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Editor’s Letter
How Does Earned Media  
Work in Advertising? p370
G. Precourt

Speaker’s Box
Are You Mistaking Facts  
For Insights? p373
G. Zaltman, Harvard Business School
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numbers, please
l “Omni-Channel” Retail 

Insights, Path-to-Purchase 
G. Fulgoni, comScore P377

Research quality
l Survey Routers’ Impact  

On Sampling
N. Brigham, Ipsos; M. Fallig, 
Cogenti Applied Strategies;  
C. Miller, DM2 P381

Ad-Budget Wisdom 
l Does Sales-Response  

“Shape” Matter?
P. D. Berger, Bentley University;  
B. D. Weinberg, U. Mass., Amherst 
P388

big-mac impact
l TV Ad Quality Affects 

McDonald’s Sales
C. Young, A. Page, Ameritest P393

Performance Forecasting
l Will I Hit My Year-End 

Numbers?
R. E. Carter, University of 
Louisville P398

Multicultural Accents
l Listeners’ Response to Ethnic 

Stereotypes in Radio Ads 
A. S. Ivanič, K. Bates,  
T. Somasundaram, University of 
San Diego P407

Global Appeal
l Can a Country’s GDP Predict 

Brand Awareness?
L. Zarantonello, University of 
Bath; B. H. Schmitt, K. Jedidi, 
Columbia Business School P420

ROI and Sponsorship
l A Sports-Marketing Model 

J. A. Jensen, The Ohio State 
University; J. B. Cobbs, Northern 
Kentucky University P435

The Value of Earned Audiences—How Social Interactions Amplify TV Impact:  
What Programmers and Advertisers Can Gain from Earned Social Impressions
J. Nagy (FOX Broadcasting Co.) and A. Midha (Twitter) explore the value, as opposed to the volume, of the 
“earned audience”—users exposed to Tweets about television programs and their sponsors— on the Twitter 
platform, and discover an untapped potential for programmers and advertisers. P448

How Digital Conversations Reinforce Super Bowl Advertising:
The Power of Earned Media Drives Television Engagement
Evidence from this study of social media interaction with Super Bowl related television advertisements 
shows that both media platforms work in tandem to enhance brand engagement. Pre-game advertising 
increases the brand-related conversation. H. E. Spotts (Western New England University), S. C. Purvis (G&R 
Cooperative, LLC), S. Patnaik (University of Maryland University College) P454

Agency-Generated Research of Consumer-Generated Content: 
The Risks, Best Practices, and Ethics
A Delphi panel of award-winning advertising professionals is surveyed for their views on the use of social-media 
engagement to test, track, and evaluate advertising campaigns, and how they identify related risks and ethical 
considerations. Risks include lack of control, masking of the truth, and failure to respond. S. Dickinson-Delaporte 
(Curtin University School of Marketing, Perth, Australia) and G. Kerr (Queensland University of Technology School 
of Advertising, Marketing and Public Relations, Brisbane, Australia) P469
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Re:Think 2015
RE:THINK HOW ADVERTISING WORKS

rethink-conf.com

WHEN?
March 16–18

WHERE?
New York Hilton

WHAT?
Re:Think Insights to Actions
Decision-making and evangelizing heroes among us.

Re:Think Ad Innovation
The right info to the right decision maker at the right time.

Re:Think Org Structures and Roles
Future now – make your mark.

Over 2,500 insights, analytics, and marketing leaders from brands, 
agencies, media and research organizations. 


