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This review delves into the multifaceted nature of advertisement effectiveness, exploring various 
methodologies and metrics used to evaluate the impact of advertising campaigns. It highlights key 
considerations for researchers and marketers seeking to optimize their strategies and provides a 
research agenda for future investigations into the evolving landscape of advertising and its influence 
on consumer behavior.

These documents can guide you in writing your own thesis or research proposal.

Welcome, and thank you for your visit.
We provide the document Evaluating Ad Campaigns Impact you have been searching 
for.
It is available to download easily and free of charge.

This document remains one of the most requested materials in digital libraries online.
By reaching us, you have gained a rare advantage.
The full version of Evaluating Ad Campaigns Impact is available here, free of charge.

Effective Advertising

Understanding Effective Advertising: How, When, and Why Advertising Works reviews and summarizes 
an extensive body of research on advertising effectiveness. In particular, it summarizes what we know 
today on when, how, and why advertising works. The primary focus of the book is on the instantaneous 
and carryover effects of advertising on consumer choice, sales, and market share. In addition, the 
book reviews research on the rich variety of ad appeals, and suggests which appeals work, and when, 
how, and why they work. The first comprehensive book on advertising effectiveness, Understanding 
Effective Advertising reviews over 50 years of research in the fields of advertising, marketing, consumer 
behavior, and psychology. It covers all aspects of advertising and its effect on sales, including sales 
elasticity, carryover effects, content effects, and effects of frequency. Author Gerard J. Tellis distills three 
decades of academic and professional experience into one volume that successfully dismisses many 
popular myths about advertising.

Measuring Advertising Effectiveness

This volume includes edited and revised versions of the papers delivered and discussed at the 
recent Advertising and Consumer Psychology Conference. Following the theme of the conference 
-- "Measuring Advertising Effectiveness" -- the book blends academic psychology, marketing theory, 
survey methodology, and practical experience, while simultaneously addressing the problems and 
limitations of advertising. Acknowledging that advertisements are subtle, diverse, complex phenomena 
that require detailed investigation, this compilation explores the multidimensional nature of advertising's 
diverse effects from both academic and applied perspectives. Updates on theories and methods -- 
along with expert commentaries -- help to make this a valuable collection that will be of interest to 
advertising and marketing specialists and communications experts alike.

Advertising Effectiveness Bibliography

This book addresses the rapidly changing Business-to-Business (B2B) marketing communication 
landscape, in particular the shrinking of marketing budgets and the increasing demand for measurable 
results. Despite the rapid drop of print media usage, the authors suggest the need for increased 
accountability for the use of advertising media and highlight ways to boost effectiveness. The book 
provides a robust analysis of the current B2B environment along with a research-informed illustration 
of the future. Aiming to fill a gap in existing literature and offer new research findings, this study offers a 
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comprehensive guide to assist practitioners in decision-making and a stimulating analysis of the B2B 
marketing communications landscape which will be of great interest to academics of marketing and 
communications.

Advertising Effectiveness

Focusing on a range of advertising formats, this book provides international state-of-the-art research 
inter alia on the fast evolving and increasingly complex advertising landscape that raises a number 
of challenges for advertisers. Further research is needed to guide choices regarding ad content and 
execution, media placement, social networks, and campaign effectiveness. Advances in Advertising 
Research are published by the European Advertising Academy (EAA). This volume is a selective 
collection of research presented at the 14th International Conference in Advertising (ICORIA), which 
was held in London (UK) in July 2015. The conference gathered more than 150 participants from various 
countries from nearly all continents, including Europe, North and South America, Asia, and Australia.

Measuring Advertising Effectiveness

This book provides insights into the inspiring and multifaceted field of advertising research, which is 
confronted with challenges regarding ad content and execution, media placement, as well as online 
and social media. Distinguishing between digital, classic, subtle, and alternative advertising formats, 
renowned scholars from around the globe contribute state-of-the-art research on these issues in 30 
chapters. Advances in Advertising Research are published by the European Advertising Academy 
(EAA). This volume is a compilation of research presented at the 13th International Conference in 
Advertising (ICORIA), which was held in Amsterdam (The Netherlands) in June 2014. The conference 
gathered around 150 participants from diverse countries from Europe, North-America, Asia, and 
Australia.

Business-to-Business Marketing Communications

This book is designed to familiarise readers with a wide range of managerial issues faced by modern 
advertising strategies in planning, implementing, and controlling the advertising efforts of various 
enterprises. It contains numerous examples of successful advertising images alongside accompanying 
commentary to illustrate just what goes into making an effective advertisement. The positive role 
played by advertising in the market process has been largely ignored by academic economists. It is 
only recently, since the modern economic revolution, that economists have realized the benefits of 
advertising and have joined the research agenda developed by researchers in marketing and other 
business fields. Consumer Behaviour (CB) intended for students of MBA specializing in marketing, 
undertakes detailed discussions to explain and analyse behaviour of Indian consumers, and strategies 
used by marketers to deal with them. Marketers need to understand the buying behaviour of consumers 
while designing their advertisements for the desired impact. Advertisements play an essential role 
in creating an image of a product in the minds of consumers. Advertisements must be catchy and 
communicate relevant information to consumers. Understanding the needs of the consumer is really 
important when it comes to creating the right advertisement for the right audience. Remember it is 
only through advertisements; individuals are able to connect with your brand. This book provides an 
excellent introduction to the topic of how reasons and emotions combine to shape the consumption 
experience by influencing the analytic, hedonic, social, moral and even reptilian aspects of the human 
condition in the marketplace. Thus the material presented here would be of interest as well as of great 
use to the students, teachers and professionals in the field.

Advances in Advertising Research (Vol. VII)

This book is a compendium of papers presented in the International Conference on Emerging Global 
Economic Situation: Impact on Trade and Agribusiness in India. The book covers thirty four papers 
covering the emerging trends in global management and information technology. This book will be very 
useful for all those are interested in issues related to global management and information technology.

Advances in Advertising Research (Vol. VI)

This book edited by Prof. Dr. Uday Salunkhe, Dr. V. Kumar, Prof. Dr. D.N. Murthy, and Bharath Rajan 
brings together critical and up to date analysis by more than 30 experts on business and management 
research in India. The editors offer a scoping review management research in the Indian context and 



reflect on ways in which this strand of research can help better understanding and solving business and 
societal challenges. Herein, twelve chapters presented in the volume collectively illustrate the emerging 
research insights for business and society as seen from the perspective of India. Along with some key 
insights identified, authors also explore possible avenues for future research in three key areas, namely, 
diversity and inclusion, employee engagement, and the implementation of sustainable practices. Con-
tents: CHAPTER 1 MANAGEMENT RESEARCH IN INDIA: NEWER INSIGHTS. 13 Bharath Rajan and 
V. Kumar CHAPTER 2 THE CHANGING PROGRAMMATIC ADVERTISING ECOSYSTEM IN INDIA 25 
D. Narasimha Murthy and Fathima Raj Kilimas CHAPTER 3 CAN ASSORTMENT AND CUSTOMER 
SERVICE BE DETERMINANTS OF CUSTOMER LOYALTY? AN EMPIRICAL STUDY OF THE ONLINE 
GROCERY INDUSTRY 49 Malabika Purkayastha and Chandra Sen Mazumdar CHAPTER 4 AN 
ANALYSIS OF GEN Z'S PERCEPTIONS OF TECHNOLOGY-BASED GIG JOBS 69 Asha Mathew, 
Ishani Chakraborty, and Rajakumar Alagar CHAPTER 5 UNDERSTANDING CREATIVITY: A STUDY 
OF THE INDIVIDUAL TRAITS OF NOBEL LAUREATES AND THEIR ECOSYSTEMS AND THE 
IMPLICATIONS ON CORPORATE INNOVATION.. 87 Kaustubh Dhargalkar CHAPTER 6 COGNITIVE 
BIASES THAT INFLUENCE AND IMPACT THE DECISION-MAKING OF INVESTORS. 113 Arnita Sur 
, Joseph Durai Selvam , Nagendra BV, and Ganesh. L CHAPTER 7 EXPLORING THE ROLE OF 
SOCIAL MEDIA INFLUENCERS IN SHAPING TOURIST MOTIVATION FOR RURAL TOURISM... 143 
Mahalakshmi S and Bharath. H CHAPTER 8 IMPACT OF CHATGPT ON THE SERVICE SECTOR 
AND STUDENTS IN INDIA 159 Manushree NK Shah and Kamini Khanna CHAPTER 9 INFLUENCE 
OF TECHNOLOGICAL INNOVATIONS ON COMPANIES’ MARKETING STRATEGIES. 171 Vijaya 
Kumar Bhima Rao, Dakshina Murthy, Kiran. G, and Madhava Murthy CHAPTER 10 STOCHASTIC 
FRONTIER PRODUCTION FUNCTION OF MINOR MILLETS FOR SUSTAINABLE AGRICULTURE IN 
MAHARASHTRA DISTRICTS. 197 Vandana Panwar, Sujitsinh Subhash Dubal, and Deepak Gajanan 
Deshmukh CHAPTER 11 CLUSTERING OF STATES AND UNION TERRITORIES IN INDIA BASED 
ON CYBERCRIMES 231 Manas Shrivastav, Muthulakshmi Subramanian, Tejaswi Harsh, Vanee Sub-
ramanian, Ankit Ajay, Rijan Gaha, Nagendra BV, Joseph Durai Selvam, and Ganesh. L CHAPTER 
12 EXPLORING THE GENDER GAP IN VOTER TURNOUT IN THE 2022 GUJARAT ASSEMBLY 
ELECTION.. 263 Ashutosh Dutt, Ashima Mahto, and Aditya Basu CHAPTER 13 GREEN BANKING: 
INITIATIVES BY THE INDIAN BANKING SYSTEM TOWARDS A SUSTAINABLE FUTURE.. 283 Aniket 
Subhash Sakhare, Jinal Mukesh Soni, and Shubham Pradip Badgujar

Consumer Behaviour and Advertising Management

2In this era of 2snackable2 content which satisfies only in the moment, it2s great to have a comprehensive 
Advertising Handbook which one can consult repeatedly. The references are comprehensive and the 
Handbook opens up many key areas for practitioners2 - Hamish Pringle, Director General, IPA 2Finally, 
a Handbook of Advertising that brings the field up-to-date. I am impressed with its comprehensive 
coverage of topics and the distinguished specialists who have shared their key findings with us2 - 
Philip Kotler, Kellogg School of Management 2When trying to make sense of the mystifying world 
of advertising, academics and practitioners often seem to inhabit separate universes. Not in this 
Handbook. For once, the best brains from each side genuinely collude – with constructive results. 
Wise agencies will read it before their clients do2 - Sir Martin Sorrell, CEO, WPP 2This mighty tome 
brings together a vast range of views of advertising based on deep experience and scholarship. 
For practitioners and academics alike, it will be a voyage of discovery and enlightenment2 - Lord 
(Maurice) Saatchi, Chairman, M&C Saatchi 2This magnificent volume captures all we need to know 
about how advertising works and its context2 - Baroness (Peta) Buscombe, Director General, Advertising 
Association, London Advertising is a field that has attracted a great deal of academic attention, but to 
date there has been no summarising of the state of the art of research. This far reaching and scholarly 
Handbook is edited by two highly respected and trusted thinkers in the field and includes contributions 
from leading academics based in both the UK and the USA. Tim Ambler and Gerald J Tellis archive 
their aim of setting advertising and the theory that underpins it in its historical and societal context, 
show-casing the most significant advertising research questions of our time and pointing readers in 
the direction of future avenues for fruitful investigation. The SAGE Handbook of Advertising would be 
a welcome addition to any marketing academics bookshelf.

Emerging Trends in Global Management and Information Technology

John Philip Jones, bestselling author of What's in a Name? and When Ads Work, has edited an 
authoritative handbook of research procedures that determine effective advertising. All participants in 
the advertising process - clients, media and agencies - are fully represented in this volume. Chapter 



authors reflect a global mix of academic and professional backgrounds and include: Leo Bogart, 
Andrew Ehrenberg, Simon Broadbent, Herbert Krugman, and the Editor John Philip Jones. Most 
chapters have been specifically written for this volume and are complemented by a few adaptations of 
classic articles.

Emergent Research on Business and Society: An India-Centric Perspective

Advertising Theory provides detailed and current explorations of key theories in the advertising 
discipline. The volume gives a working knowledge of the primary theoretical approaches of advertising, 
offering a comprehensive synthesis of the vast literature in the area. Editors Shelly Rodgers and 
Esther Thorson have developed this volume as a forum in which to compare, contrast, and evaluate 
advertising theories in a comprehensive and structured presentation. With new chapters on forms 
of advertising, theories, and concepts, and an emphasis on the role of new technology, this new 
edition is uniquely positioned to provide detailed overviews of advertising theory. Utilizing McGuire’s 
persuasion matrix as the structural model for each chapter, the text offers a wider lens through which 
to view the phenomenon of advertising as it operates within various environments. Within each area of 
advertising theory—and across advertising contexts—both traditional and non-traditional approaches 
are addressed, including electronic word-of-mouth advertising, user-generated advertising, and social 
media advertising contexts. This new edition includes a balance of theory and practice that will help 
provide a working knowledge of the primary theoretical approaches and will help readers synthesize the 
vast literature on advertising with the in-depth understanding of practical case studies and examples 
within every chapter. It also looks at mobile advertising in a broader context beyond the classroom 
and explores new areas such as native advertising, political advertising, mobile advertising, and digital 
video gaming.

The SAGE Handbook of Advertising

This volume is a compilation of research presented at the 19th International Conference in Advertising 
(ICORIA), held in Bordeaux (France) in June 2021. Renowned scholars from around the globe share 
their knowledge and contribute to state-of-the-art research on advertising research. This volume is 
intended to academic, professional and student readership. About the Editors Alexandra Vignolles is 
Associate Professor of Marketing at INSEEC Bordeaux and currently Dean of Academic Affairs at 
INSEEC MSc & MBA. Her research addresses consumer behavior, nostalgia and retrobranding. She 
has published in high-ranked journals. Martin K. J. Waiguny is Professor of Consumer Behaviour and 
Marketing at the IMC University of Applied Sciences Krems and currently the Academic Head of the 
university. His research addresses mainly our behaviour with new media like games, social media, and 
other entertainment formats. Furthermore, he researches children's consumer behaviour. The Journal 
of Advertising, Media psychology, Young Consumers, Australasian Marketing Journal among others 
are outlets where this research is published.

How Advertising Works

This book addresses challenges in research and management pertaining to the media, contents, and 
audiences in our current era of (dis)engagement. These challenges relate to the evidence pointing to 
increasing/decreasing interactions between actors in social, cultural, and economic systems. Advances 
in Advertising Research are published by the European Advertising Academy (EAA). This volume 
is a selective collection of research presented at the 15th International Conference in Advertising 
(ICORIA) which was held in Ljubljana (Slovenia) in July 2016. The conference gathered more than 
130 participants from various countries from nearly all continents.



Advertising Theory

Robert East presents evidence on successful advertising campaigns where the brand benefits from 
more sales and higher prices, and he describes how good advertising can sometimes reduce the cost 
of doing business. The question of repeated exposure is examined: do sales initially gather pace with 
additional ad exposures, or do the gains get less and less after the first exposure? New evidence on 
this issue is assessed. The focus then moves to a model of ad response that covers the evidence 
on repeated ad exposure and explains how advertising may work over both short-term and long-term 
periods. The processes that could produce the long-term effect are discussed and new evidence is 
presented on the function of word of mouth. There is a chapter on the psychological processes that 
are used to explain ad effect and brief sections on the point of purchase and online advertising.

Successful Advertising Research Methods

Today, new media enter our lives faster than ever before. This volume provides a complete, 
state-of-the-art overview of the newest media technologies and how they can be used in marketing 
communications - essential information for any organization that wants to maintain an effective 
advertising program, as well as for experts and students in the fields of advertising and mass com-
munications. Advertising, Promotion, and New Media offers crucial insights on the use of cutting-edge 
techniques including 3-D advertising, mobile advertising, advergames, interactivity, and netvertising 
images, as well as more familiar Internet advertising formats such as banner ads and pop-ups. It also 
discusses such important topics as how to select online affiliates, and how to assess the effectiveness 
of new media advertising and compare it with traditional formats. Throughout the book, the chapter 
authors offer up-to-date information and thought provoking ideas on emerging technology and how it 
can be used effectively for advertising and promotion in the future.

Advances in Advertising Research (Vol. XII)

Social media has redefined the way marketers communicate with their customers, giving consumers an 
advantage that they did not have previously. However, recent issues in online communication platforms 
have increased the challenges faced by marketers in developing and retaining their customers. Practi-
tioners need to develop effective marketing communication programs that incorporate the meaningful 
forms of sociality into a customer-driven marketing program. Leveraging Computer-Mediated Marketing 
Environments discusses the nature of heightened interaction between marketers and consumers in the 
evolving technological environments, particularly on the central nature of online communities and other 
emerging technologies on dialogic engagement. Additionally, it aims to examine the relevant roles of 
online communities and emerging technologies in creating and retaining customers through effective 
dialogue management. Highlighting brand strategy, e-services, and web analytics, it is designed for 
marketers, brand managers, business managers, academicians, and students.

Advances in Advertising Research VIII

This book addresses challenges and opportunities in research and management related to new ad-
vertising and consumer practices in a converging media society. It specifically relates to the increasing 
power of consumers in the (digital) marketing process and discusses the challenges this may bring to 
advertisers. Advances in Advertising Research are published by the European Advertising Academy 
(EAA). This volume is a selective collection of research presented at the 16th International Conference 
in Advertising (ICORIA) which was held in Ghent (Belgium) in June 2017. The conference gathered 
more than 160 participants from over 30 countries all over the world.

The Effect of Advertising and Display

This book introduces the concepts, perspectives, and importance of integrated marketing communica-
tion (IMC). It presents the history of Indian advertising, the strategic importance of IMC, and a discus-
sion on social and cultural factors that enhance the effectiveness of marketing communication. Attuned 
to an evolving, Internet-driven, social media–connected world, the book covers all the important forms 
of communications used by business organizations, touching upon key areas, from marketing plans, 
branding, positioning, and creative briefs to copywriting, design. It takes the readers through the 
varied strands of IMC, including advertising, public relations, direct marketing, and sales promotion. 
The volume also presents considerations for each major media format with an aim of sending their 
messages to the end consumer. This volume will be an invaluable resource for students, scholars, and 



marketing professionals as it covers a wide range of topics like communication strategies, advertising, 
marketing, brand management, media studies, and public relations.

Advertising, Promotion, and New Media

Digital Advertising offers a detailed and current overview of the field that draws on current research 
and practice by introducing key concepts, models, theories, evaluation practices, conflicts, and issues. 
With a balance of theory and practice, this book helps provide the tools to evaluate and understand the 
effects of digital advertising and promotions campaigns. New to this edition is discussion of big data 
analysis, privacy issues, and social media, as well as thought pieces by leading industry practitioners. 
This book is ideal for graduate and upper-level undergraduate students, as well as academics and 
practitioners.

Leveraging Computer-Mediated Marketing Environments

As competition between companies increases, the need for effective public relations and advertising 
campaigns becomes imperative to the success of the business. However, with the introduction of 
new media, the nature of these campaigns has changed. Today’s consumers have more awareness 
and diversified ways to obtain knowledge, and through new media, they can provide feedback. An 
understanding of how to utilize new media to promote and sustain the reputation of an organization 
is vital for its continued success. The Handbook of Research on New Media Applications in Public 
Relations and Advertising is a pivotal reference source that provides vital research on the application of 
new media tools for running successful public relations and advertising campaigns. While highlighting 
topics such as digital advertising, online behavior, and social networking, this book is ideally designed 
for public relations officers, advertisers, marketers, brand managers, communication directors, social 
media managers, IT consultants, researchers, academicians, students, and industry practitioners.

Advances in Advertising Research IX

Social media has become an integral part of society as social networking has become a main form 
of communication and human interaction. To stay relevant, businesses have adopted social media 
tactics to interact with consumers, conduct business, and remain competitive. Social technologies have 
reached a vital point in the business world, being essential in strategic decision-making processes, 
building relationships with consumers, marketing and branding efforts, and other important areas. 
While social media continues to gain importance in modern society, it is essential to determine how 
it functions in contemporary business. The Research Anthology on Strategies for Using Social Media 
as a Service and Tool in Business provides updated information on how businesses are strategically 
using social media and explores the role of social media in keeping businesses competitive in the global 
economy. The chapters will discuss how social tools work, what services businesses are utilizing, both 
the benefits and challenges to how social media is changing the modern business atmosphere, and 
more. This book is essential for researchers, instructors, social media managers, business managers, 
students, executives, practitioners, industry professionals, social media analysts, and all audiences 
interested in how social media is being used in modern businesses as both a service and integral tool.

Integrated Advertising, Promotion, and Marketing

Social media pervades people’s awareness and everyday lives while also influencing societal and 
cultural patterns. In response to the social media age, advertising agents are creating new strategies 
that best suit changing consumer relationships. The Handbook of Research on Effective Advertising 
Strategies in the Social Media Age focuses on the radically evolving field of advertising within the new 
media environment. Covering new strategies, structural transformation of media, and changing adver-
tising ethics, this book is a timely publication for policymakers, government officials, academicians, 
researchers, and school practitioners interested in furthering their research exposure and analyzing 
the rapidly evolving advertising sector and its reflection on social media.

Department of Defense appropriations for fiscal year 1978

This new edition updates and expands the scholarship of the 1st edition, examining media effects in

Digital Advertising



"Many media users feel as if they are engaging in an interaction or have a personal relationship 
with people they see in the media. These psychological experiences, that are collectively referred to 
as parasocial experiences (PSEs). This Handbook offers a thorough synthesis of the fast-growing, 
international, and multi-disciplinary research of PSEs, celebrating the field's accomplishments to date 
but also outlining a blueprint for future growth. The book is organized in six sections covering: (1) 
theoretical, conceptual, and operational definitions of PSEs; (2) theoretical models and state-of-the-art 
review of research on PSEs across the lifespan; (3) the effects of PSEs on media users' self and their 
social life (e.g., intergroup relationships, marginalized sexual groups); (3) the effects of PSEs in various 
contexts such as health, politics, and marketing; and (4) identifying understudied areas of research that 
call for further investigation (comparative cross-cultural research, marginalized racial/ethnic identities, 
non-amicable PSRs). In addition to a thorough synthesis of the literature, the handbook identifies 
several critical theoretical questions that the PSEs research faces today. Across the thematic chapters, 
the authors debate several overarching critical theoretical issues in PSEs research, such as the 
boundaries between parasocial and social phenomena and the distinctions between PSEs and other 
forms of involvement with media. The book also includes a hands-on methodological chapter that 
provides detailed information about measurement and manipulation of PSEs"--

Handbook of Research on New Media Applications in Public Relations and Advertising

The unique contribution of Cracking the Code is its spotlight on how the knowledge of consumer 
psychology principles can be used to improve managerial decision making and organizational perfor-
mance. Research on consumer behavior typically has a narrow focus and does not offer reliable and 
practical direction for marketers. Taken collectively, however, the conclusions of research streams can 
provide valuable information from which managers can base their decisions. The contributing authors 
of Cracking the Code offer a set of rules for managerial action that has been distilled from reviews of 
research areas in which they are experts. The book contains systematic, prescriptive advice based on 
state-of-the-art knowledge from multiple research lines regarding how consumers think and choose. 
The chapters cover fundamental topics such as new product management, marketing mix strategy, 
marketing communications and advertising, social media, and experiential marketing.

Research Anthology on Strategies for Using Social Media as a Service and Tool in Business

His book also covers the details of evaluating the effectiveness of competing advertising media and 
ways to do useful advertising-to-sales conversion studies, within budget and in a timely manner. Well 
illustrated with tables and figures, and drawing upon important practical and academic research, Dr. 
Woodside's book will be essential reading for advertising, marketing, and sales executives and their 
colleagues in the academic community.

Handbook of Research on Effective Advertising Strategies in the Social Media Age

The European Journal of Tourism Research is an open-access academic journal in the field of tourism, 
published by Varna University of Management, Bulgaria. Its aim is to provide a platform for discussion 
of theoretical and empirical problems in tourism. Publications from all fields, connected with tourism 
such as tourism management, tourism marketing, tourism sociology, psychology in tourism, tourism 
geography, political sciences in tourism, mathematics, tourism statistics, tourism anthropology, culture 
and tourism, heritage and tourism, national identity and tourism, information technologies in tourism 
and others are invited. Empirical studies need to have either a European context or clearly stated 
implications for European tourism industry. The journal is open to all researchers. Young researchers 
and authors from Central and Eastern Europe are encouraged to submit their contributions. The journal 
is indexed in Scopus and Clarivate Analytics' Emerging Sources Citation Index. There are no charges 
for publication. The editorial team welcomes your submissions to the European Journal of Tourism 
Research.

Media Effects

The spread and use of screen-based devices have been steeply increasing with new types of 
screen-based devices such as tablets, e-readers, and screen-based wearable devices (e.g., Smartch-
watches) being introduced to the market. Moreover, traditional screen-based devices such as the 
television (TV) have been merged with Internet technologies. An industry particularly affected by this 
increasing use of screen-based devices is the media industry. For instance, consumers frequently 
use multiple screen-based devices in parallel, switching back and forth between devices. The key 



objective of this cumulative dissertation is to provide insights into the implications of multi-screen 
behavior for the media industry. More specifically, we analyze the effect of multi-screen behavior on 
media usage behavior and on the effectiveness of advertising placed in different media. We conduct 
empirical analyses to show how consumers' interaction with different screen-based devices influences 
substantive consumer behavior. The results of this dissertation contribute to previous research by (1) 
leading to a better understanding of the behavioral outcomes of multi-screen behavior, (2) providing 
knowledge about the mediation and moderation effects of multi-screen behavior on media usage 
and advertising effectiveness, and (3) applying novel research methodologies that contribute to the 
understanding of multi-screen behavior at the individual-level and in a more natural research setting.

The Oxford Handbook of Parasocial Experiences

Social media has become a key tool that businesses must utilize in all areas of their practices to 
build relationships with their customer base and promote their products. This technology is no longer 
optional as those who do not take advantage of the many benefits it offers continue to struggle with 
outdated practices. In order for businesses to flourish, further study on the advantages social media 
provides in the areas of marketing and developing consumer relationships is required. The Research 
Anthology on Social Media Advertising and Building Consumer Relationships considers best practices 
and strategies of utilizing social media successfully throughout various business fields to promote 
products, build relationships, and maintain relevancy. This book also discusses common pitfalls and 
challenges companies face as they attempt to create a name for themselves in the online world. 
Covering topics such as marketing, human aspects of business, and branding, this major reference 
work is crucial for managers, business owners, entrepreneurs, researchers, scholars, academicians, 
practitioners, instructors, and students.

Assessing the Effectiveness of Advertising

This 5-volume HCII-DUXU 2023 book set constitutes the refereed proceedings of the 12th Interna-
tional Conference on Design, User Experience, and Usability, DUXU 2023, held as part of the 24th 
International Conference, HCI International 2023, which took place in Copenhagen, Denmark, in July 
2023. A total of 1578 papers and 396 posters have been accepted for publication in the HCII 2023 
proceedings from a total of 7472 submissions. The papers included in this volume set were organized 
in topical sections as follows: Part I: Design methods, tools and practices; emotional and persuasive 
design; Part II: Design case studies; and creativity and design education; Part III: Evaluation methods 
and techniques; and usability, user experience and technology acceptance studies; Part IV: Designing 
learning experiences; and chatbots, conversational agents and robots: design and user experience; 
Part V: DUXU for cultural heritage; and DUXU for health and wellbeing.

Cracking the Code: Leveraging Consumer Psychology to Drive Profitability

Since the Snowden revelations, the adoption in May 2016 of the General Data Protection Regulation 
and several ground-breaking judgments of the Court of Justice of the European Union, data protection 
and privacy are high on the agenda of policymakers, industries and the legal research community. 
Against this backdrop, Data Protection and Privacy under Pressure sheds light on key developments 
where individuals’ rights to data protection and privacy are at stake. The book discusses the persistent 
transatlantic tensions around various EU-US data transfer mechanisms and EU jurisdiction claims 
over non-EU-based companies, both sparked by milestone court cases. Additionally, it scrutinises 
the expanding control or surveillance mechanisms and interconnection of databases in the areas of 
migration control, internal security and law enforcement, and oversight thereon. Finally, it explores 
current and future legal challenges related to big data and automated decision-making in the contexts 
of policing, pharmaceutics and advertising.

Measuring the Effectiveness of Image and Linkage Advertising

The advertising universe is changing rapidly. Communication technologies have given advertisers new 
platforms to communicate and promote their messages. This book provides conceptual overviews, 
literature reviews, research work, and developing viewpoints on the key issues, providing a valuable 
overview of insights into modern advertising practice.

European Journal of Tourism Research



Multi-Screen Behavior: Implications on Media Usage and Advertising Effectiveness
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