5 Margarida de Sousa
Henriques e Antunes de
Almeida

Como as Redes Sociais e o
Passa-Palavra Digital
Influenciam as Decisões
do Público na Promoção
de Filmes

-- Em curso Iscte

6 Sara Correia Gonçalves Explorando o Apego
Emocional a Marcas de
Turismo de Luxo: O
Impacto da Orientação
para Comparação Social

-- Em curso Iscte

7 Catarina Grais Conde
Martins Pereira

The Role of Self-Esteem
and Self

-- Em curso Iscte

8 Cristiana Norberto
Carapucinha

The Impact of Human and
Virtual Influencers on
Brand Coolness

-- Em curso Iscte

9 Diogo João Santos da Silva Como é que a Geração Z
Portuguesa interage com
influenciadores de IA no
TikTok? Análise sobre o
impacto no envolvimento
do consumidor e no apego
à marca

-- Em curso Iscte

10 Liliana Elisabete Barata
Dias

A relação entre Memes e a
perceção de Brand
Coolness

-- Em curso Iscte

13



 
    - Terminadas
 

11 Maria Leonor da Cruz
Baptista Galamba Vieira

Marketing na Indústria
Cinematográfica:
streaming como um meio
para mudar a perceção
negativa em relação a
filmes nacionais

-- Em curso Iscte

12 António Fernandes
Machado

Impact of Artificial
Intelligence in the art
industry

-- Em curso Iscte

13 Beatriz Vieira e Vaz
Martins

Sustainable Tourism
Management in Lisbon

-- Em curso Iscte

Nome do Estudante Título/Tópico Língua Instituição Ano de
Conclusão

1 Kristi Kodra Explorando o Impacto do
Medo de Perder (FoMO) no
Bem-Estar Subjetivo em
Contextos de Compra
Utilitários e Hedônicos

-- Iscte 2025

2 Beatriz Alexandra
Patrício Cunha

Uso de IA em Estratégias de
Marketing Personalizadas e
Impacto no Bem-Estar dos
Consumidores

-- Iscte 2025

3 Beatriz Encarnação
Brito

Como a Compaixão Influencia
as Reações aos Anúncios de
Choque de Instituições Não-
governamentais nas Redes
Sociais

Inglês Iscte 2025

4 Tomás Silvestre de
Almeida

Embalagens ecológicas para
um futuro sustentável: O
impacto de diferentes
estímulos na embalagem e
preocupações ambientais na
tomada de decisão do
consumidor.

Inglês Iscte 2024

5 Beatriz Ramos Gomes
da Assunção

Estudo do Comportamento de
Compra de Cosméticos Verdes:
uma Abordagem Alargada do
Modelo de Comportamento
Direcionado por Objetivos com
Influências Psicológicas e
Morais

Inglês Iscte 2024

6 Mariana Aguilar
Ferraria

Como os Consumidores
Discretos com Traços
Psicológicos Específicos
Moldam a Percepção de
Coolness das Marcas de Luxo

Inglês Iscte 2024

7 Inês Rodrigues
Cardadeiro

Do mundo Virtual para a
Realidade: Uma investigação
sobre o impacto da tecnologia
de RV em anúncios de Turismo
de Voluntariado

Inglês Iscte 2024

8 Mafalda Dias Lisboa Põe os teus influencers atrás
da câmara: O Papel da Co-
criação em Parcerias
Autênticas entre Marcas e
Influencers

Inglês Iscte 2024
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9 Gu Mingyu Explorando as Perspectivas de
Educadores e Estudantes
sobre Chatbots de IA
Generativa na Educação
Superior: Uma Abordagem de
Marketing Relacional

Inglês Iscte 2024

10 Maria Freire Pedroso
Paisana

A teoria do self-construal e a
Inteligência Artificial nos
Museus

Inglês Iscte 2024

11 Carolina Rosa
Marcelino

O Dilema do Turismo
Sustentável: Explorar o
Comportamento Pró-
Ambiental dos Turistas

Inglês Iscte 2024

12 Daniela Sofia Sopa
Martinho Gonçalves

O papel da Autoeficácia e
Presença Social da Inteligência
Artificial na Força das Atitudes:
Gestão de Eventos

Inglês Iscte 2024

13 Maria João Santos
Coelho

Realidade aumentada e eu:
Como os self-construals e a
inteligência emocional afetam
a ligação à marca.

Inglês Iscte 2024

14 Beatriz Cruz de
Almeida

Publicidade na Era dos
Algoritmos: Percepções do
consumidor sobre criatividade,
"coolness" e evangelização de
marca em IA generativa.

Inglês Iscte 2024

15 Tiago Ferreira Pinto
Cardoso

Mudança de percepções: A
Eficácia das Estratégias de
Marketing na Destigmatização
da Saúde Mental

Inglês Iscte 2024

16 Joana Arruda André Personalização impulsionada
por Inteligência Artificial (IA) na
Fast Fashion e as suas
Implicações para o
Comportamento do
Consumidor e
Sustentabilidade.

Inglês Iscte 2024

17 Filipe Ferreira Mota
dos Santos

Tokenização da indústria da
moda: O impacto moderador
dos NFTs nas compras de
moda de luxo e os seus efeitos
nos consumidores

Inglês Iscte 2023

18 Pedro de Melo Palma Preparação de uma
ferramenta de Autodiagnóstico
de Sustentabilidade para PME

Inglês Iscte 2023

19 Beatriz Noronha de
Almeida Sampaio
Mariz

Como os sentidos e as
tecnologias da atmosfera da
loja influenciam o apego à
marca e os seus resultados na
defesa da marca e na
intimidade à marca

Inglês Iscte 2023

20 Patrícia Alexandra
Calheiros Santos

A influência da realidade
virtual na perceção de
autenticidade, curiosidade e
vontade de participar em
iniciativas socialmente
responsáveis

Inglês Iscte 2023

21 Huanzhang Jian O que influencia as intenções
de compra e o comportamento
dos veículos elétricos entre os
consumidores chineses?

Inglês Iscte 2023
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22 Inês Raquel Brito da
Silva

Proposta de um novo
constructo de medição da
qualidade do serviço nas
pequenas e médias empresas
do sector do turismo

Inglês Iscte 2023

23 Ana Margarida de
Matos Fernandes

COMO É QUE O
COMPORTAMENTO AUTO-
EXPRESSIVO DOS
CONSUMIDORES SE TRADUZ
EM COMPORTAMENTO REAL
NO QUE TOCA A PRODUTOS
SUSTENTÁVEIS E QUAIS SÃO
OS SEUS PRINCIPAIS GATILHOS

Inglês Iscte 2023

24 Maria Gonçalves de
Freitas Ganhão
Pereira

Fatores que influenciam Brand
Loyalty na indústria da música
e o papel moderador da
popularidade dos artistas

Inglês Iscte 2023

25 Vera Monika Winter Como a criação de UGC é
diferente no Oriente e no
Ocidente e como isso cria
imagens de destinos turísticos
diferentes

Inglês Iscte 2023

26 Florent Hubert Eudes
Malbois

Consumo colaborativo: O que
é que motivaria os clientes a
participarem nele? O caso das
compras em segunda mão na
Vinted com a população
francesa

Inglês Iscte 2023

27 Helena Catarina
Rodrigues Costa

Turismo Voluntário como
Experiência Transformadora

Inglês Iscte 2023

28 Beatriz do Carmo Silva
e Gonçalves

Impactos da realidade virtual
nas intenções de compra do
consumidor imobiliário

Inglês Iscte 2023

29 Maria Rita Nogueira
da Silva Afonso

Os efeitos do Awe no Turismo
Religioso: Poderá a Realidade
Aumentada ter um papel
importante?

Inglês Iscte 2022

30 Maria Inês Relvas
Romero

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

Inglês Iscte 2022

31 David Alexandre
Amaro Rato

Despertar Intenções de Visita a
Museus através de Realidade
Virtual: o papel da Vivacidade,
da Presença, e do Lazer Sério.

Inglês Iscte 2022

32 Laura Sofia Catarino
Marques

O Uso da IA na Experiência do
Consumidor: influencia da
Auto-Construção
Independente do Consumidor
e a Afeição na Prevenção da
Diferença na Indústria da
Beleza

Inglês Iscte 2022

33 Luís Reis Ruivo Impacto da publicidade
personalizada no consumidor

Inglês Iscte 2022

34 Francisco Manuel
Victor Vinagre

Human Branding na indústria
de Hospitalidade e Turismo

Inglês Iscte 2022
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35 Jéssica Francisco
Martinho

Eu sou o meu próprio
manequim - O impacto da
Realidade Aumentada no
autoconceito

Inglês Iscte 2022

36 Julia Ryan Novack O impacto do turismo induzido
por filmes, respostas
emocionais e padrões de estilo
de vida nas intenções
comportamentais de viajar a
um destino

Inglês Iscte 2022

37 Ana Filipa Alves
Correia Lourenço
Rodrigues

Explorar os Processos de
Relacionamento entre
Consumidores e Robots Sociais
na Indústria Hoteleira

Inglês Iscte 2022

38 Cláudia Isabel De
Jesus Tavares

Manter os adeptos envolvidos
através das redes sociais
durante a pandemia do COVID-
19 - Um caso de clubes de
futebol profissionais

Inglês Iscte 2022

39 Inês Gomes da Silva Marcas de moda de luxo e
memes da internet como uma
estratégia de social media no
contexto de brand coolness,
engagement de consumidor-
marca e efeitos da
complexidade visual

Inglês Iscte 2021

40 Patrícia Saturnino
Mateiro Silva Garrotes

ESTUDO SOBRE O PROCESSO
DE ENVOLVIMENTO E
COMPROMISSO ENTRE
HUMANOS E ASSISTENTES
VIRTUAIS INTELIGENTES

Inglês Iscte 2021

41 Leonor Gonçalves
Marcolino

PODEM OS MEMES TER
CONTEÚDO COOL E
INFLUENCIAR O ENGAGEMENT
DO CONSUMIDOR? UM
ESTUDO NA INDÚTRIA DE
SKINCARE

Inglês Iscte 2021

42 Jakob Rösler INTERAÇÕES DOS CLIENTES
COM A INTELIGÊNCIA
ARTIFICIAL

Inglês Iscte 2021

43 Leonor Maria Freire
Rosa

Os fatores-chave que levam os
consumidores portugueses a
adotarem comportamentos
pró-ambientais

Português Iscte 2021

44 Flávia de Sousa Lopes Mundo Virtual: Como
podemos usar a Realidade
Virtual para aumentar a
intenção de doar a
organizações sem fins
lucrativos através da
inspiração do consumidor?

Inglês Iscte 2021

45 João Miguel Catuna
Gregório

Orsa Rural Hotel: Business
Plan

Inglês Iscte 2021

46 Marta Rodrigues
Aguiar

Exploração da forma como os
Memes da Internet
influenciam as perceções de
Brand Coolness: marcas
cosméticas utilitárias versus
hedónicas

Inglês Iscte 2021
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47 Diogo Afonso Capelo
Neto

Explorar a interação entre
trabalhadores e Inteligência
Artificial dentro das
organizações

Inglês Iscte 2021

48 Catarina Isabel
Carreiras Martins

Explorar os Antecedentes e
Consequências da
Identificação Cognitiva Online
de Marcas Desportivas no
âmbito das Redes Sociais.

Inglês Iscte 2021

49 Carolina Guilherme
Salazar

Futuro do Revenue
Management e do Marketing
na Indústria Hoteleira em
Portugal

Inglês Iscte 2020

50 Pedro Miguel Ribeiro
de Almeida Proença
Bilro

Consegue a Experiência do
Consumidor influenciar o
Amor pela Marca e o
Consumer Engagement via
Telepresence e Estados
Emocionais?

Inglês Iscte 2020

51 João Filipe Botica
Ferreira

Impacto do Brand Coolness na
intenção de compra nos
mercados de fast food e
festivais

Inglês Iscte 2020

52 Ana Catarina Horta
Lopes

Moldar o engagement do
cliente, intenção de recompra
e passa-palavra positivo no
contexto do retalho em
omnicanal

Inglês Iscte 2020

53 Mariana de Oliveira
Berga Rodrigues

O Impacto da Realidade Virtual
na Indústria Cinematográfica
relativamente a Brand
Coolness, Respostas
Emocionais e WOM

Inglês Iscte 2020

54 Ivo Middendorf Dados para o bemO papel das
parcerias sociais orientadas
por dados para reforçar a
relação consumidor-marca na
indústria do desporto.

Inglês Iscte 2020

55 Maria João Lima
Rodrigues

Explorar e medir o Amor à
Marca, e os seus antecedentes
e consequências, entre os
consumidores Portugueses

Inglês Iscte 2020

56 Alina Maximova «Cool is the new Black».
Investigação de fatores
determinantes e implicações
de "coolness" de marcas de
moda de luxo e análise da
influência de "power distance"
na percepção de "coolness"
em três identidades culturais:
anglo-saxônica, lusófona e
pós-soviética.

Inglês Iscte 2020

57 Teresa Viana Pereira Novas impressões sobre a
importância do Real-Time
Marketing no desenvolvimento
de Brand Engagement e Brand
Equity

Inglês Iscte 2020

58 Teresa Maria Rebelo
de Andrade Castro
Blanco

Aumentar a intenção de
recomendar e revisitar museus
através de experiências: o
papel mediador da perceção
de coolness por parte dos
visitantes e o sentimento de
orgulho autêntico

Inglês Iscte 2020
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59 Catarina Fernandes
da Costa e Silva

Uma Comparação sobre a
Percepção do Amor à Marca:
Economias Desenvolvidas
versus Economias Emergentes

Inglês Iscte 2019

60 José António Monteiro
Pereira

Ódio à Marca: uma abordagem
construtiva da teoria

Inglês Iscte 2019

61 Joana Andrade Dias
Posser Villar

Como experiências
multisensoriais num ambiente
virtual afectam a intenção de
retorno: O papel da
flexibilidade cognitiva, do
sentimento de poder e das
caracteristicas de
personalidade

Inglês Iscte 2019

62 Carolina Ferreira
Correia

Condutores de Emoções e
Intenção de Compra num
Supermercado em Realidade
Virtual: Papel das Imagens
Mentais, Envolvimento com o
Produto e Presença

Inglês Iscte 2019

63 Ana Filipa do Amparo
Leitão Afonso

Como é que a Experiência do
Turista e a sua Percepção de
Autenticidade Impactam as
Intenções Comportamentais e
o Valor Ppercebido pelo
Turista?

Inglês Iscte 2019

64 Ana Margarida
Narquel Coelho

A Devoção do Consumidor
Português da Geração Y pelas
Marcas de Fast Fashion

Português Iscte 2019

65 Sara Inês Lago Duarte
e Silva

Explorando Drivers do Bem-
Estar do Consumidor em
Festivais de Música: Uma
Abordagem de Marketing
Relacional

Inglês Iscte 2019

66 Sara Maria Ribeiro da
Silva

A Influência dos Valores e
Crenças Pessoais na Avaliação
da Experiência e Compromisso
do Cliente: Indústria Hoteleira

Português Iscte 2019

67 Diana Balhote
Rodrigues

Cinismo da Marca:
Desenvolvimento inicial de
uma escala.

Inglês Iscte 2019

68 Yuan Jing Como os Estudantes
universitários da China veem a
Experiência da Marca, a
Personalidade da Marca e o
Amor à Marca: Efeito
moderado do envolvimento do
produto

Inglês Iscte 2019

69 Ana Rita Pires
Morgadinho

O Impacto das Redes Sociais
no Comportamento do
Consumidor

Inglês Iscte 2019

70 Ana de Noronha
Pinote

A Influência de Memórias
Passadas, Idade, Género,
Propensão à Nostalgia e
Estado de Espírito do
Consumidor na Eficácia de
Anúncios Nostálgicos.

Inglês Iscte 2019

71 Jaqueline Machado
Salvador

Desenvolvimento de uma
estratégia de comunicação
para a empresa Anjo d’água
swimwear

Português Iscte 2018
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72  Maria Felício Crespo The effects of virtual shoe
store on consumer
engagement and behavioral
intention through
telepresence, emotional and
cognitive states: exploring two
background music beat

Inglês Iscte 2018

73 Inês Filipa de Sousa
Moura

Driving consumer co-creation
of value through consumer
engagement: an investigation
on antecedents and
consequences of consumer
engagement in the airline
industry

Inglês Iscte 2018

74 Sónia João Chagas
Jesus

EXPLORAR COMO OS RISCOS
TANGÍVEIS E A ANIMOSIDADE
PODEM AFETAR A IMAGEM DE
UM DESTINO E A INTENÇÃO DE
REVISITAR  UM DESTINO
TURÍSTICO: UM ESTUDO
COMPARATIVO ENTRE LISBOA
E O RIO DE JANEIRO

Inglês Iscte 2018

75 Maria de Almeida e
Silva Branco Amaral

How cool is advertising-evoked
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Zaragoza seminar.

14 Loureiro, S. M. C. (2023). Artificial Intelligence and Extended Reality in Retail: Where Are We Going?. ISEG
Research Seminar.
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15 Guerreiro, J., Bilro, R.G., Loureiro, S. M. C., Flávian, Ferreira, Santana...Monsanto (2023). How to Create Value in
Tourism Through AI &amp; XR. Nova SBE – SCV Summit.

16 Breviglieri F., Guerreiro, J. & Loureiro, S. M. C. (2023). TRUST IN THE AGE OF AI-GENERATED PERSONALIZED
VIDEO NEWS: AN EMPIRICAL INVESTIGATION. 2023 Global Marketing Conference.

17 Sarwar, M. & Loureiro, S. M. C. (2023). Green Marketing: An Integrative Literature Review. 10th RMER
Conference: Sustainable and Responsible Management- A decade of Integrating Knowledge and Creating
Societal Impact through Innovation and Entrepreneurship.

18 Nascimento, J. & Loureiro, S. M. C. (2023). Disruptive technologies in traditional heritage tourism: How to
leverage loyalty with AR. AIRSI2023: The metaverse conference.

19 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.

20 Sarwar, M. & Loureiro, S. M. C. (2023). Signaling effects of green marketing mix: An Application of SOR Model.
10th RMER Conference: Sustainable and Responsible Management- A decade of Integrating Knowledge and
Creating Societal Impact through Innovation and Entrepreneurship.

21 Pé-Curto, A., Loureiro, S. M. C. & Guerreiro, J. (2023). The grape escape: everything everywhere, all at once.
10th RMER Conference: Sustainable and Responsible Management- A decade of Integrating Knowledge and
Creating Societal Impact through Innovation and Entrepreneurship.

22 Gonzáles-Santiago, M., Loureiro, S. M. C. & Langaro, D. (2023). Cruise Tourism Sustainability and Society: An
Exploration of Stakeholders and Practices. 10th RMER Conference: Sustainable and Responsible
Management- A decade of Integrating Knowledge and Creating Societal Impact through Innovation and
Entrepreneurship.

23 Ferreira, Mónica Mendes, Loureiro, S. M. C. & Bilro, R.G. (2023). How artificial intelligence tools influence
customer experience and avoidance of similarity. Global Marketing Conference - GAMMA .

24 Ajayi, S., Loureiro, S. M. C. & Langaro, D. (2023). Innovation and New Technology on Sustainable Consumption
in Africa: A Conceptual Framework. 10th RMER Conference: Sustainable and Responsible Management- A
decade of Integrating Knowledge and Creating Societal Impact through Innovation and Entrepreneurship.

25 Loureiro, S. M. C. (2023). Artificial Intelligence and Extended Reality in Retail: Where Are We Going? . ISEG-
Research seminar series.

26 Ferreira, Mónica Mendes, Loureiro, S. M. C. & Bilro, R.G. (2023). A memorable experience in the metaverse led
to a desire to revisit: the moderate role of Kama Muta, arousal and dominance. 8th International XR-
Metaverse XR meets the Metaverse.

27 Rodrigues, A. F., Loureiro, S. M. C. & Bilro, R.G. (2023). The power of connection: exploring the role of
identification in the emotional relationship between humans and robots in the hospitality industry. The 16th
annual Euromed academy of business conference.

28 Sauter, V., Bilro, R.G. & Loureiro, S. M. C. (2023). A study of the impact of masstige strategies on brand
coolness and brand happiness. The 16th annual Euromed academy of business conference.

29 Loureiro, S. M. C. (2023). XR in marketing: new research and educational perspectives. 1 st Annual Meeting of
the Global XR Management Community .
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30 Ajayi, S., Loureiro, S. M. C. & Langaro, D. (2022). Internet of things and consumer engagements in retail. 10th.
AIM-AMA Sheth Foundation Doctoral Consortium.

31 Ajayi, S., Loureiro, S. M. C. & Langaro, D. (2022). Implications of new technologies on consumer engagement.
AIRSI 2022 Tecnologies 4.0 in Tourism, Services and Marketing .

32 Loureiro, S. M. C., Guerreiro, J. & Vilar, J. (2022). How cognitive flexibility affects sense of power in a coffee
virtual setting: the moderating role of personality traits. 7th International XR Conference.

33 J. Cho, Jung, T. & Loureiro, S. M. C. (2022). Immersive technology in education and its pedagogical foundations:
A systematic literature review . 7th XR international conference 2022.

34 Loureiro, S. M. C., Brito e Abreu, F. & Dias, J. (2022). Relaunching European Smart and Sustainable Tourism
Models through Digitalization and Innovative Technologies . 7th XR international conference 2022.

35 Nascimento, J. & Loureiro, S. M. C. (2022). The impact of Augmented and Virtual Reality for Sustainable
Tourism . 7th XR international conference 2022.

36 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.

37 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.

38 Aleem, A., Loureiro, S. M. C. & Aguiar, M. (2022). DO MEMES IMPACT BRAND COOLNESS PERCEPTIONS?
EXAMINING HEDONIC VERSUS UTILITARIAN PRODUCTS. 15th Annual Conference of the EuroMed Academy of
Business.

39 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.

40 Gonzáles-Santiago, M., Loureiro, S. M. C. & Langaro, D. (2022). Technologies in the Cruise Tourism Services: A
Systematic and bibliometric approach. 2022 AMA SUMMER ACADEMIC CONFERENCE.

41 Loureiro, S. M. C. (2021). Brand coolness part one for Monterrey´s Group. invitation as guest speaker for MBA
at Monterrey´s Group.

42 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).

43 Garrotes, P. & Loureiro, S. M. C. (2021). I am so loyal and happy with my Intelligent Virtual Assistant! . AIRSI
2021-Technologies 4.0 in Tourism, Servces &amp; Marketing.

44 Loureiro, S. M. C. (2021). Brand coolness part two for Mexico city´s Group. invitation as guest speaker for
MBA at Mexico city´s Group.

45 Loureiro, S. M. C. (2021). Application of systematic literature review in business research. Invitation for lecture
(PhD Program) at University of Essex (Essex Business School) UK.

46 Gonzáles-Santiago, M., Loureiro, S. M. C. & Langaro, D. (2021). The impact of new technologies on the cruise
travelers experience: A literature review . 14th Annual Conference of the EuroMed Academy of Business:
Contemporary Business Concepts and Strategies in the new Era.
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47 Loureiro, S. M. C. (2021). How cool can be the use of immersive and artificial intelligence in tourism context?
Presenting the state of the art and exploring new trends. Invitation for lecture (PhD Program) at Bristol
University (UK).

48 Aleem, A. & Loureiro, S. M. C. (2021). LUXURY BRANDS ON INSTAGRAM - A NETNOGRAPHIC APPROACH.
Global Fashion Management Conference at Seoul 2021 - GAMMA - GFMC/KSMS.

49 Loureiro, S. M. C. (2021). Publishing impactful research in quality journals through proper research gaps
identification. Invitation for lecture (PhD Program) at IBS- ICFAI Business School Hyderabad (INDIA).

50 Aleem, A. & Loureiro, S. M. C. (2021). REAL OR VIRTUAL WALKWAY IN LUXURY FASHION CONTEXT? A
QUALITATIVE APPROACH. Global Fashion Management Conference at Seoul 2021 - GAMMA - GFMC/KSMS.

51 Loureiro, S. M. C. (2021). O que leva os consumidores a considerarem algumas marcas como sendo “cool”? or
What makes consumers consider some brands to be “cool”?. Invitation as guest speaker SemeAd, Seminários
em Administração da Universidade de São Paulo, Brasil .

52 Loureiro, S. M. C., Correia, C. & Guerreiro, J. (2020). VIRTUAL SUPERMARKET SETTING: EXPLORING
ANTECEDENTS OF EMOTIONS AND PURCHASE INTENTIONS. 2020 Global Marketing Conference at Seoul.

53 Pereira, J. (2020). THE DIFFERENT SHADES OF BRAND HATE: A QUALITATIVE APPROACH. 2020 Global
Marketing Conference at Seoul Proceedings.

54 Loureiro, S. M. C., Bilro, R.G. & Angelino, F. J. (2020). Creating Memories and Engagement in College Student
Through Virtual Reality. 6th International AR VR Conference.

55 Guerreiro, J., Loureiro, S. M. C., Bilro, R.G. & Policarpo, P. (2020). Exploring young artists’ digital performance:
the impact of online community engagement and co-creation on brand love. 2020 Global Marketing
Conference at Seoul.

56 Langaro, D., Oliveira, P. & Loureiro, S. M. C. (2020). Adoption of Virtual Reality technologies among fans of
football: Exploring a new form of interaction in the Match Day. 6th. International AR VR conference.

57 Langaro, D., Oliveira, P. & Loureiro, S. M. C. (2020). Adoption of Virtual Reality technologies among fans of
football: Exploring a new form of interaction in the Match Day. Global Marketing Conference at Seoul .

58 Loureiro, S. M. C. & Duarte e Silva, S. (2020). EXPLORING DRIVERS OF PSYCHOLOGY WELL-BEING AT MUSIC
FESTIVALS. 13TH EUROMED CONFERENCE OF THE EUROMED ACADEMY OF BUSINESS RESEARCH.

59 Ferreira, Mónica Mendes, Loureiro, S. M. C. & Pereira, H. (2020). Virtual reality and artificial intelligence: co-
creation process between consumers and firms in an area of smart cities. 6th International AR VR Conference:
Augmented Reality and Virtual Reality - New trends in immersive technology.

60 Langaro, D., Neves, H. & Loureiro, S. M. C. (2020). Is apology the best strategy for mitigating an Online
Firestorms in social media ?. Global Marketing Conference at Seoul .

61 Blanco, T. & Loureiro, S. M. C. (2020). Encouraging the return to museums through the through enriching of
the experience and the feeling of pride. 13th Euromed conference of the Euromed academy of business
research.

62 Bilro, R.G. & Loureiro, S. M. C. (2020). An exploratory study of social selling on LinkedIn: the concept and its
implications. ICMarktech'20.

78

https://ciencia.iscte-iul.pt/publications/how-cool-can-be-the-use-of-immersive-and-artificial-intelligence-in-tourism-context-presenting-the/85050
https://ciencia.iscte-iul.pt/publications/how-cool-can-be-the-use-of-immersive-and-artificial-intelligence-in-tourism-context-presenting-the/85050
https://ciencia.iscte-iul.pt/publications/how-cool-can-be-the-use-of-immersive-and-artificial-intelligence-in-tourism-context-presenting-the/85050
https://ciencia.iscte-iul.pt/publications/luxury-brands-on-instagram---a-netnographic-approach/83989
https://ciencia.iscte-iul.pt/publications/luxury-brands-on-instagram---a-netnographic-approach/83989
https://ciencia.iscte-iul.pt/publications/publishing-impactful-research-in-quality-journals-through-proper-research-gaps-identification/85051
https://ciencia.iscte-iul.pt/publications/publishing-impactful-research-in-quality-journals-through-proper-research-gaps-identification/85051
https://ciencia.iscte-iul.pt/publications/real-or-virtual-walkway-in-luxury-fashion-context-a-qualitative-approach/83987
https://ciencia.iscte-iul.pt/publications/real-or-virtual-walkway-in-luxury-fashion-context-a-qualitative-approach/83987
https://ciencia.iscte-iul.pt/publications/o-que-leva-os-consumidores-a-considerarem-algumas-marcas-como-sendo-cool-or-what-makes-consumers/85052
https://ciencia.iscte-iul.pt/publications/o-que-leva-os-consumidores-a-considerarem-algumas-marcas-como-sendo-cool-or-what-makes-consumers/85052
https://ciencia.iscte-iul.pt/publications/o-que-leva-os-consumidores-a-considerarem-algumas-marcas-como-sendo-cool-or-what-makes-consumers/85052
https://ciencia.iscte-iul.pt/publications/virtual-supermarket-setting-exploring-antecedents-of-emotions-and-purchase-intentions/77610
https://ciencia.iscte-iul.pt/publications/virtual-supermarket-setting-exploring-antecedents-of-emotions-and-purchase-intentions/77610
https://ciencia.iscte-iul.pt/publications/the-different-shades-of-brand-hate-a-qualitative-approach/77483
https://ciencia.iscte-iul.pt/publications/the-different-shades-of-brand-hate-a-qualitative-approach/77483
https://ciencia.iscte-iul.pt/publications/creating-memories-and-engagement-in-college-student-through-virtual-reality/77153
https://ciencia.iscte-iul.pt/publications/creating-memories-and-engagement-in-college-student-through-virtual-reality/77153
https://ciencia.iscte-iul.pt/publications/exploring-young-artists-digital-performance-the-impact-of-online-community-engagement-and-co/77611
https://ciencia.iscte-iul.pt/publications/exploring-young-artists-digital-performance-the-impact-of-online-community-engagement-and-co/77611
https://ciencia.iscte-iul.pt/publications/exploring-young-artists-digital-performance-the-impact-of-online-community-engagement-and-co/77611
https://ciencia.iscte-iul.pt/publications/adoption-of-virtual-reality-technologies-among-fans-of-football-exploring-a-new-form-of-interaction/79485
https://ciencia.iscte-iul.pt/publications/adoption-of-virtual-reality-technologies-among-fans-of-football-exploring-a-new-form-of-interaction/79485
https://ciencia.iscte-iul.pt/publications/adoption-of-virtual-reality-technologies-among-fans-of-football-exploring-a-new-form-of-interaction/79484
https://ciencia.iscte-iul.pt/publications/adoption-of-virtual-reality-technologies-among-fans-of-football-exploring-a-new-form-of-interaction/79484
https://ciencia.iscte-iul.pt/publications/exploring-drivers-of-psychology-well-being-at-music-festivals/77491
https://ciencia.iscte-iul.pt/publications/exploring-drivers-of-psychology-well-being-at-music-festivals/77491
https://ciencia.iscte-iul.pt/publications/virtual-reality-and-artificial-intelligence-co-creation-process-between-consumers-and-firms-in-an/98924
https://ciencia.iscte-iul.pt/publications/virtual-reality-and-artificial-intelligence-co-creation-process-between-consumers-and-firms-in-an/98924
https://ciencia.iscte-iul.pt/publications/virtual-reality-and-artificial-intelligence-co-creation-process-between-consumers-and-firms-in-an/98924
https://ciencia.iscte-iul.pt/publications/is-apology-the-best-strategy-for-mitigating-an-online-firestorms-in-social-media-/79483
https://ciencia.iscte-iul.pt/publications/is-apology-the-best-strategy-for-mitigating-an-online-firestorms-in-social-media-/79483
https://ciencia.iscte-iul.pt/publications/encouraging-the-return-to-museums-through-the-through-enriching-of-the-experience-and-the-feeling/77489
https://ciencia.iscte-iul.pt/publications/encouraging-the-return-to-museums-through-the-through-enriching-of-the-experience-and-the-feeling/77489
https://ciencia.iscte-iul.pt/publications/encouraging-the-return-to-museums-through-the-through-enriching-of-the-experience-and-the-feeling/77489
https://ciencia.iscte-iul.pt/publications/an-exploratory-study-of-social-selling-on-linkedin-the-concept-and-its-implications/79393
https://ciencia.iscte-iul.pt/publications/an-exploratory-study-of-social-selling-on-linkedin-the-concept-and-its-implications/79393


63 Loureiro, S. M. C. (2020). Moderation in 6th VR AR international conference of industrial and academic
speakers. 6th international conference AR and VR conference.

64 Guerreiro, J. & Loureiro, S. M. C. (2020). How Artificial Intelligence in Smart Devices Affects Customer-Brand
Relationships. EURAM 2020.

65 Rosado-Pinto, F., Loureiro, S. M. C. & Bilro, R.G. (2020). Tourist-hotel relationship: the role of customer
experience and brand authenticity. Global Marketing Conference- GAMMA 2020.

66 Correia, C., Loureiro, S. M. C. & Guerreiro, J. (2020). The Role of Mental Imagery as Driver to Purchase
Intentions in a Virtual Supermarket. 6th AR VR International Conference.

67 Blanco, T. & Loureiro, S. M. C. (2020). COOL MUSEUM EXPERIENCE IN THE RELATIONSHIP WITH VISIT. 2020
Global Marketing Conference.

68 Amorim, I., Guerreiro, J., Eloy, S. & Loureiro, S. M. C. (2019). HOW AUGMENTED REALITY INFLUENCES BRAND
ENGAGEMENT AND WILLINGNESS TO BUY A study in a real-world retail environment. 5th International AR
&amp; VR Conference.

69 Loureiro, S. M. C. (2019). The tourist experience mirrored in social networks: a text mining approach. The
tourist experience mirrored in social networks: a text mining approach.

70 Liliana Rodrigues da Costa & Loureiro, S. M. C. (2019). The power of people: when people and culture are the
key to organisations success. 12th Annual Conference of the EuroMed Academy of Business.

71 Rosado-Pinto, F. & Loureiro, S. M. C. (2019). Authenticity in international marketing field: systematic literature
review. 12th Annual Conference of the EuroMed Academy of Business.

72 Rosado-Pinto, F. & Loureiro, S. M. C. (2019). Customer engagement: growing relevance in marketing research.
12th Annual Conference of the EuroMed Academy of Business.

73 Cabaço, M. G., Bilro, R.G. & Loureiro, S. M. C. (2019). Exploring the rewards dimension of engagement in
consumer-fashion brand relationship. 2019 Global Fashion Management Conference at Paris.

74 Bilro, R.G., Loureiro, S. M. C. & Ferro, T. M. (2019). Are they sisters? Using text mining approach to understand
perceptions about Madeira and Bermuda. 48th annual European Marketing Academy annual conference -
EMAC .

75 Dos Santos, J. F., Bilro, R.G. & Loureiro, S. M. C. (2019). Analysing the impact of massclusivity campaigns on
luxury and mass-market fashion brands. 2019 Global Fashion Management Conference at Paris.

76 Angelino, F., Loureiro, S. M. C. & Bilro, R.G. (2019). Exploring the future of virtual reality and gamification in
learning enviornments: students motivation and engagement in higher education. 15th China-Europe
International Symposium on Software Engineering Education.

77 Bilro, R.G., Loureiro, S. M. C. & Cabaço, M. G. (2019). Do hedonic rewards at online communities affect
consumer-fashion brand engagement? A PLS approach. 2019 Global Fashion Management Conference at
Paris.

78 Nobre, P., Bilro, R.G. & Loureiro, S. M. C. (2019). The influence of cross-cultural effect on Kérastase (L'oreal
Group) consumer-brand relationship and engagement. 2019 Global Fashion Management Conference at
Paris.

79

https://ciencia.iscte-iul.pt/publications/moderation-in-6th-vr-ar-international-conference-of-industrial-and-academic-speakers/77486
https://ciencia.iscte-iul.pt/publications/moderation-in-6th-vr-ar-international-conference-of-industrial-and-academic-speakers/77486
https://ciencia.iscte-iul.pt/publications/how-artificial-intelligence-in-smart-devices-affects-customer-brand-relationships/77613
https://ciencia.iscte-iul.pt/publications/how-artificial-intelligence-in-smart-devices-affects-customer-brand-relationships/77613
https://ciencia.iscte-iul.pt/publications/tourist-hotel-relationship-the-role-of-customer-experience-and-brand-authenticity/77485
https://ciencia.iscte-iul.pt/publications/tourist-hotel-relationship-the-role-of-customer-experience-and-brand-authenticity/77485
https://ciencia.iscte-iul.pt/publications/the-role-of-mental-imagery-as-driver-to-purchase-intentions-in-a-virtual-supermarket/77609
https://ciencia.iscte-iul.pt/publications/the-role-of-mental-imagery-as-driver-to-purchase-intentions-in-a-virtual-supermarket/77609
https://ciencia.iscte-iul.pt/publications/cool-museum-experience-in-the-relationship-with-visit/77484
https://ciencia.iscte-iul.pt/publications/cool-museum-experience-in-the-relationship-with-visit/77484
https://ciencia.iscte-iul.pt/publications/how-augmented-reality-influences-brand-engagement-and-willingness-to-buy-a-study-in-a-real-world/65464
https://ciencia.iscte-iul.pt/publications/how-augmented-reality-influences-brand-engagement-and-willingness-to-buy-a-study-in-a-real-world/65464
https://ciencia.iscte-iul.pt/publications/how-augmented-reality-influences-brand-engagement-and-willingness-to-buy-a-study-in-a-real-world/65464
https://ciencia.iscte-iul.pt/publications/the-tourist-experience-mirrored-in-social-networks-a-text-mining-approach/65433
https://ciencia.iscte-iul.pt/publications/the-tourist-experience-mirrored-in-social-networks-a-text-mining-approach/65433
https://ciencia.iscte-iul.pt/publications/the-power-of-people-when-people-and-culture-are-the-key-to-organisations-success/65432
https://ciencia.iscte-iul.pt/publications/the-power-of-people-when-people-and-culture-are-the-key-to-organisations-success/65432
https://ciencia.iscte-iul.pt/publications/authenticity-in-international-marketing-field-systematic-literature-review/63280
https://ciencia.iscte-iul.pt/publications/authenticity-in-international-marketing-field-systematic-literature-review/63280
https://ciencia.iscte-iul.pt/publications/customer-engagement-growing-relevance-in-marketing-research/63279
https://ciencia.iscte-iul.pt/publications/customer-engagement-growing-relevance-in-marketing-research/63279
https://ciencia.iscte-iul.pt/publications/exploring-the-rewards-dimension-of-engagement-in-consumer-fashion-brand-relationship/61030
https://ciencia.iscte-iul.pt/publications/exploring-the-rewards-dimension-of-engagement-in-consumer-fashion-brand-relationship/61030
https://ciencia.iscte-iul.pt/publications/are-they-sisters-using-text-mining-approach-to-understand-perceptions-about-madeira-and-bermuda/63249
https://ciencia.iscte-iul.pt/publications/are-they-sisters-using-text-mining-approach-to-understand-perceptions-about-madeira-and-bermuda/63249
https://ciencia.iscte-iul.pt/publications/are-they-sisters-using-text-mining-approach-to-understand-perceptions-about-madeira-and-bermuda/63249
https://ciencia.iscte-iul.pt/publications/analysing-the-impact-of-massclusivity-campaigns-on-luxury-and-mass-market-fashion-brands/61006
https://ciencia.iscte-iul.pt/publications/analysing-the-impact-of-massclusivity-campaigns-on-luxury-and-mass-market-fashion-brands/61006
https://ciencia.iscte-iul.pt/publications/exploring-the-future-of-virtual-reality-and-gamification-in-learning-enviornments-students/61537
https://ciencia.iscte-iul.pt/publications/exploring-the-future-of-virtual-reality-and-gamification-in-learning-enviornments-students/61537
https://ciencia.iscte-iul.pt/publications/exploring-the-future-of-virtual-reality-and-gamification-in-learning-enviornments-students/61537
https://ciencia.iscte-iul.pt/publications/do-hedonic-rewards-at-online-communities-affect-consumer-fashion-brand-engagement-a-pls-approach/61028
https://ciencia.iscte-iul.pt/publications/do-hedonic-rewards-at-online-communities-affect-consumer-fashion-brand-engagement-a-pls-approach/61028
https://ciencia.iscte-iul.pt/publications/do-hedonic-rewards-at-online-communities-affect-consumer-fashion-brand-engagement-a-pls-approach/61028
https://ciencia.iscte-iul.pt/publications/the-influence-of-cross-cultural-effect-on-kerastase-loreal-group-consumer-brand-relationship-and/61032
https://ciencia.iscte-iul.pt/publications/the-influence-of-cross-cultural-effect-on-kerastase-loreal-group-consumer-brand-relationship-and/61032
https://ciencia.iscte-iul.pt/publications/the-influence-of-cross-cultural-effect-on-kerastase-loreal-group-consumer-brand-relationship-and/61032


79 Loureiro, S. M. C., Guerreiro, J. & Japutra, A. (2019). How escapism in a virtual reality fashion stores induces
behavioral intentions. 2019 Global Fashion Management Conference at Paris .

80 Crespo, M., Loureiro, S. M. C. & Guerreiro, J. (2019). HOW ATMOSPHERIC CUES IN A VIRTUAL REALITY FASHION
STORES AFFECT THE SENSE OF PRESENCE. 2019 Global Fashion Management Conference at Paris.

81 Loureiro, S. M. C. (2018). Research Seminars associated to PhD Tourism Management: doctoral days.
Research Seminars associated to PhD Tourism Management: doctoral days.

82 Loureiro, S. M. C. (2018). Research Seminars associated to BRU-IUL. Research Seminars associated to BRU-
IUL.

83 Loureiro, S. M. C. (2018). Tertulia 'Now we have more tourists?. Now we have more tourists.

84 Loureiro, S. M. C. (2018). Artificial Intelligence for Tourism and Hospitality. BU Artificial Intelligence for
Tourism and Hospitality.

85 Pinto, L., Loureiro, S. M. C., Rita, P. & Eduardo Moraes Sarmento (2018). Exploring how brands create and
maintain online relationships through their websites, facebook and instagram brand pages. GAMMA-Global
Marketing Conference-Bridging Asia and the World: Searching for Academic Excellence and Best Practice in
Marketing and Management .

86 Loureiro, S. M. C. & Bilro, R.G. (2018). How Can Stimuli and Emotions Help Increase Brand Advocacy. 21st
World Marketing Congress of the Academy of Marketing Science.
 - N.º de citações Google Scholar: 1

87 Loureiro, S. M. C. & Eduardo Moraes Sarmento (2018). The role of word-of-mouth and celebrity endorsement
in online consumer-brand relationship: the context of instagram. GAMMA-Global Marketing Conference-
Bridging Asia and the World: Searching for Academic Excellence and Best Practice in Marketing and
Management .

88 Loureiro, S. M. C. & Lopes, J. (2018). Corporate social responsibility initiatives influence customer awareness
and empowerment. GAMMA-Global Marketing Conference-Bridging Asia and the World: Searching for
Academic Excellence and Best Practice in Marketing and Management .

89 Bilro, R.G., Loureiro, S. M. C. & M. I. Marques (2018). Online brand communities: when consumers are
negatively engaged. 21st World Marketing Congress of the Academy of Marketing Science.

90 Bilro, R.G., Loureiro, S. M. C. & Guerreiro, J. (2018). Analysing Customer Engagement on Social Network
Platforms Devoted to Tourism and Hospitality. 2018 Global Marketing Conference at Tokyo.

91 Renzi, M.F., Loureiro, S. M. C., Toni, M. & Panchapakesan, P. (2018). Relationship between destination affect
and intention to visit: the case of destination dislike. 47th International EMAC conference-People Make
Marketing .

92 Loureiro, S. M. C., Serra, J. & Guerreiro, J. (2018). Fashion Brands Communicating and Interacting in Instagram:
A Netnography Approach. 2018 Global Marketing Conference at Tokyo.

93 Loureiro, S. M. C. & Gonçalves, I. (2017). Examining brand credibility and corporate reputation as drivers of
brand prestige and pride in luxury cruise industry. Conference book proceedings of the 4th world research
summit for tourism and hospitality: Innovation, Partnerships and Sharing.

80

https://ciencia.iscte-iul.pt/publications/how-escapism-in-a-virtual-reality-fashion-stores-induces-behavioral-intentions/61021
https://ciencia.iscte-iul.pt/publications/how-escapism-in-a-virtual-reality-fashion-stores-induces-behavioral-intentions/61021
https://ciencia.iscte-iul.pt/publications/how-atmospheric-cues-in-a-virtual-reality-fashion-stores-affect-the-sense-of-presence/60800
https://ciencia.iscte-iul.pt/publications/how-atmospheric-cues-in-a-virtual-reality-fashion-stores-affect-the-sense-of-presence/60800
https://ciencia.iscte-iul.pt/publications/research-seminars-associated-to-phd-tourism-management-doctoral-days/53375
https://ciencia.iscte-iul.pt/publications/research-seminars-associated-to-phd-tourism-management-doctoral-days/53375
https://ciencia.iscte-iul.pt/publications/research-seminars-associated-to-bru-iul/53374
https://ciencia.iscte-iul.pt/publications/research-seminars-associated-to-bru-iul/53374
https://ciencia.iscte-iul.pt/publications/tertulia-now-we-have-more-tourists/53373
https://ciencia.iscte-iul.pt/publications/artificial-intelligence-for-tourism-and-hospitality/53371
https://ciencia.iscte-iul.pt/publications/artificial-intelligence-for-tourism-and-hospitality/53371
https://ciencia.iscte-iul.pt/publications/exploring-how-brands-create-and-maintain-online-relationships-through-their-websites-facebook-and/53369
https://ciencia.iscte-iul.pt/publications/exploring-how-brands-create-and-maintain-online-relationships-through-their-websites-facebook-and/53369
https://ciencia.iscte-iul.pt/publications/exploring-how-brands-create-and-maintain-online-relationships-through-their-websites-facebook-and/53369
https://ciencia.iscte-iul.pt/publications/exploring-how-brands-create-and-maintain-online-relationships-through-their-websites-facebook-and/53369
https://ciencia.iscte-iul.pt/publications/how-can-stimuli-and-emotions-help-increase-brand-advocacy/53360
https://ciencia.iscte-iul.pt/publications/how-can-stimuli-and-emotions-help-increase-brand-advocacy/53360
https://ciencia.iscte-iul.pt/publications/the-role-of-word-of-mouth-and-celebrity-endorsement-in-online-consumer-brand-relationship-the/53365
https://ciencia.iscte-iul.pt/publications/the-role-of-word-of-mouth-and-celebrity-endorsement-in-online-consumer-brand-relationship-the/53365
https://ciencia.iscte-iul.pt/publications/the-role-of-word-of-mouth-and-celebrity-endorsement-in-online-consumer-brand-relationship-the/53365
https://ciencia.iscte-iul.pt/publications/the-role-of-word-of-mouth-and-celebrity-endorsement-in-online-consumer-brand-relationship-the/53365
https://ciencia.iscte-iul.pt/publications/corporate-social-responsibility-initiatives-influence-customer-awareness-and-empowerment/53367
https://ciencia.iscte-iul.pt/publications/corporate-social-responsibility-initiatives-influence-customer-awareness-and-empowerment/53367
https://ciencia.iscte-iul.pt/publications/corporate-social-responsibility-initiatives-influence-customer-awareness-and-empowerment/53367
https://ciencia.iscte-iul.pt/publications/online-brand-communities-when-consumers-are-negatively-engaged/53361
https://ciencia.iscte-iul.pt/publications/online-brand-communities-when-consumers-are-negatively-engaged/53361
https://ciencia.iscte-iul.pt/publications/analysing-customer-engagement-on-social-network-platforms-devoted-to-tourism-and-hospitality/49557
https://ciencia.iscte-iul.pt/publications/analysing-customer-engagement-on-social-network-platforms-devoted-to-tourism-and-hospitality/49557
https://ciencia.iscte-iul.pt/publications/relationship-between-destination-affect-and-intention-to-visit-the-case-of-destination-dislike/53358
https://ciencia.iscte-iul.pt/publications/relationship-between-destination-affect-and-intention-to-visit-the-case-of-destination-dislike/53358
https://ciencia.iscte-iul.pt/publications/relationship-between-destination-affect-and-intention-to-visit-the-case-of-destination-dislike/53358
https://ciencia.iscte-iul.pt/publications/fashion-brands-communicating-and-interacting-in-instagram-a-netnography-approach/49558
https://ciencia.iscte-iul.pt/publications/fashion-brands-communicating-and-interacting-in-instagram-a-netnography-approach/49558
https://ciencia.iscte-iul.pt/publications/examining-brand-credibility-and-corporate-reputation-as-drivers-of-brand-prestige-and-pride-in/40897
https://ciencia.iscte-iul.pt/publications/examining-brand-credibility-and-corporate-reputation-as-drivers-of-brand-prestige-and-pride-in/40897
https://ciencia.iscte-iul.pt/publications/examining-brand-credibility-and-corporate-reputation-as-drivers-of-brand-prestige-and-pride-in/40897


94 Loureiro, S. M. C. (2017). Research Seminars associated to BRU-IUL 2017. Research Seminars associated to
BRU-IUL 2017.

95 Loureiro, S. M. C. & Ferreira, E.S. (2017). Tourist engagement: the role of place attachment and place
authenticity. Conference book proceedings of the 4th world research summit for tourism and hospitality:
Innovation, Partnerships and Sharing,.

96 Loureiro, S. M. C. & Ferreira, E.S. (2017). How customer experience attributes influence customer satisfaction
and online bank credibility. Conference book proceedings of 10th Euromed conference of the Euromed
academy of business research- global and national business theories and practice: bridging the past with the
future.

97 Loureiro, S. M. C. & Kaufmann, H.R. (2017). Love and respect in the soccer industry. Conference book
proceedings of 10th Euromed conference of the Euromed academy of business research- global and national
business theories and practice: bridging the past with the future.

98 Bilro, R.G. & Loureiro, S. M. C. (2017). Clarifying customer brand engagement boundaries - a systematic
literature review approach. 6th Annual Conference of the Association for Promotion of Multidisciplinarity in
Science and Business (M-SPHERE).

99 Amoriom, M. & Loureiro, S. M. C. (2017). Effect of website performance expectancy on customer satisfaction:
online fashion performance. Proceeding of 2017 Global Fashion Management Conference 2017.

100 Loureiro, S. M. C. & Oliveira, F. (2017). Excellent cooking worth a detour! Dimensions of the overall experience
offered by culinary arts. Conference book Proceedings of 7th GIKA Conference Proceedings “Innovation,
Knowledge, Judgment and decision-making as virtuous cycles”.

101 Loureiro, S. M. C. (2017). The experience of multichannel purchase in the construction of customer value.
Marketing Research Seminar: Research project ECO2015-69103-R.

102 Loureiro, S. M. C. & Lima. F. (2017). The background music at art galleries experience in Lisbon. Proceeding of
2017 Global Fashion Management Conference 2017.

103 Bilro, R.G., Loureiro, S. M. C. & Guerreiro, J. (2017). Leaving footprints on online brand communities: the role
of positive and negative engagement on commitment. The European Marketing Academy Conference - EMAC
2017.

104 Loureiro, S. M. C. & Stylos, N.  (2017). Employing mindfulness, images and experience evaluation to predict
perceived value of travel experience: the role of perceived authenticity. Conference book Proceedings of 47th
International EMAC conference-Leaving Footprints.

105 Bilro, R.G. & Loureiro, S. M. C. (2017). Drivers of customer-brand engagement in a digital marketing era.
Ciência 2017 - Encontro com a ciência e tecnologia em Portugal.

106 Loureiro, S. M. C., Marques, M. I. & Kaufmann, H.R. (2017). I hate this brand! The effect of negative
engagement on self-expression word-of-mouth. Proceeding of the 5th International Consumer-brand
relationship.

107 da Cunha, N. P. & Loureiro, S. M. C. (2017). Brand Power and Brand Focus as facilitators of relationship Quality
in the wine sector. Proceeding of the 5th International Consumer-brand relationship.

108 Loureiro, S. M. C. & Bilro, R.G. (2017). Consumer-brand engagement through website stimuli. 10th Euromed
conference of the Euromed academy of business research.

81

https://ciencia.iscte-iul.pt/publications/research-seminars-associated-to-bru-iul-2017/53377
https://ciencia.iscte-iul.pt/publications/research-seminars-associated-to-bru-iul-2017/53377
https://ciencia.iscte-iul.pt/publications/tourist-engagement-the-role-of-place-attachment-and-place-authenticity/40896
https://ciencia.iscte-iul.pt/publications/tourist-engagement-the-role-of-place-attachment-and-place-authenticity/40896
https://ciencia.iscte-iul.pt/publications/tourist-engagement-the-role-of-place-attachment-and-place-authenticity/40896
https://ciencia.iscte-iul.pt/publications/how-customer-experience-attributes-influence-customer-satisfaction-and-online-bank-credibility/40890
https://ciencia.iscte-iul.pt/publications/how-customer-experience-attributes-influence-customer-satisfaction-and-online-bank-credibility/40890
https://ciencia.iscte-iul.pt/publications/how-customer-experience-attributes-influence-customer-satisfaction-and-online-bank-credibility/40890
https://ciencia.iscte-iul.pt/publications/how-customer-experience-attributes-influence-customer-satisfaction-and-online-bank-credibility/40890
https://ciencia.iscte-iul.pt/publications/love-and-respect-in-the-soccer-industry/40886
https://ciencia.iscte-iul.pt/publications/love-and-respect-in-the-soccer-industry/40886
https://ciencia.iscte-iul.pt/publications/love-and-respect-in-the-soccer-industry/40886
https://ciencia.iscte-iul.pt/publications/clarifying-customer-brand-engagement-boundaries---a-systematic-literature-review-approach/39065
https://ciencia.iscte-iul.pt/publications/clarifying-customer-brand-engagement-boundaries---a-systematic-literature-review-approach/39065
https://ciencia.iscte-iul.pt/publications/clarifying-customer-brand-engagement-boundaries---a-systematic-literature-review-approach/39065
https://ciencia.iscte-iul.pt/publications/effect-of-website-performance-expectancy-on-customer-satisfaction-online-fashion-performance/40882
https://ciencia.iscte-iul.pt/publications/effect-of-website-performance-expectancy-on-customer-satisfaction-online-fashion-performance/40882
https://ciencia.iscte-iul.pt/publications/excellent-cooking-worth-a-detour-dimensions-of-the-overall-experience-offered-by-culinary-arts/40866
https://ciencia.iscte-iul.pt/publications/excellent-cooking-worth-a-detour-dimensions-of-the-overall-experience-offered-by-culinary-arts/40866
https://ciencia.iscte-iul.pt/publications/excellent-cooking-worth-a-detour-dimensions-of-the-overall-experience-offered-by-culinary-arts/40866
https://ciencia.iscte-iul.pt/publications/the-experience-of-multichannel-purchase-in-the-construction-of-customer-value/53372
https://ciencia.iscte-iul.pt/publications/the-experience-of-multichannel-purchase-in-the-construction-of-customer-value/53372
https://ciencia.iscte-iul.pt/publications/the-background-music-at-art-galleries-experience-in-lisbon/40870
https://ciencia.iscte-iul.pt/publications/the-background-music-at-art-galleries-experience-in-lisbon/40870
https://ciencia.iscte-iul.pt/publications/leaving-footprints-on-online-brand-communities-the-role-of-positive-and-negative-engagement-on/38400
https://ciencia.iscte-iul.pt/publications/leaving-footprints-on-online-brand-communities-the-role-of-positive-and-negative-engagement-on/38400
https://ciencia.iscte-iul.pt/publications/leaving-footprints-on-online-brand-communities-the-role-of-positive-and-negative-engagement-on/38400
https://ciencia.iscte-iul.pt/publications/employing-mindfulness-images-and-experience-evaluation-to-predict-perceived-value-of-travel/40865
https://ciencia.iscte-iul.pt/publications/employing-mindfulness-images-and-experience-evaluation-to-predict-perceived-value-of-travel/40865
https://ciencia.iscte-iul.pt/publications/employing-mindfulness-images-and-experience-evaluation-to-predict-perceived-value-of-travel/40865
https://ciencia.iscte-iul.pt/publications/drivers-of-customer-brand-engagement-in-a-digital-marketing-era/38401
https://ciencia.iscte-iul.pt/publications/drivers-of-customer-brand-engagement-in-a-digital-marketing-era/38401
https://ciencia.iscte-iul.pt/publications/i-hate-this-brand-the-effect-of-negative-engagement-on-self-expression-word-of-mouth/40855
https://ciencia.iscte-iul.pt/publications/i-hate-this-brand-the-effect-of-negative-engagement-on-self-expression-word-of-mouth/40855
https://ciencia.iscte-iul.pt/publications/i-hate-this-brand-the-effect-of-negative-engagement-on-self-expression-word-of-mouth/40855
https://ciencia.iscte-iul.pt/publications/brand-power-and-brand-focus-as-facilitators-of-relationship-quality-in-the-wine-sector/40854
https://ciencia.iscte-iul.pt/publications/brand-power-and-brand-focus-as-facilitators-of-relationship-quality-in-the-wine-sector/40854
https://ciencia.iscte-iul.pt/publications/consumer-brand-engagement-through-website-stimuli/40894
https://ciencia.iscte-iul.pt/publications/consumer-brand-engagement-through-website-stimuli/40894


109 Loureiro, S. M. C. & Panchapakesan, P. (2016). It is all about desires! Motivation to engage in medical tourism
practices and subjective well-being. Proceeding of 2016 GAMMA-Global Marketing Conference -Bridging Asia
and the World: Global Platform for interface between Marketing and Management. 1081-1091

110 J. Galelo & Loureiro, S. M. C. (2016). Cocriação em redes sociais de organizações não-governamentais: o caso
da amnistia internacional. Proceeding of the workshop on Sustainability, third sector and social networks
(Socius). 1-20

111 Loureiro, S. M. C. & G. Le Bellego (2016). Brand authenticity versus brand reputation: automobile sector.
Conference book Proceedings of ANZMAC- Marketing in a Post-Disciplinary Era. 430-436

112 Loureiro, S. M. C. & Ferreira, E.S. (2016). Engaging tourists with museums in the destination Lisbon.
Conference book Proceedings of ANZMAC-Marketing in a Post-Disciplinary Era. 1020-1029

113 da Cunha, N. P. & Loureiro, S. M. C. (2016). Heritage and Social Events as facilitators of Relationship Quality in
wine sector. Proceedings of the International conference on Tourism and Ageing. 1-5

114 Loureiro, S. M. C. & J. Middendorf (2016). LIVING THE LIVE WITH HEALTHY EXPERIENCES: NEW-AGE ELDERLY IN
GERMANY . Proceedings of the International conference on Tourism and Ageing. 1-18

115 Ferreira, E.S. & Loureiro, S. M. C. (2016). Captivating tourists to Museums: young versus senior museum
visitors. Proceedings of the International conference on Tourism and Ageing. 1-11

116 Bilro, R.G. & Loureiro, S. M. C. (2016). Brand stimulus on online consumer purchase: attractiveness, intention
and actual behaviour. Academy of Marketing Doctoral Colloquium .

117 Loureiro, S. M. C. & I. Costa (2016). Some antecedents and outcomes of passionate desire for fashion clothes
and accessories. Conference book proceedings of 9th Euromed conference of the Euromed academy of
business research- innovation, entrepreneurship and Digital Ecosystems. 532-547

118 S.h. Shahrabani, F. voulgaris, H. Desivilya-syna, E. Tsoukatos, V. Ambrósio & Loureiro, S. M. C. (2016). Factors
shaping young tourists ' intentions to travel to Greece, Israel and Portugal: universal or idiosyncratic
perceptions of young Greeks, Israelis and Portuguese?. Conference book proceedings of 9th Euromed
conference of the Euromed academy of business research- innovation, entrepreneurship and Digital
Ecosystems. 2003-2004

119 Galelo, J. & Loureiro, S. M. C. (2016). Cocriação em redes sociais de organizações não governamentais: O caso
da Amnistia Internacional. Proceeding of the workshop on Sustainability, third sector and social networks
(Socius).

120 Loureiro, S. M. C. (2016). Attachment in retailing sector: retailer own-brands or manufacturer brands? .
Conference book proceedings of 9th Euromed conference of the Euromed academy of business research-
innovation, entrepreneurship and Digital Ecosystems. 513-531

121 Loureiro, S. M. C. & F. Lima (2016). Managing the brand art gallery: art visualization and overall evaluation.
Proceeding of 2016 GAMMA-Global Marketing Conference -Bridging Asia and the World: Global Platform for
interface between Marketing and Management. 1050-1061

122 Loureiro, S. M. C. (2016). In-flight attributes and mindful passengers: Relationship quality and behavioural
intentions configurations. Proceeding of 2016 GAMMA-Global Marketing Conference-Bridging Asia and the
World: Global Platform for interface between Marketing and Management. 1032-1033

82

https://ciencia.iscte-iul.pt/publications/it-is-all-about-desires-motivation-to-engage-in-medical-tourism-practices-and-subjective-well-being/31406
https://ciencia.iscte-iul.pt/publications/it-is-all-about-desires-motivation-to-engage-in-medical-tourism-practices-and-subjective-well-being/31406
https://ciencia.iscte-iul.pt/publications/it-is-all-about-desires-motivation-to-engage-in-medical-tourism-practices-and-subjective-well-being/31406
https://ciencia.iscte-iul.pt/publications/cocriacao-em-redes-sociais-de-organizacoes-nao-governamentais-o-caso-da-amnistia-internacional/31399
https://ciencia.iscte-iul.pt/publications/cocriacao-em-redes-sociais-de-organizacoes-nao-governamentais-o-caso-da-amnistia-internacional/31399
https://ciencia.iscte-iul.pt/publications/cocriacao-em-redes-sociais-de-organizacoes-nao-governamentais-o-caso-da-amnistia-internacional/31399
https://ciencia.iscte-iul.pt/publications/brand-authenticity-versus-brand-reputation-automobile-sector/31440
https://ciencia.iscte-iul.pt/publications/brand-authenticity-versus-brand-reputation-automobile-sector/31440
https://ciencia.iscte-iul.pt/publications/engaging-tourists-with-museums-in-the-destination-lisbon/31438
https://ciencia.iscte-iul.pt/publications/engaging-tourists-with-museums-in-the-destination-lisbon/31438
https://ciencia.iscte-iul.pt/publications/heritage-and-social-events-as-facilitators-of-relationship-quality-in-wine-sector/31434
https://ciencia.iscte-iul.pt/publications/heritage-and-social-events-as-facilitators-of-relationship-quality-in-wine-sector/31434
https://ciencia.iscte-iul.pt/publications/living-the-live-with-healthy-experiences-new-age-elderly-in-germany-/31426
https://ciencia.iscte-iul.pt/publications/living-the-live-with-healthy-experiences-new-age-elderly-in-germany-/31426
https://ciencia.iscte-iul.pt/publications/captivating-tourists-to-museums-young-versus-senior-museum-visitors/31423
https://ciencia.iscte-iul.pt/publications/captivating-tourists-to-museums-young-versus-senior-museum-visitors/31423
https://ciencia.iscte-iul.pt/publications/brand-stimulus-on-online-consumer-purchase-attractiveness-intention-and-actual-behaviour/30637
https://ciencia.iscte-iul.pt/publications/brand-stimulus-on-online-consumer-purchase-attractiveness-intention-and-actual-behaviour/30637
https://ciencia.iscte-iul.pt/publications/some-antecedents-and-outcomes-of-passionate-desire-for-fashion-clothes-and-accessories/31412
https://ciencia.iscte-iul.pt/publications/some-antecedents-and-outcomes-of-passionate-desire-for-fashion-clothes-and-accessories/31412
https://ciencia.iscte-iul.pt/publications/some-antecedents-and-outcomes-of-passionate-desire-for-fashion-clothes-and-accessories/31412
https://ciencia.iscte-iul.pt/publications/factors-shaping-young-tourists--intentions-to-travel-to-greece-israel-and-portugal-universal-or/31410
https://ciencia.iscte-iul.pt/publications/factors-shaping-young-tourists--intentions-to-travel-to-greece-israel-and-portugal-universal-or/31410
https://ciencia.iscte-iul.pt/publications/factors-shaping-young-tourists--intentions-to-travel-to-greece-israel-and-portugal-universal-or/31410
https://ciencia.iscte-iul.pt/publications/factors-shaping-young-tourists--intentions-to-travel-to-greece-israel-and-portugal-universal-or/31410
https://ciencia.iscte-iul.pt/publications/factors-shaping-young-tourists--intentions-to-travel-to-greece-israel-and-portugal-universal-or/31410
https://ciencia.iscte-iul.pt/publications/cocriacao-em-redes-sociais-de-organizacoes-nao-governamentais-o-caso-da-amnistia-internacional/31398
https://ciencia.iscte-iul.pt/publications/cocriacao-em-redes-sociais-de-organizacoes-nao-governamentais-o-caso-da-amnistia-internacional/31398
https://ciencia.iscte-iul.pt/publications/cocriacao-em-redes-sociais-de-organizacoes-nao-governamentais-o-caso-da-amnistia-internacional/31398
https://ciencia.iscte-iul.pt/publications/attachment-in-retailing-sector-retailer-own-brands-or-manufacturer-brands-/31414
https://ciencia.iscte-iul.pt/publications/attachment-in-retailing-sector-retailer-own-brands-or-manufacturer-brands-/31414
https://ciencia.iscte-iul.pt/publications/attachment-in-retailing-sector-retailer-own-brands-or-manufacturer-brands-/31414
https://ciencia.iscte-iul.pt/publications/managing-the-brand-art-gallery-art-visualization-and-overall-evaluation/31408
https://ciencia.iscte-iul.pt/publications/managing-the-brand-art-gallery-art-visualization-and-overall-evaluation/31408
https://ciencia.iscte-iul.pt/publications/managing-the-brand-art-gallery-art-visualization-and-overall-evaluation/31408
https://ciencia.iscte-iul.pt/publications/in-flight-attributes-and-mindful-passengers-relationship-quality-and-behavioural-intentions/31404
https://ciencia.iscte-iul.pt/publications/in-flight-attributes-and-mindful-passengers-relationship-quality-and-behavioural-intentions/31404
https://ciencia.iscte-iul.pt/publications/in-flight-attributes-and-mindful-passengers-relationship-quality-and-behavioural-intentions/31404


123 Loureiro, S. M. C., Bilro, R.G. & Koo, D.-M. (2015). Committing Consumers to Sustainability: Portugal and South
Korea Outlooks. 4th International Conference on Multinational Entreprises and Sustainable Development
(MESD).

124 Loureiro, S. M. C. & Lopes, R. (2015). I am so cool! Capturing the core Essence of the cool Boutique hotel.
Conference book proceedings of the 3rd world research summit for tourism and hospitality and 1st USA-
China tourism research summit: transforming partnerships (track: Marketing, branding and management).

125 Loureiro, S. M. C. & Lopes, R. (2015). I want that smartphone! Sources of brand equity. Conference book
proceedings of 8th EuroMed conference of the Euromed academy of business research- Innovation,
entrepreneurship and sustainable value chain in a dynamic environment .

126 Loureiro, S. M. C. & D. Gonçalves (2015). I am avoiding it! A seniors' perspectives about advertising.
Conference book proceedings of 8th EuroMed conference of the Euromed academy of business research-
Innovation, entrepreneurship and sustainable value chain in a dynamic environment . 2412-2415

127 X. Ambrósio & Loureiro, S. M. C. (2015). Attitude and emotions of young Portuguese tourists toward
international risk destinations. Conference book proceedings of 8th EuroMed conference of the Euromed
academy of business research- Innovation, entrepreneurship and sustainable value chain in a dynamic
environment. 2234-2438

128 Loureiro, S. M. C., Ferreira, E.S., Lopes, R. & K. N. Jin (2015). Feeling better while waiting: the influence of
intrinsic cues of hospital lobby in Portugal and South Korea. Proceeding of the 2015 MAG Scholar Global
Business, Marketing and Tourism Conference.

129 C. Magalhães, Ferreira, E.S., Loureiro, S. M. C. & Lopes, R. (2015). I love you… but not unconditionally.
Perceptions about luxury fashion brands. Proceeding of the 2015 MAG Scholar Global Business, Marketing
and Tourism Conference.

130 Loureiro, S. M. C., Ferreira, E.S. & Lopes, R. (2015). Internet in the intermediation role of travel agents: The
Portuguese case. Proceeding of the 2015 MAG Scholar Global Business, Marketing and Tourism Conference.

131 Loureiro, S. M. C. (2015). Being a mindful tourist improves the lived rural experience? Insights from rural
tourism experience. Proceeding of the 44th International EMAC conference-Collaboration in Research.

132 Brochado, A., Rita, P. & Loureiro, S. M. C. (2014). Assessing the role of perceived value on mobile data service
usage: gender and age as moderators . XXIV JORNADAS LUSO-ESPANHOLAS DE GESTÃO CIENTÍFICA.

133 Loureiro, S. M. C. (2014). Relationship quality as a function of luxury car brand image and personality.
Proceedings of the 17th World Marketing Congress of the Academy of Marketing Science. 1-7

134 Brochado, A. & Loureiro, S. M. C. (2014). Wine consumer behaviours: exploring the drivers of wine brand
equity and willingness to pay price premium. XXIV JORNADAS LUSO-ESPANHOLAS DE GESTÃO CIENTÍFICA.

135 Bilro, R.G. & Loureiro, S. M. C. (2014). Create. Build and Manage Online Brands For Internet Companies. 7th
Euromed conference of the Euromed academy of business research- The Future of Entrepreneurship.

136 Zeferino, E.C., Loureiro, S. M. C. & Rita, P. (2014). How Visitors of Luxury Cruises Perceive a Tourist
Destination: Internal Determinants, Satisfaction and Intention to Return. INVTUR.

137 R. Bilro & Loureiro, S. M. C. (2014). Create, build and manage online brands for internet companies.
Conference book proceedings of 7th Euromed conference of the Euromed academy of business research-
The Future of Entrepreneurship . 1757-1762

83

https://ciencia.iscte-iul.pt/publications/committing-consumers-to-sustainability-portugal-and-south-korea-outlooks/30636
https://ciencia.iscte-iul.pt/publications/committing-consumers-to-sustainability-portugal-and-south-korea-outlooks/30636
https://ciencia.iscte-iul.pt/publications/committing-consumers-to-sustainability-portugal-and-south-korea-outlooks/30636
https://ciencia.iscte-iul.pt/publications/i-am-so-cool-capturing-the-core-essence-of-the-cool-boutique-hotel/25966
https://ciencia.iscte-iul.pt/publications/i-am-so-cool-capturing-the-core-essence-of-the-cool-boutique-hotel/25966
https://ciencia.iscte-iul.pt/publications/i-am-so-cool-capturing-the-core-essence-of-the-cool-boutique-hotel/25966
https://ciencia.iscte-iul.pt/publications/i-want-that-smartphone-sources-of-brand-equity/25962
https://ciencia.iscte-iul.pt/publications/i-want-that-smartphone-sources-of-brand-equity/25962
https://ciencia.iscte-iul.pt/publications/i-want-that-smartphone-sources-of-brand-equity/25962
https://ciencia.iscte-iul.pt/publications/i-am-avoiding-it-a-seniors-perspectives-about-advertising/25960
https://ciencia.iscte-iul.pt/publications/i-am-avoiding-it-a-seniors-perspectives-about-advertising/25960
https://ciencia.iscte-iul.pt/publications/i-am-avoiding-it-a-seniors-perspectives-about-advertising/25960
https://ciencia.iscte-iul.pt/publications/attitude-and-emotions-of-young-portuguese-tourists-toward-international-risk-destinations/25958
https://ciencia.iscte-iul.pt/publications/attitude-and-emotions-of-young-portuguese-tourists-toward-international-risk-destinations/25958
https://ciencia.iscte-iul.pt/publications/attitude-and-emotions-of-young-portuguese-tourists-toward-international-risk-destinations/25958
https://ciencia.iscte-iul.pt/publications/attitude-and-emotions-of-young-portuguese-tourists-toward-international-risk-destinations/25958
https://ciencia.iscte-iul.pt/publications/feeling-better-while-waiting-the-influence-of-intrinsic-cues-of-hospital-lobby-in-portugal-and/25955
https://ciencia.iscte-iul.pt/publications/feeling-better-while-waiting-the-influence-of-intrinsic-cues-of-hospital-lobby-in-portugal-and/25955
https://ciencia.iscte-iul.pt/publications/feeling-better-while-waiting-the-influence-of-intrinsic-cues-of-hospital-lobby-in-portugal-and/25955
https://ciencia.iscte-iul.pt/publications/i-love-you-but-not-unconditionally-perceptions-about-luxury-fashion-brands/25953
https://ciencia.iscte-iul.pt/publications/i-love-you-but-not-unconditionally-perceptions-about-luxury-fashion-brands/25953
https://ciencia.iscte-iul.pt/publications/i-love-you-but-not-unconditionally-perceptions-about-luxury-fashion-brands/25953
https://ciencia.iscte-iul.pt/publications/internet-in-the-intermediation-role-of-travel-agents-the-portuguese-case/25951
https://ciencia.iscte-iul.pt/publications/internet-in-the-intermediation-role-of-travel-agents-the-portuguese-case/25951
https://ciencia.iscte-iul.pt/publications/being-a-mindful-tourist-improves-the-lived-rural-experience-insights-from-rural-tourism-experience/25938
https://ciencia.iscte-iul.pt/publications/being-a-mindful-tourist-improves-the-lived-rural-experience-insights-from-rural-tourism-experience/25938
https://ciencia.iscte-iul.pt/publications/assessing-the-role-of-perceived-value-on-mobile-data-service-usage-gender-and-age-as-moderators-/15636
https://ciencia.iscte-iul.pt/publications/assessing-the-role-of-perceived-value-on-mobile-data-service-usage-gender-and-age-as-moderators-/15636
https://ciencia.iscte-iul.pt/publications/relationship-quality-as-a-function-of-luxury-car-brand-image-and-personality/18917
https://ciencia.iscte-iul.pt/publications/relationship-quality-as-a-function-of-luxury-car-brand-image-and-personality/18917
https://ciencia.iscte-iul.pt/publications/wine-consumer-behaviours-exploring-the-drivers-of-wine-brand-equity-and-willingness-to-pay-price/15635
https://ciencia.iscte-iul.pt/publications/wine-consumer-behaviours-exploring-the-drivers-of-wine-brand-equity-and-willingness-to-pay-price/15635
https://ciencia.iscte-iul.pt/publications/create-build-and-manage-online-brands-for-internet-companies/30635
https://ciencia.iscte-iul.pt/publications/create-build-and-manage-online-brands-for-internet-companies/30635
https://ciencia.iscte-iul.pt/publications/how-visitors-of-luxury-cruises-perceive-a-tourist-destination-internal-determinants-satisfaction/20091
https://ciencia.iscte-iul.pt/publications/how-visitors-of-luxury-cruises-perceive-a-tourist-destination-internal-determinants-satisfaction/20091
https://ciencia.iscte-iul.pt/publications/create-build-and-manage-online-brands-for-internet-companies/18923
https://ciencia.iscte-iul.pt/publications/create-build-and-manage-online-brands-for-internet-companies/18923
https://ciencia.iscte-iul.pt/publications/create-build-and-manage-online-brands-for-internet-companies/18923


138 Loureiro, S. M. C. (2014). Excitement, sophistication and uniqueness as drivers to consumer-luxury car brand
relationship. Conference book proceedings of 7th Euromed conference of the Euromed academy of business
research- The Future of Entrepreneurship . 913-917

139 Loureiro, S. M. C., Veríssimo, A. & Cayolla, R. (2013). The effect of Portuguese Nation Brand on Cognitive Brand
Image: Portuguese and Canadian comparison. Conference book Proceedings of 10th CIRCLE International
Conference. 103-104

140 Cunha, N., Loureiro, S. M. C. & Rego, A. (2013). Relationship quality drives and outcomes: a systematic
literature review approach. Conference book Proceedings of 6th EuroMed Conference of the EuroMed
Academy of Business Research- Confronting Contemporary Business Challenges through Management
Innovation. 764-778

141 Cayolla, R. & Loureiro, S. M. C. (2013). Football fans and their clubs: exploring the passion and the extreme
connection. Conference book Proceedings of 10th CIRCLE International Conference. 113-114

142 Pires, A. R. & Loureiro, S.M.C. (2013). A study on antecedents and impacts of engagement and participation in
brand communities in Portugal 2013. Conference book Proceedings of 6th EuroMed Conference of the
EuroMed Academy of Business Research- Confronting Contemporary Business Challenges through
Management Innovation. 1820-1836

143 Brochado, A. & Loureiro, S. M. C. (2013). Exploring how luxury values can influence the brand relationships
trought brand tribalism and brand reputation. ANZMAC 2013 – Australian and New Zeeland Marketing
Academy Conference.

144 Cunha, N., Loureiro, S. M. C. & Rego, A. (2013). Exploring the attitudes of bottle wine distributors toward the
wine producers in the Portuguese wine sector. Conference book Proceedings of 10th CIRCLE International
Conference. 150-151

145 Loureiro, S. M. C., Filipe, Y. & Pires, A. R. (2013). Exploring the antecedents of brand equity in service industry .
Conference book Proceedings of 6th EuroMed Conference of the EuroMed Academy of Business Research-
Confronting Contemporary Business Challenges through Management Innovation . 1434-1447

146 dos Santos Martins, Harley, Loureiro, S. M. C. & Amorim, M. (2013). Quality and Sustainability in Higher
Education Institutions: Key Factors. Conference book Proceedings of 10th CIRCLE International Conference.
114-115

147 Loureiro, S. M. C. & Oliveira-Brochado, A. (2013). Brand Relationships for Luxury Values: The Role of Brand
Tribalism and Brand Reputation. ANZMAC conference-Engaging with our future.

148 Duch, T., Loureiro, S., Brochado, A. & Vieira, A. L. (2013). World Cup Brazil: Insights into a Sports Tourism
Event. TMS 2013 - TOURISM & MANAGEMENT STUDIES INTERNATIONAL CONFERENCE .

149 Loureiro, S. M. C. & Lopes, R. (2013). Cool brands: the social conscience and sustainability as new trends.
Proceedings of 8th Global Brand Conference of the Academy of Marketing-Theme: Brand, Corporate Identity
and Reputation and Sustainability. 752-761

150 Cayolla, R. & Loureiro, S. M. C. (2013). Consequences of Being Deeply in Love: the Fan-football Club
RelationshipConsequences of Being Deeply in Love: the Fan-football Club Relationship. ANZMAC conference-
Engaging with our future.

84

https://ciencia.iscte-iul.pt/publications/excitement-sophistication-and-uniqueness-as-drivers-to-consumer-luxury-car-brand-relationship/18921
https://ciencia.iscte-iul.pt/publications/excitement-sophistication-and-uniqueness-as-drivers-to-consumer-luxury-car-brand-relationship/18921
https://ciencia.iscte-iul.pt/publications/excitement-sophistication-and-uniqueness-as-drivers-to-consumer-luxury-car-brand-relationship/18921
https://ciencia.iscte-iul.pt/publications/the-effect-of-portuguese-nation-brand-on-cognitive-brand-image-portuguese-and-canadian-comparison/13193
https://ciencia.iscte-iul.pt/publications/the-effect-of-portuguese-nation-brand-on-cognitive-brand-image-portuguese-and-canadian-comparison/13193
https://ciencia.iscte-iul.pt/publications/the-effect-of-portuguese-nation-brand-on-cognitive-brand-image-portuguese-and-canadian-comparison/13193
https://ciencia.iscte-iul.pt/publications/relationship-quality-drives-and-outcomes-a-systematic-literature-review-approach/13161
https://ciencia.iscte-iul.pt/publications/relationship-quality-drives-and-outcomes-a-systematic-literature-review-approach/13161
https://ciencia.iscte-iul.pt/publications/relationship-quality-drives-and-outcomes-a-systematic-literature-review-approach/13161
https://ciencia.iscte-iul.pt/publications/relationship-quality-drives-and-outcomes-a-systematic-literature-review-approach/13161
https://ciencia.iscte-iul.pt/publications/football-fans-and-their-clubs-exploring-the-passion-and-the-extreme-connection/13189
https://ciencia.iscte-iul.pt/publications/football-fans-and-their-clubs-exploring-the-passion-and-the-extreme-connection/13189
https://ciencia.iscte-iul.pt/publications/a-study-on-antecedents-and-impacts-of-engagement-and-participation-in-brand-communities-in-portugal/13159
https://ciencia.iscte-iul.pt/publications/a-study-on-antecedents-and-impacts-of-engagement-and-participation-in-brand-communities-in-portugal/13159
https://ciencia.iscte-iul.pt/publications/a-study-on-antecedents-and-impacts-of-engagement-and-participation-in-brand-communities-in-portugal/13159
https://ciencia.iscte-iul.pt/publications/a-study-on-antecedents-and-impacts-of-engagement-and-participation-in-brand-communities-in-portugal/13159
https://ciencia.iscte-iul.pt/publications/exploring-how-luxury-values-can-influence-the-brand-relationships-trought-brand-tribalism-and-brand/13257
https://ciencia.iscte-iul.pt/publications/exploring-how-luxury-values-can-influence-the-brand-relationships-trought-brand-tribalism-and-brand/13257
https://ciencia.iscte-iul.pt/publications/exploring-how-luxury-values-can-influence-the-brand-relationships-trought-brand-tribalism-and-brand/13257
https://ciencia.iscte-iul.pt/publications/exploring-the-attitudes-of-bottle-wine-distributors-toward-the-wine-producers-in-the-portuguese/13184
https://ciencia.iscte-iul.pt/publications/exploring-the-attitudes-of-bottle-wine-distributors-toward-the-wine-producers-in-the-portuguese/13184
https://ciencia.iscte-iul.pt/publications/exploring-the-attitudes-of-bottle-wine-distributors-toward-the-wine-producers-in-the-portuguese/13184
https://ciencia.iscte-iul.pt/publications/exploring-the-antecedents-of-brand-equity-in-service-industry-/13163
https://ciencia.iscte-iul.pt/publications/exploring-the-antecedents-of-brand-equity-in-service-industry-/13163
https://ciencia.iscte-iul.pt/publications/exploring-the-antecedents-of-brand-equity-in-service-industry-/13163
https://ciencia.iscte-iul.pt/publications/quality-and-sustainability-in-higher-education-institutions-key-factors/13187
https://ciencia.iscte-iul.pt/publications/quality-and-sustainability-in-higher-education-institutions-key-factors/13187
https://ciencia.iscte-iul.pt/publications/quality-and-sustainability-in-higher-education-institutions-key-factors/13187
https://ciencia.iscte-iul.pt/publications/brand-relationships-for-luxury-values-the-role-of-brand-tribalism-and-brand-reputation/13196
https://ciencia.iscte-iul.pt/publications/brand-relationships-for-luxury-values-the-role-of-brand-tribalism-and-brand-reputation/13196
https://ciencia.iscte-iul.pt/publications/world-cup-brazil-insights-into-a-sports-tourism-event/13085
https://ciencia.iscte-iul.pt/publications/world-cup-brazil-insights-into-a-sports-tourism-event/13085
https://ciencia.iscte-iul.pt/publications/cool-brands-the-social-conscience-and-sustainability-as-new-trends/13174
https://ciencia.iscte-iul.pt/publications/cool-brands-the-social-conscience-and-sustainability-as-new-trends/13174
https://ciencia.iscte-iul.pt/publications/cool-brands-the-social-conscience-and-sustainability-as-new-trends/13174
https://ciencia.iscte-iul.pt/publications/consequences-of-being-deeply-in-love-the-fan-football-club-relationshipconsequences-of-being-deeply/13198
https://ciencia.iscte-iul.pt/publications/consequences-of-being-deeply-in-love-the-fan-football-club-relationshipconsequences-of-being-deeply/13198
https://ciencia.iscte-iul.pt/publications/consequences-of-being-deeply-in-love-the-fan-football-club-relationshipconsequences-of-being-deeply/13198


151 Loureiro, S. M. C. & de Araújo, C. (2013). Luxury Values as drivers for Consumer Behaviour: Luxury Clothes
Brand Context. Proceedings of 8th Global Brand Conference of the Academy of Marketing.-Theme: Brand,
Corporate Identity and Reputation and Sustainability. 490-497

152 Brochado, A., Loureiro, S. & Barbosa, C. (2013). Slightly Sparkling by Nature: Green Wine Brand Knowledge.
TMS ALGARVE 2013 – TOURISM & MANAGEMENT STUDIES INTERNATIONAL CONFERENCE.

153 Sarkar, B. & Loureiro, S. M. C. (2013). Attitude and Intentions Toward Verbal Messages In Print Advertising:
Comparison India and Portugal. Proceedings of the 5th Global Management Conference on Managing
Globalization in Times of Economic Crisis . 83-94

154 dos Santos Martins, Harley, Loureiro, S. M. C. & Amorim, M. (2013). Critical Success Factors on Production
Engineering Teaching: A Study with a Qualitative Approach Using In-Depth Interviewing. Proceedings of the
5th Global Management Conference on Managing Globalization in Times of Economic Crisis . 151-160

155 Veríssimo, M. & Loureiro, S. M. C. (2013). The effect of negative plot films on destination image: the case of
Brazil. Proceedings of the 5th Global Management Conference on Managing Globalization in Times of
Economic Crisis. 327-339

156 Araújo, A. F. & Loureiro, S. M. C. (2013). The effect of negative plot films on destination image: the case of
Brazil. Proceedings of the 5th Global Management Conference on Managing Globalization in Times of
Economic Crisis. 327-339

157 Loureiro, S.M.C. & Cacho, S. (2012). Exploring Brand Love in the Wine Sector: An International Segmentation
Perspective. CONSUMER-BRAND RELATIONSHIP.

158 Loureiro, S.M.C. & Lopes, Rui (2012). The Social Side of Cool Brands. Consumer-brand relationship.

159 Cacho, S. & Loureiro, S.M.C. (2011). Brand Love across Cultures: A Cross-cultural Study on Wine Consumption,
Values and Preferences. 2nd International Colloquium-Consumer brand relationship.

160 Loureiro, S.M.C. (2011). Are brand experienced customers, brand lovers and committed consumers more
willing to sacrifice? . 2nd International Colloquium-Consumer brand relationship.

161 Santana, S., Loureiro, S.M.C. & Cerdeira, J. (2011). Dimensions of job characteristics as predictors of job
satisfaction and professional satisfaction. 35th Annual Conference GFKL .

162 Loureiro, S.M-C. (2011). Antecedents and outcomes of participation in social networking sites. 35th Annual
Conference GFKL .

163 Dias, Á., Pereira, R. & Loureiro, S. M. C. (2010). Dynamic capabilities: towards a construct linking marketing
capabilities and performance. 3rd EuroMed Conference of the EuroMed Academy of Business.
 - N.º de citações Web of Science®: 1

164 Loureiro, S.M.C. (2010). Brand Love Perceived by Car Users: Segmentation Using FIMIX-PLS.  34th Annual
Conference of the German Classification Society (GfKl) .

165 Loureiro, S.M.C. (2010). The effects of perceived value, brand relationship, and brand love on loyalty
intentions: an empirical study. 1st International Colloquium-Consumer brand relationship.

166 Loureiro, S.M.C. (2010). Social consumer evaluation and embedded learning. 1st International Colloquium-
Consumer brand relationship,.

85

https://ciencia.iscte-iul.pt/publications/luxury-values-as-drivers-for-consumer-behaviour-luxury-clothes-brand-context/13176
https://ciencia.iscte-iul.pt/publications/luxury-values-as-drivers-for-consumer-behaviour-luxury-clothes-brand-context/13176
https://ciencia.iscte-iul.pt/publications/luxury-values-as-drivers-for-consumer-behaviour-luxury-clothes-brand-context/13176
https://ciencia.iscte-iul.pt/publications/slightly-sparkling-by-nature-green-wine-brand-knowledge/13086
https://ciencia.iscte-iul.pt/publications/slightly-sparkling-by-nature-green-wine-brand-knowledge/13086
https://ciencia.iscte-iul.pt/publications/attitude-and-intentions-toward-verbal-messages-in-print-advertising-comparison-india-and-portugal/13171
https://ciencia.iscte-iul.pt/publications/attitude-and-intentions-toward-verbal-messages-in-print-advertising-comparison-india-and-portugal/13171
https://ciencia.iscte-iul.pt/publications/attitude-and-intentions-toward-verbal-messages-in-print-advertising-comparison-india-and-portugal/13171
https://ciencia.iscte-iul.pt/publications/critical-success-factors-on-production-engineering-teaching-a-study-with-a-qualitative-approach/13169
https://ciencia.iscte-iul.pt/publications/critical-success-factors-on-production-engineering-teaching-a-study-with-a-qualitative-approach/13169
https://ciencia.iscte-iul.pt/publications/critical-success-factors-on-production-engineering-teaching-a-study-with-a-qualitative-approach/13169
https://ciencia.iscte-iul.pt/publications/the-effect-of-negative-plot-films-on-destination-image-the-case-of-brazil/13167
https://ciencia.iscte-iul.pt/publications/the-effect-of-negative-plot-films-on-destination-image-the-case-of-brazil/13167
https://ciencia.iscte-iul.pt/publications/the-effect-of-negative-plot-films-on-destination-image-the-case-of-brazil/13167
https://ciencia.iscte-iul.pt/publications/the-effect-of-negative-plot-films-on-destination-image-the-case-of-brazil/13165
https://ciencia.iscte-iul.pt/publications/the-effect-of-negative-plot-films-on-destination-image-the-case-of-brazil/13165
https://ciencia.iscte-iul.pt/publications/the-effect-of-negative-plot-films-on-destination-image-the-case-of-brazil/13165
https://ciencia.iscte-iul.pt/publications/exploring-brand-love-in-the-wine-sector-an-international-segmentation-perspective/9703
https://ciencia.iscte-iul.pt/publications/exploring-brand-love-in-the-wine-sector-an-international-segmentation-perspective/9703
https://ciencia.iscte-iul.pt/publications/the-social-side-of-cool-brands/9704
https://ciencia.iscte-iul.pt/publications/brand-love-across-cultures-a-cross-cultural-study-on-wine-consumption-values-and-preferences/9717
https://ciencia.iscte-iul.pt/publications/brand-love-across-cultures-a-cross-cultural-study-on-wine-consumption-values-and-preferences/9717
https://ciencia.iscte-iul.pt/publications/are-brand-experienced-customers-brand-lovers-and-committed-consumers-more-willing-to-sacrifice-/9716
https://ciencia.iscte-iul.pt/publications/are-brand-experienced-customers-brand-lovers-and-committed-consumers-more-willing-to-sacrifice-/9716
https://ciencia.iscte-iul.pt/publications/dimensions-of-job-characteristics-as-predictors-of-job-satisfaction-and-professional-satisfaction/9714
https://ciencia.iscte-iul.pt/publications/dimensions-of-job-characteristics-as-predictors-of-job-satisfaction-and-professional-satisfaction/9714
https://ciencia.iscte-iul.pt/publications/antecedents-and-outcomes-of-participation-in-social-networking-sites/9713
https://ciencia.iscte-iul.pt/publications/antecedents-and-outcomes-of-participation-in-social-networking-sites/9713
https://ciencia.iscte-iul.pt/publications/dynamic-capabilities-towards-a-construct-linking-marketing-capabilities-and-performance/85839
https://ciencia.iscte-iul.pt/publications/dynamic-capabilities-towards-a-construct-linking-marketing-capabilities-and-performance/85839
https://ciencia.iscte-iul.pt/publications/brand-love-perceived-by-car-users-segmentation-using-fimix-pls-/9718
https://ciencia.iscte-iul.pt/publications/brand-love-perceived-by-car-users-segmentation-using-fimix-pls-/9718
https://ciencia.iscte-iul.pt/publications/the-effects-of-perceived-value-brand-relationship-and-brand-love-on-loyalty-intentions-an-empirical/9728
https://ciencia.iscte-iul.pt/publications/the-effects-of-perceived-value-brand-relationship-and-brand-love-on-loyalty-intentions-an-empirical/9728
https://ciencia.iscte-iul.pt/publications/social-consumer-evaluation-and-embedded-learning/9727
https://ciencia.iscte-iul.pt/publications/social-consumer-evaluation-and-embedded-learning/9727


 

 • Outras Publicações
    - Entrada/Posfácio/Prefácio
 

 
    - Outras publicações
 

 
    - Relatório
 

167 Loureiro, S.M.C. & Sardinha, I. (2010). Determinants of Corporate Social Responsibility for Consumer
Satisfaction and Brand Perceived Value. GIRA Global Conference- Corporate Governance, Innovation, Social
and Environmental Responsibility.

168 Loureiro, S.M.C. (2010). Symbolic image, satisfaction, and delight in retail sector: FIMIX-PLS market
segmentation. Global Marketing Conference-Marketing in a Turbulent Environment,.

169 Loureiro, S.M.C. (2010). Web site Brand Attributes and e-shopper Loyalty - A Comparative Study of Spain and
Scotland. 6th WEBIST International conference on Web Information Systems and Technologies.

170 Loureiro, S. M.C. (2009). Segmentation Using Finite Mixture Partial Least Squares: loyalty and satisfaction
perceived by customers of the supermarkets in Portugal. 6th International Conference on PLS and Related
Methods.

171 Loureiro, S.M.C. & Santana, S. (2009). Website brand image: a comparison of website from Scotland and
Spain. 11th Bi-Annual Meeting of ifcs e 33th Annual Conference GFKL .

172 Loureiro, S.M.C. (2009). Website brand image: a comparison of website from Scotland and Spain. 11th Bi-
Annual Meeting of ifcs e 33th Annual Conference GFKL .

173 Loureiro, S.M.C. (2009). Global Evaluation and Loyalty of Lisbon as a Tourist Destination  Portugal. 2nd Annual
EuroMed Conference (The EuroMed Academy of Business) .

1 Loureiro, S. M. C. (2020). Foreword-Building Consumer-Brand Relationship in Luxury Brand Management.
Building Consumer-Brand Relationship in Luxury Brand Management.

1 Loureiro, S. M. C. & Anes, P. (2019). THE MARKET IS CALLING FOR BIOLAGE R.A.W. SAGE Business Cases.

2 Loureiro, S. M. C., Guerreiro, J., Eloy, S., Langaro, D. & Panchapakesan, P. (2019). Understanding the use of
virtual reality in Marketing: A text-mining based review. Research Seminars BRU-IUL .
 - N.º de citações Web of Science®: 178

1 Loureiro, S. M. C. (2023). D 2 7 Satisfaction analysis.

2 Loureiro, S. M. C. (2023). D 2. 5 Tourism demand analysis.

3 Loureiro, S. M. C. (2023). WP2 REPORT OF THE FIRST 20TH MONTHS.

4 Loureiro, S. M. C. (2022). D2.4 Self-diagnostic analysis for sustainability .

5 Loureiro, S. M. C. (2022). D2.2 Platform for Managing Marketing Communications.

6 Loureiro, S. M. C. (2022). D2.3 Gap analysis.

86

https://ciencia.iscte-iul.pt/publications/determinants-of-corporate-social-responsibility-for-consumer-satisfaction-and-brand-perceived-value/9725
https://ciencia.iscte-iul.pt/publications/determinants-of-corporate-social-responsibility-for-consumer-satisfaction-and-brand-perceived-value/9725
https://ciencia.iscte-iul.pt/publications/determinants-of-corporate-social-responsibility-for-consumer-satisfaction-and-brand-perceived-value/9725
https://ciencia.iscte-iul.pt/publications/symbolic-image-satisfaction-and-delight-in-retail-sector-fimix-pls-market-segmentation/9724
https://ciencia.iscte-iul.pt/publications/symbolic-image-satisfaction-and-delight-in-retail-sector-fimix-pls-market-segmentation/9724
https://ciencia.iscte-iul.pt/publications/web-site-brand-attributes-and-e-shopper-loyalty---a-comparative-study-of-spain-and-scotland/10162
https://ciencia.iscte-iul.pt/publications/web-site-brand-attributes-and-e-shopper-loyalty---a-comparative-study-of-spain-and-scotland/10162
https://ciencia.iscte-iul.pt/publications/segmentation-using-finite-mixture-partial-least-squares-loyalty-and-satisfaction-perceived-by/10160
https://ciencia.iscte-iul.pt/publications/segmentation-using-finite-mixture-partial-least-squares-loyalty-and-satisfaction-perceived-by/10160
https://ciencia.iscte-iul.pt/publications/segmentation-using-finite-mixture-partial-least-squares-loyalty-and-satisfaction-perceived-by/10160
https://ciencia.iscte-iul.pt/publications/website-brand-image-a-comparison-of-website-from-scotland-and-spain/9732
https://ciencia.iscte-iul.pt/publications/website-brand-image-a-comparison-of-website-from-scotland-and-spain/9732
https://ciencia.iscte-iul.pt/publications/website-brand-image-a-comparison-of-website-from-scotland-and-spain/10159
https://ciencia.iscte-iul.pt/publications/website-brand-image-a-comparison-of-website-from-scotland-and-spain/10159
https://ciencia.iscte-iul.pt/publications/global-evaluation-and-loyalty-of-lisbon-as-a-tourist-destination--portugal/10161
https://ciencia.iscte-iul.pt/publications/global-evaluation-and-loyalty-of-lisbon-as-a-tourist-destination--portugal/10161
https://ciencia.iscte-iul.pt/publications/foreword-building-consumer-brand-relationship-in-luxury-brand-management/77367
https://ciencia.iscte-iul.pt/publications/foreword-building-consumer-brand-relationship-in-luxury-brand-management/77367
https://ciencia.iscte-iul.pt/publications/the-market-is-calling-for-biolage-raw/53351
https://ciencia.iscte-iul.pt/publications/understanding-the-use-of-virtual-reality-in-marketing-a-text-mining-based-review/59649
https://ciencia.iscte-iul.pt/publications/understanding-the-use-of-virtual-reality-in-marketing-a-text-mining-based-review/59649
https://ciencia.iscte-iul.pt/publications/d-2-7-satisfaction-analysis/99548
https://ciencia.iscte-iul.pt/publications/d-2-5-tourism-demand-analysis/99547
https://ciencia.iscte-iul.pt/publications/wp2-report-of-the-first-20th-months/99546
https://ciencia.iscte-iul.pt/publications/d24-self-diagnostic-analysis-for-sustainability-/92457
https://ciencia.iscte-iul.pt/publications/d22-platform-for-managing-marketing-communications/92454
https://ciencia.iscte-iul.pt/publications/d23-gap-analysis/92455


 
 
 

 
 

7 Loureiro, S. M. C. (2022). D2.1 Plan for Data Collection.

8 Loureiro, S. M. C. (2022). D2.6 Promote co-creation and innovation .

Projetos de Investigação

Título do Projeto Papel no
Projeto

Parceiros Período

Avaliação da
sustentabilidade do
turismo na região da EU:
uma abordagem
quantitativa

Coordenadora
Global

BRU-Iscte (Marketing), UNIVE - Parceiro
Associado (Itália)

2023 - 2025

Relaunching European
smart and SustainablE
Tourism models Through
digitalization and
INnovative technoloGies

Investigadora ISTAR-Iscte, BRU-Iscte, IT-Iscte, EURECAT - Líder
(Espanha), TICSUD -  (Espanha), FEHT-Turism -
(Espanha), - -  (Itália), ANHER -  (Grécia),
Albanian Trip -  (Albânia), AUDAX -  (Portugal)

2022 - 2024

BRU-HORIZON 2020:
Raising the International
Profile and Scalability of
BRU’s Research Activities

Investigadora BRU-Iscte - Líder 2019 - 2022

Funerary practices in
Alentejo's Recent
Prehistory and socio-
economic proceeds of
heritage rescue projects

Investigadora BRU-Iscte 2011 - 2014

The overall rural tourism
experience and
sustainable local
community development

Investigadora BRU-Iscte 2010 - 2013

Clinical Continuity by
Integrated Care

Investigadora BRU-Iscte,  (Itália), LIU (Suécia), NORTH
DENMARK REGION (Dinamarca), FCRB
(Espanha), I.R.C.C.S. (Itália),  (Dinamarca),
(Dinamarca), UA  (Portugal), Regione del Veneto
(Itália), University of Glasgow (Reino Unido),
SDU (Dinamarca), UNIVERSITAIR MEDISCH
CENTRUM GRONINGEN (Países Baixos
(Holanda)), AWF Katowice (Polónia)

2009 - 2012

Cargos de Gestão Académica

Coordenador  (2024 - 2026)
Unidade/Área: Doutoramento em Gestão

Membro  (2023 - 2026)
Unidade/Área: Comissão de Ética
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https://ciencia.iscte-iul.pt/projects/avaliacao-da-sustentabilidade-do-turismo-na-regiao-da-eu-uma-abordagem-quantitativa/1957
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https://ciencia.iscte-iul.pt/projects/relaunching-european-smart-and-sustainable-tourism-models-through-digitalization-and-innovative/1635
https://ciencia.iscte-iul.pt/projects/relaunching-european-smart-and-sustainable-tourism-models-through-digitalization-and-innovative/1635
https://ciencia.iscte-iul.pt/projects/relaunching-european-smart-and-sustainable-tourism-models-through-digitalization-and-innovative/1635
https://ciencia.iscte-iul.pt/projects/relaunching-european-smart-and-sustainable-tourism-models-through-digitalization-and-innovative/1635
https://ciencia.iscte-iul.pt/projects/relaunching-european-smart-and-sustainable-tourism-models-through-digitalization-and-innovative/1635
https://ciencia.iscte-iul.pt/projects/bru-horizon-2020-raising-the-international-profile-and-scalability-of-brus-research-activities/1667
https://ciencia.iscte-iul.pt/projects/bru-horizon-2020-raising-the-international-profile-and-scalability-of-brus-research-activities/1667
https://ciencia.iscte-iul.pt/projects/bru-horizon-2020-raising-the-international-profile-and-scalability-of-brus-research-activities/1667
https://ciencia.iscte-iul.pt/projects/bru-horizon-2020-raising-the-international-profile-and-scalability-of-brus-research-activities/1667
https://ciencia.iscte-iul.pt/projects/funerary-practices-in-alentejos-recent-prehistory-and-socio-economic-proceeds-of-heritage-rescue/1607
https://ciencia.iscte-iul.pt/projects/funerary-practices-in-alentejos-recent-prehistory-and-socio-economic-proceeds-of-heritage-rescue/1607
https://ciencia.iscte-iul.pt/projects/funerary-practices-in-alentejos-recent-prehistory-and-socio-economic-proceeds-of-heritage-rescue/1607
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https://ciencia.iscte-iul.pt/projects/funerary-practices-in-alentejos-recent-prehistory-and-socio-economic-proceeds-of-heritage-rescue/1607
https://ciencia.iscte-iul.pt/projects/the-overall-rural-tourism-experience-and-sustainable-local-community-development/1608
https://ciencia.iscte-iul.pt/projects/the-overall-rural-tourism-experience-and-sustainable-local-community-development/1608
https://ciencia.iscte-iul.pt/projects/the-overall-rural-tourism-experience-and-sustainable-local-community-development/1608
https://ciencia.iscte-iul.pt/projects/the-overall-rural-tourism-experience-and-sustainable-local-community-development/1608
https://ciencia.iscte-iul.pt/projects/clinical-continuity-by-integrated-care/1609
https://ciencia.iscte-iul.pt/projects/clinical-continuity-by-integrated-care/1609


 
 

Membro  (2022 - 2026)
Unidade/Área: Comissão Científica

Coordenador  (2022 - 2024)
Unidade/Área: Doutoramento em Gestão

Coordenador  (2020 - 2022)
Unidade/Área: Doutoramento em Gestão

Director  (2019 - 2021)
Unidade/Área: [0158] Gestão do Turismo

Coordenador  (2018 - 2020)
Unidade/Área: Doutoramento em Gestão

Director  (2017 - 2019)
Unidade/Área: [0158] Gestão do Turismo

Director  (2015 - 2017)
Unidade/Área: Mestrado em Marketing

Director  (2013 - 2015)
Unidade/Área: Mestrado em Marketing

Prémios

Highly Cited Researcher 2024 Clarivate (2024)

BRU-ISCTE RESEARCH AWARD 2023 for 6 articles: “The wow effect and behavioral intentions of tourists to astrotourism
experiences: Mediating effects of satisfaction”; “Service brand coolness in the construction of brand loyalty: A self
presentation theory approach”; Cognitive image, mental imagery, and responses (CI-MI-R): Mediation and moderation
effects; “Past, present, and future of pro-environmental behavior in tourism and hospitality: a text mining approach”;
“How augmented reality media rich (2024)

BEST TRACK CHAIR AWARD in the 2024 Global Fashion Management conference for the conjoint symposium GAMMA-
BRU-Iscte. (2024)

Outstanding paper award 2024 for the paper published in EuroMed Journal of Business “Internet of things and
consumer engagement on retail: state-of-the-art and future directions”.  (2024)

Five years latter  (2024) latter among the five finalists of SHETH FOUNDATION/JOURNAL OF MARKETING AWARD
(Journal of Marketing) (2024)

Excellent Service Award 2021 Global Fashion Management Conference at Seoul-2021 KSMS International Conference
for the Uncompromising Service as a Conference Co-Chair (2021)

Best Reviewer Award by Psychology and Marketing for the year 2021 in recognition of an outstanding contribution to
the quality of the journal (2021)

Top peer reviewer 2019: ecnomics and business Publons Web of Science group (2019)

Top peer reviewer 2019: cross-field Publons Web of Science group (2019)

Prémio de melhor paper na conferência 2019 Global Fashion Management GAMMA (2019)

Outstanding contribution in reviewing to the quality of the journal for Journal of Destination Marketing &amp;
Management since 2017 (2018)

Outstanding contribution in reviewing to the quality of the journal for Journal of Business Research 2018 (2018)

Outstanding contribution in reviewing to the quality of the journal for Electronic Commerce Research and Applications
2018 (2018)
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Prémio Científico do ISCTE-IUL 2018 (2018)

Outstanding contribution in reviewing to the quality of the journal for Journal of Hospitality and Tourism Management
since 2017. (2018)

Highly Commended paper Award para o artigo: “Wine prestige and experience in enhancing relationship quality and
outcomes ” published in International Journal of Wine Business Research, selected by the editorial team as Highly
Commended in the 2018 Emerald Literati Awards (2018)

Outstanding contribution in reviewing to the quality of the journal for Journal of Reatiling and Consumer Services 2018.
(2018)

Certificate reviewer Awarded since December 2011 (42 reviews) presented to Sandra Loureiro in recognition of the
review contributed to the journal Computers in Human Behavior (2018)

Certificate reviewer Awarded since January 2013 (18 reviews) presented to Sandra Loureiro in recognition of the review
contributed to the journal International Journal of Hospitality Management (2018)

Certificate reviewer Awarded since December 2012 presented to Sandra Loureiro in recognition of the review
contributed to the journal European Research on Management and Business Economics.  (2018)

Outstanding contribution in reviewing to the quality of the journal for Tourism Management 2018. (2018)

Best Paper Award TomiWorld 2017 for Marketing, Promotion &amp; Consumer Behavior to the paper “Clarifying
Customer Brand Engagement Boundaries: A Systematic Literature Review Approach” (2017)

Highly Commended paper in the 2017 Emerald Literati Network Awards for Excellence for paper 'Exploring behavioural
branding, brand love and brand co-creation' (2017)

Prémio Científico do ISCTE-IUL 2017 (2017)

JGSMS i-10 High Citation-Impact Award (2016)

Highly Commended paper Award 2016 9th EuroMed Conference and EuroMed Research Business Institute (EMRBI)
“Attachment in retailing sector: retailer own-brands or manufacturer brands?”. (2016)

Best Paper Award 2016- ICCMI 2016 “It is all about Exhibitionism! The fashion passionate desire of e-buyers” (2016)

Outstanding contribution in reviewing to the quality of the journal for Tourism Management  (2015)

Prémio Científico do ISCTE-IUL 2015 (2015)

Outstanding contribution in reviewing to the quality of the journal for International Journal of Hospitality Management
(2015)

Highly Commended paper Award 2014 (2014)

Prémio Científico do ISCTE-IUL 2014 (2014)

Best Paper Premier Award 2012 of the Global Marketing Conference (EMAC, ANZMAC, KSMS, Japan)  (2012)

Redes de Investigação

Nome da Rede de Investigação Papel do Representante Período

EuroMed Research Business Institute
(EMRBI)

member of scientific comission Desde 2010

GAMMA -Director of Portuguese
Marketing &amp; Management SBU of
GAMMA (Global Alliance of Marketing and
Management Associations)

Director of Portuguese Marketing &amp;
Management SBU of GAMMA (Global
Alliance of Marketing and Management
Associations)

Desde 2012
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AMA-American Marketing Association Faculty and researcher Desde 2024

Associações Profissionais

European Marketing Academy (EMAC) (Desde 2010)

Korean Academy of Marketing Science (KAMS) (Desde 2010)

EuroMed Academy of Business  (Desde 2009)

European Institute for Advanced in Management (EIASM) (Desde 2008)

Ordem dos Engenheiros (Desde 1992)

Organização/Coordenação de Eventos

Tipo de
Organização/Coordenação

Título do Evento Entidade
Organizadora

Ano

Membro de comissão científica
de evento científico

International conference ICMarkTech 2024 ISMAI, Universidade
dos Açores

2024

Membro de comissão científica
de evento científico

17th EuroMed Conference of the EuroMed
Academy of Business Research- Global
Business Transformation in a Turbulent Era

EuroMed 2024

Membro de comissão científica
de evento científico

GAMMA-Fashion Global Marketing
Conference 2024

Gamma 2024

Membro de comissão
organizadora de evento
científico

International Conference on Arts and
Cultural Management AIMAC

AIMAC-ISCTE 2024

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Seminar meet editors 2024: invitation of
Prof. Maike Andresen, John Cadogan, Mirella
Kleijnen, José Fernandes da Costa Oliveira
(April 2024)

Iscte-BRU 2024

Membro de comissão científica
de evento científico

Advisory and Scientific Committee of the
International conference ICMarkTech 2023

ISMAI 2023

Membro de comissão científica
de evento científico

16th EuroMed Conference of the EuroMed
Academy of Business Research- Business
Transformation in Uncertain Global
Environments

Academy of
Business Research

2023

Membro de comissão científica
de evento científico

GAMMA-Global Marketing Conference Gamma- Global
Alliance of
Marketing and
Management

2023

Membro de comissão científica
de evento científico

8th XR International conference-2023 XR-
Metaverse Conference

8th XR International
conference -IAITi

2023

Membro de comissão
organizadora de evento
científico

How to create value in tourism through AI
&amp; XR

NOVA -base
Universidade Nova
de Lisboa

2023

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Research Seminars associated with BRU-IUL:
invitation of Prof. Aaron Ahuvia (University of
Michigan) on March 2023

Iscte-Instituto
Universitário de
Lisboa

2023
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Membro de comissão científica
de evento científico

Advisory and Scientific Committee of the
International conference ICMarkTech 2022

ISMAI 2022

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

Colloquium- Covid 19:Social Inequity Virus Socius and BRU 2022

Membro de comissão científica
de evento científico

GAMMA-Global Marketing Conference Gamma- Global
Alliance of
Marketing and
Management

Desde
2022

Membro de comissão científica
de evento científico

American Marketing Association AMA Desde
2022

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Research Seminars associated with BRU-IUL:
invitation of Associated Prof. Linda Hollebeek
(Montpellier Business School, France) on July
2022

ISCTE-Instituto
Universitário de
Lisboa

2022

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

7th XR International conference 7th XR International
conference -IAITi

2022

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Research Seminars associated with BRU-IUL:
invitation of professors: Prof. Rajeev Batra
(Univrsity of Michigan- USA) on April 2022

ISCTE-Instituto
Universitário de
Lisboa

2022

Membro de comissão científica
de evento científico

Advisory and Scientific Committee of the
International conference ICMarkTech 2021

Ismai 2021

Membro de comissão científica
de evento científico

TechDiComM 2021 - Technological Strategies
on Digital Communication and Marketing, in
conjunction with the International
Conference on Advanced Research in
Technologies, Information, Innovation, and
Sustainability (ARTIIS 2021)

Polytechnic Institute
of Leiria, Portugal

2021

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Research Seminars associated with BRU-IUL:
invitation of professor Prof. Daniela Langaro
(Iscte-IUL), Prof. Enrique Bigné (Universidad
de Valencia), José Manuel Verissimo (ISEG-
Universidade de Lisboa)

ISCTE-Instituto
Universitário de
Lisboa

2021

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

Co-chair and organization of the 2021 Global
Fashion Management Conference

GAMMA-Korean
Academy of
Marketing Science
and ISCTE-Instituto
Universitário de
Lisboa

2021

Membro de comissão científica
de evento científico

INVTUR University of Aveiro 2021

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

ARVR2020: 6th International AR and VR
Conference

ISCTE-Instituto
Universitário de
Lisboa

2020

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

2020 GAMMA-2020 Global Marketing
Conference-TRACK CHAIR and speaker

GAMMA-Korean
Academy of
Marketing Science

2020

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Research Seminars associated to BRU-IUL:
invitation of professor Timothy Jung- The
future of AR and VR research

ISCTE-Instituto
Universitário de
Lisboa

2020

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

ICMarkTech´20 - International Conference
on Marketing and Technologies

ISCTE-Instituto
Universitário de
Lisboa

2020
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Membro de comissão científica
de evento científico

TechnologiesICMarktech'19 – International
Conference on Marketing and Technologies

ISMAI 2019

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Organization of International seminar on
“Cutting Edge Issues in Marketing Research
by Journal Editors”.

ISCTE-Instituto
Universitário de
Lisboa

2019

Membro de comissão científica
de evento científico

THE 12TH ANNUAL EUROMED ACADEMY OF
BUSINESS  CONFERENCE

EMRBI BUSINESS
CONFERENCE

2019

Membro de comissão
organizadora de evento
científico

Lab III: AR (Augmented Reality) &amp; VR
(Virtual Reality) implications for Management

EURAM-ISCTE 2019

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

2019 GAMMA-2019 Global Fashion
Management Conference-TRACK CHAIR

GAMMA-Korean
Academy of
Marketing Science

2019

Membro de comissão científica
de evento científico

15th China-Europe International Symposium
on Software Engineering Education

NOVA University 2019

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Research Seminars associated to BRU-IUL:
invitation of professors Philipp Rauschnabe
(full professor at Universität der Bundeswehr
München) and  Prof. Ana Maria Costa Soares
(assistant professor Universidade do Minho)
in May 10, 2019

ISCTE-Instituto
Universitário de
Lisboa

2019

Membro de comissão
organizadora de evento
científico

Research Seminars associated to BRU-IUL:
invitation of professors for two days: Prof.
António Azevedo (assistant professor at
University Minho, Prof. João Guerreiro
(Asistant professor at ISCTE) in April, 24, 2019

ISCTE-Instituto
Universitário de
Lisboa

2019

Coordenação geral de evento
científico (com comissão
científica) no ISCTE-IUL

Seminários de investugação PhD Tourism
Management, doctoral days: Prof. Eduardo
Moraes Sarmento

ISCTE-IUL 2018

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

11th EuroMed Conference of the EuroMed
Academy of Business Research-Research
Advancements in National and Global
Business Theory and Practice

Academy of
Business Research

2018

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

2018 Global Marketing Conference-GAMMA-
TRACK CHAIR

Korean Academy of
Marketing Science

2018

Membro de comissão
organizadora de evento
científico

Seminário de investigação associado à BRU-
IUL: invitation of professors, such as Prof.
Avichai Shuv-Ami (Associate Professor in the
Department of Marketing, School of Business
Administration, Peres Academic Center in
Israel) and Prof. Victoria Bellou (Associate
Professor in the Department of Economics,
University of Thessaly in Greece, and is a
member at the Greek Open University)

ISCTE-IUL 2018

Membro de comissão
organizadora de evento não
científico

Abertura de PhD Tourism Management ISCTE-IUL 2017

Membro de comissão
organizadora de evento
científico

Seminários de investigação: Prof. Hans
Ruedinger Kaufmann (University of Nicosia)

ISCTE-IUL 2017

Membro de comissão científica
de evento científico

Seminários de investigação e master in
marketing:invitation of professors, Prof. Tony
Apéria (Stockholm University)

ISCTE-IUL 2017 -
2018
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Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

10th EuroMed Conference of the EuroMed
Academy of Business Research-GLOBAL AND
NATIONAL BUSINESS THEORIES AND
PRACTICE: BRIDGING THE PAST WITH THE
FUTURE

Academy of
Business Research

2017

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

2017 Global Fashion Management
Conference

Korean Academy of
Marketing Science

2017

Membro de comissão científica
de evento científico

INVTUR University of Aveiro 2017

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

9th EuroMed Conference of the EuroMed
Academy of Business Research- innovation,
entrepreneurship and Digital Ecosystems

Academy of
Business Research

2016

Membro de comissão
organizadora de evento
científico

Tourism & Ageing Conference ISCTE-IUL 2016

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

GAMMA-Global Marketing conference Korean Academy of
Marketing Science

2016

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

8th EuroMed Conference of the EuroMed
Academy of Business Research- Confronting
Contemporary Business

Academy of
Business Research

2015

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

GAMMA-Global Marketing conference Korean Academy of
Marketing Science

2015

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

7th EuroMed Conference of the EuroMed
Academy of Business Research- Confronting
Contemporary Business

Academy of
Business Research

2014

Membro de comissão científica
de evento científico

INVTUR University of Aveiro 2014

Membro de comissão científica
de evento científico

ORTE Conference-International Conference
on Rural Tourism- Re-inventing rural tourism
and the rural

University of Aveiro 2013

Coordenação geral de evento
científico (com comissão
científica) fora do ISCTE-IUL

6th EuroMed Conference of the EuroMed
Academy of Business Research- Confronting
Contemporary Business

Academy of
Business Research

2013

Membro de comissão científica
de evento científico

INVTUR University of Aveiro 2012

Actividades de Difusão

Tipo de Actividade Título do Evento Descrição da Actividade Ano

Comunicação/Conferência
em encontro público de
difusão para a sociedade

 Project meeting in Albania: Resseting Public presentation Platform
resetlytics in the project
meeting in Albania

2024

Comunicação/Conferência
em encontro público de
difusão para a sociedade

Presentation Project Resetting
Terragona

Public presentation Platform
resetlytics in the project
meeting with SMEs in
Tarragona

2024
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Comunicação/Conferência
em encontro público de
difusão para a sociedade

Interview to DINHEIRO VIVO- Empresas
30 June 2021

A "coolness" é um das
jogadas em que as marcas
devem investir para cativar e
fidelizar audiência

2021

Comunicação/Conferência
em encontro público de
difusão para a sociedade

Zoom Webinar interview for University
of São Paulo November 12, 2021

Zoom Webinar interview for
University of São Paulo:
Marcas cool

2021

Comunicação/Conferência
em encontro público de
difusão para a sociedade

Interview JETV "Fast Talk" Journal
Económico on Branding with Journalist
José Varela Rodrigues

Interview JETV "Fast Talk"
Journal Económico on
Branding with Journalist José
Varela Rodrigues

2021

Comunicação/Conferência
em encontro público de
difusão para a sociedade

Magazine Briefing AGOSTO 2021 AS MARCAS COOL MUDAM
COM O TEMPO

2021

Comunicação/Conferência
em encontro público de
difusão para a sociedade

marcas Cool @ Público O que torna uma marca cool?
“A irreverência, a
transgressão, o fugir à
norma"

2021

Actividades de Edição/Revisão Científica

Tipo de Actividade Título da Revista ISSN/Quartil Perío
do

Língua

Membro de equipa
editorial de revista

Tourism Review 1660-5373 / Q1
(T5)

Desde
2024

Inglês

Membro de equipa
editorial de revista

International Journal of
Contemporary Hospitality
Management

0959-6119 / Q1
(T5)

Desde
2024

Inglês

Membro de equipa
editorial de revista

Current Issues in Tourism 1368-3500 / Q1
(T5)

Desde
2022

Inglês

Membro de equipa
editorial de revista

Journal of Service Theory and
Practice

2055-6225 / Q1 Desde
2022

Inglês

Membro de equipa
editorial de revista

Spanish Journal of Marketing 2444-9709 / Q1 Desde
2021

Inglês

Membro de equipa
editorial de revista

The Service Industries Journal 0264-2069 / Q1 Desde
2021

Inglês

Membro de equipa
editorial de revista

International Journal of consumer
Studies

1470-6431 / Q2 Desde
2021

Inglês

Membro de equipa
editorial de revista

Frontiers in Psychology 1664-1078 / Q1 Desde
2021

Inglês

Membro de equipa
editorial de revista

International journal of hospitality
management

0278-4319 / Q1
(T5)

Desde
2020

Inglês

Membro de equipa
editorial de revista

International Journal of Internet
Marketing and Advertising

1741-8100 / Q3 Desde
2019

Inglês

Membro de equipa
editorial de revista

Journal of creative communications 0973-2594 / Q2 Desde
2019

Inglês

Membro de equipa
editorial de revista

The Journal of High Technology
Management Research

1047-8310 / Q2 Desde
2019

Inglês
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Membro de equipa
editorial de revista

Clothing and textiles research
Journal

0887-302X / Q1 Desde
2019

Inglês

Membro de equipa
editorial de revista

Journal of promotion management 1049-6491 / Q2 Desde
2017

Inglês

Produtos

Tipo de Produto Título do Produto Descrição Detalhada Ano

Outros Produtos  IMOM REGISTRATION IMOM-scale
to measure the level of
internationalization and
market orientation of an
organization. No. 628/2009,
No. 733/2009 Registration,
Legal 515/2009/DPI/RO on
02/10/2009

2009
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