
Call for Papers for Journal of Advertising 

Special Issue on Advertising in Asia: Theories and Implications for Practice 
  

Manuscripts are being solicited for an upcoming special issue of the Journal of Advertising on 

Advertising in Asia: Theories and Implications for Practice, which is dedicated to advancing theories 

for understanding the unique aspects of advertising in Asia. 

  

Most advertising theories have been developed in the West. When they are applied to phenomena in 

Asia, scholars often fail to find strong support for them. Without a systematic effort to cultivate 

pertinent theories, applicable to different socio-cultural-economic settings, we are left with only broad 

notions of how advertising works in Asia.  

  
This special issue seeks to address the need for research by soliciting, publishing, and disseminating 

theoretical developments that focus on advertising in Asia. Specifically, we seek manuscripts with 

strong theoretical foundations and insightful evidence to stimulate further research. We welcome 

articles that explicate advertising in Asia from either a comparison perspective or an indigenous 

approach. Potential research topics that may be addressed include (but are not limited to):  

 

Theories, Models, and Methods 

 Generic theories of how advertising works in Asia  

 Ad processing models for consumers in Asia 

 Asian consumers’ cognitive styles 

 Asian consumers’ engagement with advertising 

 Asian consumers’ involvement with advertising 

 Persuasion knowledge and resistance among Asian consumers 

 Persuasion models for Asian consumers  

 Relativism–universalism in Asian advertising research  

 Qualitative and quantitative approaches in Asian advertising research 

Consumers 

 Asian identities in advertising 

 The role of advertising in Asian consumers’ decision making  

 Subcultures in Asia and their implications for advertising  

 Asian consumers’ attitudes toward advertising 

 Branding in Asian markets  

 

Content and Form Matters 

 Creativity approaches and strategies in Asian advertising  

 Cultural elements in Asian advertising 

 Narratives in Asian advertising  

 Emotional appeals in Asian advertising  

 Unique message appeals in Asian advertising 

 Language in Asian advertising  

 Humor in Asian advertising  

 Celebrity effects in Asian advertising 

 Sex appeals in Asian advertising  

 Visual and aesthetic styles in Asian advertising  

Media  

 The use and effects of digital media in Asia  

 The development and integration of advertising media in Asia 

 The importance of social media for Asian consumers 

 The role of mobile advertising in Asia 

 Advertisers’ media allocation and decision processes in Asia 



 Native advertising in Asia 

 Branded entertainment in Asia 

 Advergaming in Asia     

 Viral behaviors among Asian consumers 

 Asian consumers’ ad sharing behaviors on social media 

 Asian consumers’ responses to mobile advertising 

 The role of co-creation and user-generated content in Asian advertising  

Focused Topics 

 Health advertising in Asia 

 Public service announcements in Asia 

 Green advertising in Asia 

 Political advertising in Asia  

Sociological Aspects  

 Issues related to ethics and fairness of advertising practices in Asia 

 Gender portrayals in Asia 

 Advertising literacy in Asia 

 Concerns for youth and children in Asia 

 Unique legal issues related to advertising in Asia and the implications for advertisers 

 

The submission deadline is January 31, 2019.  

For additional information regarding the special issue, please click here: https://goo.gl/AQy2DA 

 

Special Issue Guest Editors:  

Chingching Chang, National Chengchi University, shenc@nccu.edu.tw 

Wei-Na Lee, University of Texas at Austin, weina@mail.utexas.edu 

Yuping Liu-Thompkins, Old Dominion University, yxxliu@odu.edu 
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