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	The Psychology of Entertainment Media: Blurring the Lines Between Entertainment and Persuasion, 9780805846416 (0805846417), Lawrence Erlbaum Associates, 2003
The Psychology of Entertainment Media provides a cutting-edge look at how entertainment media affects its viewers, both in intended and unintended ways, and the psychological processes that underlie these effects. The collection represents an international, multidisciplinary investigation of an age-old process--persuasion--in a relatively new guise, which includes product placements, brand films, television programs, and sponsorships. 

The collection covers three broad areas: 

	the potential effects of embedding promotions within entertainment media content; 
	the persuasive power of the entertainment media content itself; and
	individual differences in the interplay between media usage and media effects.



Contributions focus on a variety of topics, including product placement, subliminal perception, narrative impact, cultivation effects on consumers, and individual differences in media use. Virtually all the chapters speak to the issue of how entertainment media are processed, with the conclusion that media consumers do tend to process entertainment and promotional information differently.

Providing a broad perspective on how entertainment media may have an effect that goes largely unnoticed or unattended by consumers, this volume makes a substantial contribution toward creating a more knowledgeable field, as well as a more knowledgeable consumer. With its origins in the 21st Annual Advertising and Consumer Psychology Conference, the volume represents scholarship from prominent and emerging scholars in psychology, marketing, and communications. It is appropriate for advanced students and scholars in marketing, advertising, psychology, and mass communication; for research-focused practitioners working in marketing, advertising, and public policy; and for individuals interested in entertainment studies, consumer behavior, attitudes, persuasion, media studies, and consumer psychology.

About the Authors
Rashmi Adaval is Assistant Professor of Marketing at the Hong Kong University of Science and Technology. She is the author of several book chapters and journal articles and is the recipient of the 2002 Robert Ferber Award for the best dissertation-related article published in the Journal of Consumer Research. Her research interests include the role of affect in information processing, the impact of narrative-related information on judgments and decisions, and automaticity.

L. J. Shrum (PhD, University of Illinois) is Associate Professor of Marketing at the University of Texas-San Antonio. His research investigates the psychological processes underlying media effects, and particularly the role of media information in the construction of values, attitudes, and beliefs. His work has appeared in such journals as Journal of Consumer Research, Human Communication Research, Journal of Advertising, and Public Opinion Quarterly.
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Modeling Volcanic Processes: The Physics and Mathematics of VolcanismCambridge University Press, 2013

	Understanding the physical behavior of volcanoes is key to mitigating the hazards active volcanoes pose to the ever-increasing populations living nearby. The processes involved in volcanic eruptions are driven by a series of interlinked physical phenomena, and to fully understand these, volcanologists must employ various physics...


		

Intracranial Tumors: Diagnosis and TreatmentCRC Press, 2001

	Brain tumors have a longstanding reputation for being intractable to therapy, and with evidence suggesting that the incidence of some brain tumors is increasing, this has become the most feared cancer. However, with improvements in imaging technologies, radiation therapy and chemotherapy , as well as a greater knowledge of the genetic causes...


		

Rapid Graphs with Tableau 8: The Original Guide for the Accidental AnalystApress, 2013

	Tired of boring spreadsheets and data overload from confusing graphs? Master the art of visualization with Rapid Graphs with Tableau 8! Tableau insiders Stephen and Eileen McDaniel expertly provide a hands-on case study approach and more than 225 illustrations that will teach you how to quickly...





	

What Business Really Wants from IT: A Collaborative Guide for Business Directors and CIOs (Computer Weekly Professional)Butterworth-Heinemann, 2004
Tackles the mismatch of business expectations and IT activities     

       Business expectations of their IT departments are simple: Deliver IT without fuss, get involved in achieving business results, and provide leadership. But while business emphasis is on business results and leadership, IT is focused on the technology.
...

		

Strategic Marketing: In the Customer Driven OrganizationJohn Wiley & Sons, 2003
Marketing is the function within an organization that focuses directly on the customer. Strategic Marketing in the Customer Driven Organization places a unique emphasis on the reason for the existence of the firm -- to provide, communicate and deliver value to the customer. Through the use of many international examples,...

		

MCSA/MCSE Self-Paced Training Kit (Exam 70-291)Microsoft Press, 2006

	Welcome to MCSA/MCSE Self−Paced Training Kit (Exam 70−291): Implementing, Managing, and Maintaining a Microsoft Windows Server 2003 Network Infrastructure, Second Edition. This book prepares you for the 70-291 exam by teaching you how to configure, manage, and troubleshoot various aspects of a Microsoft Windows Server 2003 Service...
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