RESEARCH LAB

The Media Research Lab is an academic research unit designed to conduct innovative
social science research exploring : , and issues involving
the mass media. Faculty and staff from The University of Texas at Austin, as well as
numerous colleagues from other institutions, investigate both theoretical and applied
media problems, with recent projects exploring:
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Austin, TX, February 15 - 18.
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April 12 — 15.
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Effects of Virtual Experience Relative to Indirect and Direct Product Experience, working
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under review at the Journal of Advertising.
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(2007). Understanding Consumer Perceptions of Advertising: A Theoretical Framework
of Attitude and Confidence, working paper to be submitted to the 2008 American
Academy of Advertising Conference, San Mateo, CA, March 27 — 30™.

Love, Brad. (2007). News Media, Individual-Level Traits, and Behavior Change in Fear
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Lawrence Erlbaum Associates.
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Consumption: Exploring Attitudes Toward Simultaneous Media Use, working paper
presented at the American Academy of Advertising Conference, Houston, TX, March 31
— April 3.
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Allan Kimmel (ed.), Oxford University Press.
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Consumer Research: Asian-Pacific, 6, Young-Won Ha and Youjae Yi (eds.), 371-377.
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Contact Information

For more information on the Lab visit http://mediaresearch.communication.utexas.edu
or contact either of the Co-Directors.

Terry Daugherty Matt Eastin

512.471.8917 512.471.3429
Terry.Daugherty@mail.utexas.edu Matt.Eastin@mail.utexas.edu
Department of Advertising

The University of Texas at Austin
1 University Station A1200
Austin, TX 78712

For more information on any of the research studies listed, please contact the
corresponding investigators.
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