
The ARF’s flagship research journal since 1960

FACT SHEET

Read and Contribute to the Journal of Advertising Research (JAR)

• Acts as the research and development vehicle for professionals in all areas of
marketing including media, research, advertising and communications

• Provides a forum for authors—practitioners and academics—to share findings,
applications, new technologies and methodologies

• Facilitates translation of that knowledge to support the ARF’s original research

• 	Best Papers, Best Reviewers awarded annually

• Faculty and students at more than 5,000 universities in 127 countries

• Practitioners in the field of advertising and marketing research worldwide

• Published 4x/year by WARC (warc.com)

• “Digital First” individual articles offered online in advance of print

• September 2018: Sports Sponsorships
• December 2018: Digital Attribution
• March 2019: TV in the Digital Age
• June 2019: Segmentation & Targeting*
• September 2019: Neuromarketing
• December 2019: Social-Media Marketing
• March 2020: Creativity in Advertising

* Preview JAR June 2019 at http://bit.ly/JAR592

• Reflects a publication’s reliability and trustworthiness by comparing it to the full
universe of other academic journals

• Articles approved via rigorous editorial assessment and blind peer-review

A diverse audience

Available in print and online

Recent and Upcoming Issues

• Free of charge to ARF members and to JAR Editorial Board members

• Available to paying subscribers of both JAR and warc.com, including the world’s
largest advertising and media agencies, research companies, universities and
advertisers

Access

Ranked among top marketing and advertising research journals by 
Thomson Reuters

Journal of
Advertising
Research

For More Details
on contributing to

or accessing the JAR,
contact Managing Editor

Nanette Burns
(Nanette@thearf.org)

To subscribe to the JAR, visit
warc.com/jar or email

subscriptions@marston.co.uk

Editor’s Desk
What Do We Know about 
TV in the Digital Age?

Numbers, Please
Why Knowledge  
Gaps in Measurement 
Threaten the Value  
Of TV Advertising 
Artie Bulgrin

Speaker’s Box
The Relationship  
Between Fake News 
And Advertising:  
Brand Management  
In the Programmatic Era
Adam J. Mills, Christine Pitt,  

Sarah Lord Ferguson

Douglas C. West 
Advertising Creative 
Article 2019
Strategies for Creating 
Successful Soundless 
Video Ads:  
Speaking Volumes 
Through Silence
Colin Campbell, Erin Person

Impact of Media Context 
On Advertising Memory: 
A Meta-Analysis  
Of Ad Effectiveness
Eun Sook Kwon, Karen Whitehill King, 

Greg Nyilasy, Leonard N. Reid

Next
Coming in June 2019: 
What We Know  
About Segmenting  
And Targeting

TV in the Digital Age
Allocating Spending on Digital-Video Advertising
Nazrul I. Shaikh, Mahima Hada, Niva Shrestha

Revisiting the Relationship between Ad Frequency  
And Purchase Intentions
Jennifer Lee Burton, Jan Gollins, Linda E. McNeely, Danielle M. Walls

Television Consumption by Racial and Ethnic Audiences
J. P. James, Tyrha M. Lindsey-Warren

Converting People-Meter Data from Per-Minute  
To Per-Second Analysis
Lianlian Song, Peng Zhou, Geoffrey Tso, Hingpo Lo

Advertisements in DVR Time
Bob Kent, Buffy N. Mosley, David A. Schweidel

March 2019    |  Volume 59    |  Issue 1 

Jo
urnal o

f A
d

vertising
 R

esearch
T

V
 in the D

ig
ital A

g
e

M
arch 20

19
|

V
o

lum
e 59

|
Issue 1 




