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In other words, the faster the speech rate, the lower the information density needs to be.
Yet another compelling article involves audience niches and loyalty effects. “The Myth of Targeting Small, but Loyal Niche Audiences: Double-Jeopardy Effects in Digital-Media Consumption,”
by Harsh Taneja (University of Illinois at Urbana-Champaign;
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If you are not sure about the propriety of your manuscript for
the JAR, I welcome your inquiries. Please send an abstract to give
me an idea of what your research entails, and I will give you an
indication of its potential value for our readership. When in doubt,
it is always best to ask the editor.
As the Journal of Advertising Research continues to grow and
evolve, as always, I welcome your feedback.

