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The International Journal of Advertising (IJA) is the world’s foremost review of the latest
research and thinking about advertising and marketing communications from a global
perspective. It publishes original articles covering both domestic and international research
from academic, practitioner and public policy viewpoints. The journal offers a truly stimulating
mix of articles on all aspects of marketing communications.

What is IJA’s coverage?

e Public relations ¢ |ssues relating to

advertisers, agencies and

¢ Direct marketing ¢ Interactive -
target audiences

e Sales promotion ¢ Integrated marketing

e Sponsorship communications (IMC)

How is 1JA different?

The International Journal of Advertising has three distinguishing features that collectively
provide a unique position for the Journal:

conceptual perspective

¢ |t has an underlying interest in public policy relating to marketing communications which is
regularly addressed in the Journal and in frequent special issues

e The international make-up of the Editorial Advisory Board provides comprehensive
coverage of topics with a rigorous blind review process
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A subscription to IJA now gives you:

e 5issues —4 quarterly, plus a special issue on a ‘hot’ topic

e Full-text online access to the previous 12 months of issues

e Searchable abstracts of all IJA articles published since 1990

e Global Adspend Trends covering over 80 countries worldwide

e Access to 25,000 abstracts of papers and case studies from the www.warc.com database
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