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My publications cover 37 peer reviewed journal articles (of which 29 ISI-ranked), 4 books including a published
dissertation, 41 book chapters, a lot of conference papers, lectures, and more. Please take into account
university leave in business (2001) and two maternity leaves (1999 and 2002), teaching, and management after
finishing my PhD in September 1998 (defended January 1999).
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Voorveld, H. A. M., Neijens, P. C., & Smit, E. G. (2009). Consumers’ responses to brand websites: An
interdisciplinary review. Internet Research, 19(5), 535-565.

Publications, Oct 2012 — page 1



16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.
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and Thematic Congruence on Memory and Attitude Toward the Ad in a Real-Life Setting. Journal of
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effects. Journal of Marketing Communications, 17(2), 69-85, DOI: 10.1080/13527260903160460.
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6. Reijmersdal, E. van, Neijens, P.C. & Smit, E.G. (2005). Readers' Reactions to Mixtures of Advertising and
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and Research in Advertising, 27(2), 39-52.

7. Lee, A.M,, van der & Smit, E.G. (2001). Advertising Framed: An exploratory study on Advertising Frameworks
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121-136). Wiesbaden: Springer Gabler.

3. Tolboom, M., Bronner, F., & Smit, E.G. (2012). The Potential Danger of Negative Free Publicity for the
Consumer-Brand Relationship. In: Eisend, M., Langner, T., & Okazaki, S. (Eds.) Advances in Advertising
Research, volume Ill (pp.391-402). Wiesbaden: Springer Gabler.
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295-310), Wiesbaden: Gabler Verlag.
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9. Muntinga, D. G., Moorman, M., & Smit, E. G. (2010). Developing a Classification of Motivations for
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Advertising Research (Vol. 1): Cutting Edge International Research. (pp.). Wiesbaden: Gabler Verlag.
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Storey, R. & Smit, E.G. (2007). The Creative Brief and Its Strategic Role in the Campaign Development
Process. In: Tellis, G.J. & Ambler, T. (Eds.) Handbook of Advertising (pp. 173-185). London: Sage.
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Neijens, P.C. & Smit, E.G. (2000). Onderzoek naar bereikskwaliteit. In: A. den Boon & P.C. Neijens (Eds.)
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Amsterdam: University Press.

Neijens, P.C. & E.G. Smit. (1998). Onderzoek naar bereikskwaliteit In: A.K. den Boon & P.C. Neijens (red).
Media & Reclame; editie 1998. Groningen: Wolters-Noordhoff.

Smit, E.G. & P.C. Neijens. (1998). Mediaplanning. In: V.M.G. Damoiseaux & A.A. van Ruler (red). Effectiviteit
in Communicatiemanagement; zoektocht naar criteria voor professioneel succes. Deventer: Samson.

Smit, E.G. & P.C. Neijens (1997). Segmenting by Affinity for Advertising. In: D. Maroney (Ed.) Raising the
standard: Using research for effective media planning. New York: ARF.
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Selection of non-academic publications:

1.

3.
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Van Meurs, A., Smit, E.G., & Boerman, S.C. (2011) Hoe trek je de aandacht in tijdschriften? Vuistregels voor
effectiever adverteren. In L. De Groof et al. (reds.), GfK Jaargids 2011. Inzichten en marktontwikkelingen in
de Benelux. (pp. 74 - 79), GfK Nederland.

Column “Merk & Mens” in het kader van 15-jaar SWOCC, September 13, 2011 (online:
http://www.swocc.nl/nieuws/blogserie_sneak preview sympos.php, and published in proceedings)

Van Veenendaal, D., Fransen, M., & Smit, E.G. (2011). De gewapende consument. Amsterdam: SWOCC 56.
Bakker, G., Smit, E. G., & Van den Boom, S. (2009, redactie). Cahier 1. Tijdschrift uitgegeven door Stichting
Leerstoel Customer Media, Heemstede (Tijdschrift ontwikkeld om verslag te doen van onderzoek binnen de
leerstoel Customer Media; redactie gedaan; meerdere artikelen geschreven).
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