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Adkins, V. (1994). Creating brochures & booklets. Cincinnati, Ohio: North Light Books. [[[b][Graphic design 

(Typography)][Advertising layout and typography][Pamphlets][Advertising fliers]]] 
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New York: Advertising Research Foundation. [[[b] [Mass media; Mass media; Television audiences; Radio 
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with special reference to Indian conditions. New Delhi: Varma Bros. [[[b] [Mass media; Mass media]]] 
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Alekzander, T. (1997). Fresh ideas in brochure design. Cincinnati, Ohio: North Light Books. 

[[[b][Pamphlets][Advertising layout and typography][Advertising fliers]]] 

 

Alisky, M. (1958). Latin American journalism bibliography. Mexico: Fondo de Publicidad Interamericana. 

[[[b][Lg: eng][Journalism]]] 
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development of Nigeria. Lewiston, N.Y.: E. Mellen Press. [[[b][Advertising][Advertising][Mass media]]] 
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media][Marketing]]] 
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Antin, T. (1993). Great print advertising. Creative approaches, strategies, and tactics. New York: J. Wiley. 

[[[b][Advertising copy][Advertising layout and typography][Advertising, Magazine]]] 
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type-founding][Advertising layout and typography]]] 
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[[[b][Graphic design (Typography)][Advertising layout and typography]]] 
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de Estudios Económicos y Sociales del Tercer Mundo Editorial Nueva Imagen. [[[b] [Mass media; Mass 

media; Advertising; Advertising]]] 

 

Arteaga, T. (1994). Participación de las mujeres en los medios de comunicación de Euskadi y en la publicidad =: 

Emakumeen partehartzea Euskadiko komunikabideetan eta publizitatean. Vitoria-Gasteiz: Instituto Vasco 

de la Mujer-EMAKUNDE. [[[b] [Mass media and women; Women; Women in the mass media]]] 

 

Auf dem Keller, C. (2004). Textual structures in eighteenth-century newspaper advertising. A corpus-based study 

of medical advertisements and book advertisements. Aachen: Shaker. [[[b][Lg: eng][ISBN: 3832233210 

(pbk.)][Advertising, Newspaper][Mass media and language][Advertising][Discourse analysis]]] 

 

Aumueller, F. O. (1922). The mechanics of advertising. Milwaukee: The Cramer-Krasselt co. [[[b][Advertising 
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Workshop. [[[b] [Advertising campaigns/Planning] [Advertising media planning] [Marketing/Planning]]] 
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layout and typography]]] 
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Bagú, S. (1961). La sociedad de masas en su historia. Córdoba: Argentina, Dirección General de Publicidad. 

[[[b][Lg: spa][Social history][Social psychology][Crowds]]] 

 

Bahr, L. F., & Herold, D. (1963). ATA advertising production handbook. [New York: Advertising Typographers 

Association of America. [[[b][Advertising layout and typography]]] 

 

Baker, S. (1959). Advertising layout and art direction. New York: McGraw-Hill. [[[b][Advertising layout and 
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Baker, S. (1961). Visual persuasion. New York: McGraw-Hill. [[[b][Advertising][Persuasion (Psychology)]]] 

 

Balderman, B. (1996). Buying creative services. Lincolnwood, IL: NTC Business Books. [[[b][Advertising media 

planning][Advertising layout and typography]]] 

 

Ballinger, R. A. (1956). Layout. New York: Reinhold Pub. Corp. [[[b][Makeup (Printing)][Advertising layout and 

typography]]] 

 

Baratta, P., & Chioetto, V. (1993). Manipolazione. Milano: Anabasi. [[[b][Communication][Persuasion 

(Psychology)][Manipulative behavior][Advertising]]] 

 

Barban, A. M., Cristol, S. M., & Kopec, F. J. (1993). Essentials of media planning. A marketing viewpoint. 

National Textbook. [[[b] [Advertising media planning] [Marketing]]] 

 

Barbosa, I. S. (1982). Où vivre? Contribution à une analyse des actes de langage publicitaires. Louvain-la-Neuve: 

Cabay. [[[b] [Speech acts (Linguistics); Advertising; Semiotics]]] 

 

Barbosa, I. S., & Université catholique de Louvain (1970-). (1982). Où vivre? Contribution à une analyse des actes 

de langage publicitaires. Louvain-la-Neuve: Cabay. [[[b][Lg: fre][ISBN: 2870771398][Speech acts 

(Linguistics)][Advertising][Semiotics]]] 

 

Baringhorst, S., Müller, B., & Schmied, H. (1995). Macht der Zeichen, Zeichen der Macht. Neue Strategien 

politischer Kommunikation. Frankfurt am Main New York: P. Lang. [[[b][Symbolism in 

politics][Communication in politics][Political campaigns][Advertising, Political][Public relations and 

politics]]] 

 

Barmash, I. (1974). The world is full of it: How we are oversold, overinfluenced, and overwhelmed by the 

communications manipulators. -. New York: Delacorte Press. [[[b] [Mass media; Advertising]]] 

 

Barrett, G. (1995). Forensic marketing. Optimizing results from marketing communication: the essential guide. 

New York: McGraw Hill. [[[b] [communication in marketing] [marketing research] [advertising] [public 

relations]]] 

 

Barthel, D. L. (1988). Putting on appearances. Gender and advertising. Philadelphia: Temple University Press. 

[[[b][Sex role in advertising][Visual communication][Imagery (Psychology)]]] 

 

Baschetti, R. (1997). Peronismo y comunicación de masas. Diarios/revistas/prensa/periodismo/medios 

gráficos/historieta/publicidad. Buenos Aires: Biblioteca Nacional. [[[b][Lg: spa][Peronism][Mass 

media][Journalism]]] 

 

Battipaglia, L. (1977). News & classified typefaces. [S.l.: s.n. [[[b][Phototypesetting][Newspaper layout and 

typography][Advertising layout and typography][Type and type-founding]]] 

 

Beasley, R., & Danesi, M. (2002). Persuasive signs. The semiotics of advertising. Berlin New York: Mouton de 

Gruyter. [[[b][Advertising][Signs and symbols][Semiotics]]] 
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Belch, G. E., & Belch, M. A. (1995). Introduction to advertising and promotion. An integrated marketing 

communications perspective. Irwin. [[[b] [advertising] [sales promotion] [communication in marketing]]] 

 

Beley, G., & Watts, J. (1966). A publicist's guide to San Francisco and the nine Bay Area counties. San Jose, 

Calif.: Publicist's Guide. [[[b][Lg: eng][Publicity][Advertising][Journalism]]] 

 

Bendel, S. (1998). Werbeanzeigen von 1622-1798: Entstehung und Entwicklung einer Textsorte. Tübingen: 

Niemeyer. [[[b] [German language; German language; German language; Advertising; German language; 

German language]]] 

 

Bendocchi Alves, D. (2000). Das Brasilienbild der deutschen Auswanderungswerbung im 19. Jahrhundert. Berlin: 

Wissenschaftlicher Verlag Berlin. [[[b] [Advertising; Germans; Immigrants]]] 

 

Berdie, D. R., & Hauff, E. M. (1986). The Yellow Pages report. A comprehensive guide for advertisers. St. Paul, 

Minn. (905 Raymond Ave., St. Paul 55114): Consumer Review Systems. 

[[[b][Advertising][Telephone][Advertising layout and typography]]] 

 

Berry, E. D. (1930). Fundamentals of typographic art. A discussion of page arrangement and its elemental factors. 

Chicago: The author. [[[b][Layout (Printing)][Advertising layout and typography]]] 

 

Bhatia, T. K. (2000). Advertising in rural India. Language, marketing communication, and consumerism. Tokyo: 

Institute for the Study of Languages and Cultures of Asia and Africa, Tokyo University of Foreign Studies. 

[[[b][Lg: eng][ISBN: 4872977823 (pbk.)][Advertising][Advertising][Target marketing][Communication in 

marketing][Rural development]]] 

 

Biocca, F. (Ed.). (1991). Television and political advertising, Vol. 1: Psychological processes; Vol. 2: Signs, 

codes, and images. Hillsdale, NJ, England: Lawrence Erlbaum Associates, Inc. [[[b]]] 

 

Bivins, T. H. (2009). Mixed media. Moral distinctions in advertising, public relations, and journalism. New York, 

NY: Routledge. [[[b][Lg: eng][ISBN: 9780805863215][Mass media]]] 

 

Björkvall, A. (2003). Svensk reklam och dess modelläsare. Stockholm, Sweden: Almqvist & Wiksell International. 

[[[b][Lg: swe][ISBN: 9122020292][Advertising, Magazine][Advertising copy][Target marketing][Identity 

(Psychology) and mass media][Consumption (Economics)]]] 

 

Blake, G., & Bly, R. W. (1997). The elements of copywriting. The essential guide to creating copy that gets the 

results you want. New York: Macmillan USA. [[[b][Lg: eng][ISBN: 0028613384 (alk. paper)][Advertising 

copy][Journalism]]] 

 

Blakeman, R. (2005). The bare bones of advertising print design. Lanham, MD: Rowman & Littlefield. 

[[[b][Graphic design (Typography)][Advertising layout and design][Newspaper layout and 

design][Magazine design]]] 

 

Blum, E. (1972). Basic books in the mass media: An annotated selected booklist covering general communications, 

book publishing, broadcasting, film, magazines, newspapers, advertising, indexes, and scholarly and 

professional periodicals. -. Urbana: University of Illinois Press. [[[b] [Mass media]]] 

 

Blum. (1962). Reference books in the mass media: An annotated, selected booklist covering book publishing, 

broadcasting, films, newspapers, magazines, and advertising. -. Urbana: University of Illinois Press. [[[b] 

[Communication; Mass media]]] 

 

Bly, R. W. (1988). Ads that sell. How to create advertising that gets results. Westbury, N.Y.: Asher-Gallant Press. 

[[[b][Advertising copy][Advertising layout and typography]]] 
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Bly, R. W. (1993). Targeted public relations. How to get thousands of dollars of free publicity for your product, 

service, organization, or idea. New York: Holt. [[[b] [Public relations] [Industrial publicity] [Advertising 

media planning]]] 

 

Boccalini, T., & Monmouth, H. C. (1656). I raggvagli di Parnasso: or, Advertisements from Parnassus. In two 

centvries.. London: Printed for H. Moseley, and T. Heath. [[[b][Lg: eng][Political science]]] 

 

Boccalini, T., & Monmouth, H. C. (1669). I raggvagli di Parnasso. Or, Advertisements from Parnassus: in two 

centuries. With the Politick touchstone.. London: Printed for T. Dring etc. [[[b][Lg: eng][Political science]]] 

 

Boccalini, T., & N. N. (1704). Advertisements from Parnassus. London: R. Smith. [[[b][Lg: eng][Political 

science]]] 

 

Bockus, H. W. (1969). Advertising graphics. A workbook and reference for the advertising artist. New York: 

Macmillan. [[[b][Advertising layout and typography]]] 

 

Bockus, H. W. (1974). Advertising graphics. New York: Macmillan. [[[b][Advertising layout and typography]]] 

 

Bockus, H. W. (1986). Advertising graphics. New York London: Macmillan Collier Macmillan. [[[b][Advertising 

layout and typography]]] 

 

Bonilla de Ramos, E. (1981). La mujer y su imagen en los medios. Bogotá, Colombia: Centro de Estudios sobre 

Desarrollo Económico, Facultad de Economía, Universidad de los Andes. [[[b] [Women in mass media; 

Women in advertising]]] 

 

Book, A. C., & Schick, C. D. (1984). Fundamentals of copy and layout. A manual for advertising copy & layout. 

Chicago: Crain Books. [[[b][Advertising copy][Advertising layout and typography]]] 

 

Book, A. C., & Schick, C. D. (1990). Fundamentals of copy & layout. Lincolnwood, Ill.: NTC Business Books. 

[[[b][Advertising copy][Advertising layout and typography]]] 

 

Borgman, H. (1983). Advertising layout techniques. New York: Watson-Guptill Publications. [[[b][Advertising 

layout and typography]]] 

 

Bourdais, J. (1939). La presse moderne et la publicité. Persan: (S., & O) Imprimerie de Persan-Beaumont. [[[b][Lg: 

fre][Newspapers][Journalism][Advertising]]] 

 

Boyer, J. P. (1983). Money and Message: The Law Governing Election Financing, Advertising, Broadcasting and 

Campaigning in Canada. Toronto: Butterworths. [[[b]]] 

 

Brady, F., & Vasquez, J. A. (1995). Direct response television. The authoritative guide. National Textbook. [[[b] 

[television advertising] [television production and direction] [advertising media planning]]] 

 

Brandão, H. H. N. (1998). Subjetividade, argumentação, polifonia: A propaganda da Petrobrás. São Paulo, SP: 

Editora UNESP Fundação. [[[b] [Portuguese language; Advertising; Propaganda]]] 

 

Brauer, W. (1976). Graphik + Design. Grundlagen : Werbung, Information, Gestaltung, Typographie, Druck, 

Photographie. München: Verlag Dokumentation. [[[b][Graphic design (Typography)][Advertising layout 

and typography][Photography]]] 

 

Brooker, B. (1929). Layout technique in advertising. New York [etc.]: McGraw-Hill book company, inc. 

[[[b][Advertising layout and typography]]] 

 

Brown, J. A. C. (1963). Techniques of persuasion: From propaganda to brainwashing. Harmondsworth, Eng.: 

Penguin Books. [[[b] [Persuasion (Psychology); Propaganda; Advertising; Mass media]]] 
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Brown, M. (1993). How to buy advertising like the pros--and save 15 to 50%. A primer for anyone in a small- to 

medium-sized business or profession. Valmaran Bks. [[[b] [Advertising media planning]]] 

 

Brune, F. (1985). Le bonheur conforme. Essai sur la normalisation publicitaire. Paris: Gallimard. [[[b][Lg: 

fre][ISBN: 2070704378][Advertising][Conformity][Social values]]] 

 

Bruthiaux, P. (1996). The discourse of classified advertising. Exploring the nature of linguistic simplicity. New 

York, NY: Oxford University Press. [[[b] [ISBN: 0195100328] [advertising language] [advertising 

classified] [english language usage]]] 

 

Buchholz, A. (1990). Privatfunk wohin? Die Entwicklung des privaten Hörfunks und die sich daraus ergebenden 

Konsequenzen für die Aufteilung der Werbeaufwendungen im Bereich der klassischen Medien. München: 

R. Fischer. [[[b] [Radio broadcasting; Mass media; Broadcast advertising]]] 

 

Budde, M. L. (1997). The (magic) kingdom of God: Christianity and global culture industries. Boulder, Colo.: 

Westview Press. [[[b] [International business enterprises; Advertising; Mass media; Marketing; Christianity 

and culture; Identification (Religion); Evangelistic work; Christian education]]] 

 

Bühler, K. W. (1973). Der Warenhimmel auf Erden Trivialreligion im Konsum-Zeitalter. (Wuppertal): P. Hammer. 

[[[b] [Advertising.; Religion and sociology.]]] 

 

Bürki, Y. (2005). La publicidad en escena: análisis pragmático-textual del discurso publicitario de revistas en 

español. Zaragoza: Pórtico Librerías .[[[b] [Lg: Spa]]] 

 

Bürli-Storz, C. (1980). Deliberate ambiguity in advertising. Bern: Francke. [[[b] [Ambiguity in advertising; Humor 

in advertising; Advertising; English language; English wit and humor]]] 

 

Bustamante Ramírez, E., Zallo, R., & Carrón, J. (1988). Las Industrias culturales en Espana: (grupos, multimedia y 

transnacionales) : prensa, radio, TV, libro, cine, disco, publicidad. Madrid: Akal. [[[b] [Mass media; Mass 

media; Communication; Popular culture]]] 

 

Butler, K. B. (1952). Practical handbook on effective illustration in publication layout. [Mendota, Ill.: Butler Typo-

Design Research Center. [[[b][Advertising layout and typography]]] 

 

Bystrom, D., & Kaid, L. L. (Eds.). (1999). The electronic election: Perspectives on the 1996 campaign 

communication. Mahwah, N.J.: Lawrence Erlbaum Associates, Publishers. [[[b] [Presidents; 

Communication in politics; Press and politics; Advertising, Political; Journalism]]] 

 

Cabeza L., J. (1989). Publicidad y discurso. Maracaibo: Universidad del Zulia, Facultad Experimental de Ciencias. 

[[[b] [Discourse analysis.; Advertising]]] 

 

Calfee, J. E. (1997). Fear of persuasion: A new perspective on advertising and regulation. Mannaz, Switerland La 

Vergne, TN: Agora Distributed in North America by the AEI Press. [[[b] [Advertising; Advertising; 

Persuasion (Psychology); Advertising]]] 

 

Campos, M. H. R. (1987). O canto da sereia: Uma análise do discurso publicitário. Belo Horizonte: Editora 

UFMG/PROED. [[[b] [Discourse analysis; Advertising; Semiotics; Rhetoric]]] 

 

Canada. (1986). Report on the action taken by the Canadian Broadcasting Corporation further to the report of the 

Task Force on Sex-Role Stereotyping in the Broadcasting Media (Images of women). Ottawa: Minister of 

Supply and Services. [[[b] [Sex role in mass media; Women in mass media; Sex role in advertising]]] 

 

Canadian Media Directors Council. (1971). Media digest. Toronto: Marketing magazine. [[[b] [Mass media; 

Communication; Advertising; Mass media; Communication; Advertising]]] 
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Canadian Radio-Television and Telecommunications Commission B. M. (1982). Images of women: Report of the 

Task Force on Sex-Role Stereotyping in the Broadcast Media. --. Ottawa: Canadian Radio-Television and 

Telecommunications Commission. [[[b] [Sex role in advertising; Sex role in mass media; Women in mass 

media; Women in television]]] 

 

Canadian Radio-Television and Telecommunications Commission. (1986). Report on self-regulation by the 

broadcasting and advertising industries for the elimination of sex-role stereotyping in the broadcast media. -

-. Ottawa: The Commission. [[[b] [Sex role in television; Stereotype (Psychology) in advertising; Women in 

television; Women in mass media; Sex role in mass media; Sex role in advertising]]] 

 

Cannon, J., Baubeta, P. A. O., & Warner, I. R. (Eds.). (2000). Advertising and identity in Europe. The I of the 

beholder. Bristol Portland, OR: Intellect. [[[b][Advertising][Identity (Psychology)]]] 

 

Cannon, J., De Baubeta, P. A. O., & Warner, I. R. (Eds.). (2000). Advertising and identity in Europe. The I of the 

beholder. Bristol Portland, OR: Intellect. [[[b][Lg: eng][ISBN: 1841500372][Advertising][Identity 

(Psychology)]]] 

 

Cannon, J., Warner, R., & De Baubeta, P. A. O. (Eds.). (2000). Advertising and identity in Europe. The I of the 

beholder. Bristol Portland, OR: Intellect. [[[b][Lg: eng][ISBN: 1841500372][Advertising][Identity 

(Psychology)]]] 

 

Capanaga, P. (2003). Salsa probiótica. La lengua de la publicidad alimentaria. Zaragoza, Spain: Libros Pórtico. 

[[[b][Lg: spa][ISBN: 8479560312][Advertising][Advertising][Applied linguistics]]] 

 

Cardamone, T. (1959). Advertising agency & studio skills. A guide to the preparation of art and mechanicals for 

reproduction. New York: Watson-Guptill Publications. [[[b][Advertising layout and 

typography][Commercial art]]] 

 

Cardamone, T. (1970). Advertising agency and studio skills. A guide to the preparation of art and mechanicals for 

reproduction. New York: Watson-Guptill Publications. [[[b][Advertising layout and 

typography][Commercial art]]] 

 

Cardy, P. (1999). Keeping patients in the dark: Should prescription medicines be advertised direct to consumers? 

London: IEA Health and Welfare Unit. [[[b] [Drugs; Pharmaceutical industry; Pharmaceutical policy]]] 

 

Carlson, R. C. (1977). Layout ideas unlimited. [Los Angeles]: Carlson. [[[b][Advertising layout and typography]]] 

 

Carlyle, P., Oring, G., & Richland, H. S. (1938). Layouts and letterheads. [New York London: McGraw-Hill. 

[[[b][Advertising layout and typography]]] 

 

Carvalho, R. V. A. (2003). A produção da política em campanhas eleitorais. Eleições municipais de 2000. 

Campinas, SP, Brasil [Fortaleza, Brazil]: Pontes Universidade Federal do Ceará, Programa de Pós-

Graduação em Sociologia. [[[b][Communication in politics][Political campaigns][Persuasion 

(Rhetoric)][Advertising, Political][Mass media][Local elections]]] 

 

Cattaneo, A., & Zanetto, P. (2003). Elezioni di successo. Manuale di marketing politico. Milano: ETAS. 

[[[b][Advertising, Political][Communication in politics][Political leadership]]] 

 

Cauhdri, S. (2004). Kashmir dispute, as I see it. Mirpur, Azad Kashmir: Distributed by Kashar Advertisers & 

Printing Service. [[[b][Lg: eng][ISBN: 0953156710][Nationalism]]] 

 

Cavanaugh, J. W. (1995). Media effects on voters: A panel study of the 1992 presidential election. Lanham: 

University Press of America. [[[b] [Presidents; Mass media; Communication in politics; Advertising, 

Political]]] 
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Chenault, R. S. (1946). Advertising layout. New York: Heck-Cattell publishing comany, inc. [[[b][Advertising 

layout and typography]]] 

 

Chook, P. H. (1983). ARF model for evaluating media: Making the promise a reality. New York: Advertising 

Research Foundation. [[[b] [Advertising media planning]]] 

 

Christianson, E. B. (1964). Subject headings in advertising, marketing, and communications media. New York: 

Special Libraries Association. [[[b] [Advertising; Marketing; Mass media]]] 

 

Clark, E. M., Brock, T. C., & Stewart, D. W. (Eds.). (1994). Attention, attitude, and affect in response to 

advertising. Hillsdale, NJ, England: Lawrence Erlbaum Associates, Inc. [[[b]]] 

 

Clfen, H. (1999). Werbeweltbilder im Wandel. Eine linguistische Untersuchung deutscher Werbeanzeigen im 

Zeitvergleich (1960-1990). Frankfurt am Main: Peter Lang. [[[b][Lg: ger][ISBN: 

3631350872][Advertising][German language]]] 

 

Cölfen, H. (1999). Werbewelt-Bilder im Wandel. Eine linguistische Untersuchung deutscher Werbeanzeigen in 

Zeitvergleich (1960-1990). Frankfurt am Main New York: P. Lang. [[[b][Lg: ger][ISBN: 

3631350872][Visual communication][German language][Advertising]]] 

 

Colón Zayas, E. (1996). Publicidad, modernidad, hegemonía. San Juan, P.R.: Editorial de la Universidad de Puerto 

Rico. [[[b][Lg: spa][ISBN: 0847702359][Advertising][Social control][Capitalism][Advertising][Discourse 

analysis]]] 

 

Columbia Broadcasting System, (1936). Exact measurements of the spoken word. New York city: Columbia 

broadcasting system. [[[b][Lg: eng][Radio advertising][Radio in education][Learning, Psychology 

of][Memory]]] 

 

Columbia Broadcasting System, (1938). Exact measurements of the spoken word. New York city: Columbia 

broadcasting system. [[[b][Lg: eng][Radio advertising][Radio in education][Learning, Psychology 

of][Memory]]] 

 

Combs, J. E., & Combs, S. T. (1994). Film propaganda and American politics: An analysis and filmography. New 

York: Garland. [[[b] [Motion pictures in propaganda; Politics in motion pictures; Motion pictures; 

Advertising, Political]]] 

 

Conejero-López, M., & Conejero, M. A. (1995). Niveles de significado en el lenguaje publicitario. [Valencia]: 

Shakespeare Foundation of Spain. [[[b][Persuasion (Rhetoric)][Language and languages][Advertising]]] 
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Felten, C. J. (1954). Layout. The practical application of the principles of design to advertising and printing. New 

York: Appleton-Century-Crofts. [[[b][Advertising layout and typography][Layout (Printing)]]] 
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Gazurian, J. A. (1966). The advertising & graphic arts glossary. [Los Angeles: Los Angeles Trade-Technical 
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Consumers; Television advertising; Mass media; Computers and civilization]]] 

 

Goddard, A. (1997). The language of advertising. Written texts. London: Routledge. [[[b][Lg: eng][ISBN: 
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