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speAKer’s bOx
l The evolution of 

Neuromarketing research
An overview—and the future—of 
neuro-marketing practices.
H. Stipp, ARF P120

THe “2x” MuLTipLier
l Measuring the Long-Term 

effects of TV Advertising
Single-source data grounds this 
controversial study.
L. A. Wood, Nielsen Catalina 
Solutions; D. F. Poltrack, CBS 
Corp. P123

iNDusTry MeNTAL MODeLs
l integrated Marketing 

communications:  
Why Does it Fail?
Divergence in mental models 
explains IMC dysfunction.
M. Ots, Jönköping International 
Business School, Sweden; G. 
Nyilasy, university of Melbourne, 
Australia P132

brAND equiTy
l The brand in the boardroom

Brand-valuation marketing 
principles reinvented.
J. Seddon, OgilvyReD  P146

sOciAL pLATFOrMs
l What Drives Advertising 

success on Facebook?
How “Likes” and other social-
network stimuli affect sales.
M. Brettel, RWTH Aachen 
university, Germany; J.-C. Reich, 
and J. M. Gavilanes, RWTH 
Aachen university/Boston 
Consulting Group; and T. C. 
Flatten, Tu Dortmund  P162

How reliable Are Neuromarketers’ Measures of Advertising effectiveness?
Data from Ongoing research Holds No common Truth among Vendors
D. Varan, Murdoch university/Audience Labs; A. Lang, Indiana university/The Media School; P. Barwise, London 
Business School; R. Weber, university of California, Santa Barbara; and S. Bellman, Murdoch university/Audience 
Labs, call for greater transparency and compare the validity of vendors’ neuro measures. P176

A psychophysiological Approach for Measuring response to Messaging
How consumers emotionally process Green Advertising 
M. Martínez-Fiestas, eSAN, Graduate School of Business, Peru; M. I. Viedma del Jesus, J. Sánchez-Fernández, 
and F. J. Montoro-Rios, university of Granada, explore types of message that effectively can provoke emotion 
leading to behavioral change. P192

Visual processing and Need for cognition can enhance event-sponsorship Outcomes 
How sporting event sponsorships benefit from the Way Attendees process Them
A study of personality variables in psychology reflecting consumer engagement—and the role of visual 
processing—with event sponsorship. A. G. Close, The university of Texas at Austin, R. Lacey, Xavier university; 
and T. Bettina Cornwell, university of Oregon P206

The power of Direct context as revealed by eye Tracking 
A Model Tracks relative Attention to competing editorial and promotional content
Direct context in magazines—and use of color—influence attention paid to advertising elements. e. G. Smit and 
S. C. Boerman, university of Amsterdam; and L. van Meurs, GfK P216
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Editor’s Desk
How Does Neuroscience
Work in Advertising? p112
G. Precourt

Numbers, Please
The Rise of the 
Digital Omnivore p115
G. Fulgoni, comScore, Inc.
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THE FUTURE BELONGS TO 
COMPANIES THAT THINK BIG.
We can help you every step of the way. To uncover the 
valuable insight. The major opportunity. The big idea.




