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I thank the Vice Provost, Dean and Associate Dean of the College of Business, and Professional 

Development Committee Members for giving me the opportunity to present my research works 

in leading information systems conferences by approving my professional development grants. It 

should be noted that because of the professional development grants, I was able to attend 

conferences and received excellent and brilliant feedback on how to address reviewers’ concerns; 

hence, recently, one of my manuscript was accepted for publication in the International Journal 

of Technology Diffusion as shown in the email in Appendix A. 

The conferences, I attended with my professional development grants to present my 

research works are: 

1) The Pre- International Conference on Information Systems (ICIS 2012) Workshop—

CFP - SIG Cognitive Research (Formerly IS-CoRE) Workshop to present my manuscript 

entitled, the visual cognitive model for online market places and Internet advertising.  

2) The Americas Conference on Information Systems (AMCIS 2013). We presented our 

work relating to big-data, knowledge management, and business intelligence. The title of 

our manuscript is “A novel business intelligence technique to improve high performance 

within an organization applying insights from hydrogeological case study “ 

This report is organized as follows: In section 1, I discuss the manuscript I presented in the Pre- 

International Conference on Information Systems (ICIS 2012) Workshop; and in section 2, I 

report the progress of the manuscript I presented in the Americas Conference on Information 

Systems (AMCIS 2013).  

1 Pre- International Conference on Information Systems (ICIS 2012) Workshop 

The title of the manuscript I presented in the Pre- International Conference on Information 

Systems (ICIS 2012) Workshop is the visual cognitive model for online market places and 



Internet advertising. The manuscript is now under third review in the Journal of Electronic 

Commerce in Organization (http://www.igi-global.com/journal/journal-electronic-commerce-

organizations-jeco/1076). Also, Appendix B is a screen shot of the email indicating that the 

manuscript is under third review. 

1.1 Restatement of problem researched, creative work, or professional enhancement 

opportunity 

Studying cognitive factors that enhance click-through rates is very important because it provides 

insight for social media and online firms. Options are presented for generating revenue from 

Internet advertising and explanation is provided as to why the click-through rates of online 

banner ads have been decreasing continuously for the past two decades. Also, our study provides 

important insights for social media firms and banner ad designers on how to evaluate and design 

effective online ads. Online banner ads are stationary or moving figures/images/graphics/photos 

that are displayed on the monitors of computers and cell phones to advertise products and 

services (Idemudia 2010 & 2012; Idemudia et al. 2007; Li et al. 2012). 

1.2 Brief review of the professional enhancement opportunity, creative work, or research 

procedure 

This research started at Georgia State University. Data was collected for this study from 122 

students with a wide range of majors.  The hypotheses were tested in an experiment in which an 

online banner ad is displayed on each participant’s monitor that shop online regularly, use the 

Internet in their daily activities, and are familiar with online ads. A 2 X 2 X 2 factorial design 

was used. It should be noted that the experimental design focuses on specific ads that were 

displayed on web users’ monitors. The treatments for our study were perceived security (low 

http://www.igi-global.com/journal/journal-electronic-commerce-organizations-jeco/1076
http://www.igi-global.com/journal/journal-electronic-commerce-organizations-jeco/1076


versus high), perceived match of banner ad content (low versus high), and perceived familiarity 

of online banner ads (low versus high).  

1.3 Summary of findings, outcomes, or experiences had 

SEM analysis, indicates that perceived usefulness of online banner ads explains 60 percent of the 

intention to click online banner ads. Perceived security of online banner ads, match between a 

web user’s needs, and banner ad content and perceived familiarity of online banner ads explain 

71 percent of perceived usefulness of online banner ads. Thus, our study strongly indicates that 

there are other factors influencing click-through rates; as a result, our study open doors for future 

researchers and scholars to investigate other cognitive factors that might positively influence 

click-through rates. Knowing these factors can help social media and online firms develop 

strategies to enhance Internet advertising and click-through rates. This will also help social 

media firms generate more revenue through banner advertisements. Our model indicates that 

perceived security, perceived familiarity, and a match between web users’ needs and banner ad 

contents have a positive influence on click-through rates.  

1.4 Conclusions and recommendations 

We tested our model using an experimental design; and the results have a lot of practical and 

research implications. The manuscript I presented in Pre-ICIS 2013 is under third review in the 

Journal of Electronic Commerce in Organization (http://www.igi-global.com/journal/journal-

electronic-commerce-organizations-jeco/1076) as shown in Appendix B 

 

2. The Americas Conference on Information Systems (AMCIS 2013). We presented our work 

relating to big-data, knowledge management, and business intelligence in August 2013, AMCIS 

2013. The title of our manuscript is “A novel business intelligence technique to improve high 

http://www.igi-global.com/journal/journal-electronic-commerce-organizations-jeco/1076
http://www.igi-global.com/journal/journal-electronic-commerce-organizations-jeco/1076


performance within an organization applying insights from hydrogeological case study “. 

Currently, we are still working on this manuscript by collecting data to perform more data 

analysis using SAS Enterprise Miner. Also, we are planning to submit this manuscript to 

information systems journal next year. 

2.1 Restatement of problem researched, creative work, or professional enhancement 

opportunity   

Unfortunately, the share volume, velocity, variety, and variability of spatio-temporal data pose 

serious challenges to the current spatio-temporal data analysis tools for understanding and 

identifying which information or data is critical to improve our tactic or strategic decision 

making. To address this issue, our study presents how Fourier Decomposition Analysis, a novel 

business intelligence technique, can be used to enhance the visualization of big data for business 

decision making and competitive advantage. 

2.2  Brief review of the professional enhancement opportunity, creative work, or 

research procedure 

Fourier analysis helps in analyzing the periodic behavior of spatio-temporal data. It was named 

after Jean Baptiste Fourier (1768-1830), who first realize that one-dimensional data can be 

modeled as a linear combination of sinusoidal waveforms. Fourier analysis (also known as 

harmonic analysis identifies the periodicity in time series data. A typical Fourier analysis models 

time series data in terms of sine and cosine functions since they are periodic. Once the data is in 

sine and cosine form, their periods can be determined. Common visuals include periodogram 

which plots signal power against frequency. Fourier analysis is widely used in image processing 

and Geophysics to enhance data so that targets (object of interest) are exposed. What the 

conventional Fourier analysis does not do, however, is to represent data in the wavelength of the 



electromagnetic spectrum which is why this article introduces the Fourier Decomposition 

Analysis.  

2.3 Summary of findings, outcomes, or experiences had. 

We have not completed this project because we are still looking/collecting data to complete the 

data analysis.  

2.4 Conclusions and recommendations 

We are still working on this research and as soon as the research is complete; we will submit it to 

a journal for publication.  
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