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The annual AEJMC conference is the culmination of a 
yearlong effort to gather the best research and industry 
insight in journalism and mass communication. I 
always see the conference as a wonderful beginning to 
a new academic year, something akin to eating dessert 
first! As the programming chair for the Advertising 
Division this past year, I was privileged to represent a 
division with a group of capable researchers but more 
importantly, really good people. I was also granted 
the right the work with a great group of people in the 
Advertising Division’s Executive Committee. This past 
year, Jay Newell headed a dynamic division and moved it 
forward. Karen Mallia (research chair) worked through 
pain and injury to turn in an outstanding research 
paper competition. Troy Elias (teaching chair) provided 
another year of solid supervision for our ever-important 
teaching paper competition and Sela Sar (student paper 
chair) supervised our future with the student paper 
competition. George Anghelcev (special topics chair) 
and Heidi Hennink-Kaminski (PF&R chair) oversaw 
growing paper competitions within the division. The year 
as programming chair was much easier with this group 
of outstanding colleagues overseeing the Advertising 
Division. Finally, this conference could not be what they 
have been over the last few years without the tremendous 
efforts of Scott Hamula. Scott has been our ever-capable 
events coordinator for the Advertising Division’s 
conference socials and off-site visits. We achieved a 
milestone this year with two off-site visits, an outstanding 
social, and a reception following our pre-conference 
teaching workshop hosted by the AAF.

The Washington conference was a record breaking one 
for AEJMC. A record number of papers were accepted 
(899). A record number of conference sessions were 
planned (379) and attended by the second highest number 
of attendees (2,513). AEJMC also continued to grow 
its mobile capabilities. A total of 1,941 app downloads 
were recorded for the association – the most ever in the 

three years of free conference app. Also, the social media 
presence was one for the record books. Facebook likes 
reached 1,647 with a total reach of 5,917. And 775 Twitter 
users used mentioned “aejmc” in their tweets. AEJMC 
continues to push the digital curtain aside and move into 
the interactive future.  

The Advertising Division also had a record year. 
Our special topics paper competition had 16 papers 
submitted with 9 accepted (56.3% acceptance rate) and 
our PF&R paper competition had 8 papers submitted with 
4 accepted (50%). The teaching paper competition only 
had 3 papers submitted with 1 accepted (33.3%) and our 
student paper competition had 18 papers submitted with 
8 accepted (44.4%). The research paper competition had 
47 papers submitted with 24 accepted (51.1%). Overall, 
the Advertising Division had 92 papers submitted with 
46 accepted with a 50% acceptance rate. Numbers do not 
give the whole story. It is the quality of papers presented 
and sessions held that provide a true picture of the 
successful conference for the Advertising Division.

As always, the conference started out with another 
successful Advertising Teaching Workshop. Thanks to 
always hard-working Jan Slater and Sheri Broyles, the pre-
conference workshop was informative and enlightening. 
Titled, “The World of Advertising: What State Are We 
Really In?” the pre-conference provided us a look at 
where advertising, advertising ethics, and self-regulation 
stands today. The workshop closed with a Tom Bowers 
providing us a reminder of what our real goals should be 
with a look at how to be a “master teacher.”

One tremendous success of the Advertising Division 
this year was the awarding of our first Advertising 
Teaching Award. After trying for several years, the 
division was able to finally bring everything together, 
minus a few hiccups, and award the first Teaching Award 
to Jim Avery. With a slight change in procedure, Jim 
will now serve on the committee which will award next 
year’s teaching award.  Also, the Advertising Division 
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About 23 colleagues served as moderators and discus-
sants for advertising sessions ranging from research 
presentations, scholar-to-scholar posters, high den-
sity paper presentations, and panels. The moderators 
and discussants came from as nearby as Washington, 
D.C.’s own Howard University and as far away as the 
American University in Cairo. Not only did the mod-
erators and discussants represent a broad range of 
colleges and universities, they also exhibited incred-
ible administrative and diplomatic skills! The success 
of each research presentation session, for example, 
depended upon the ability of moderators and discus-
sants to maintain a balance between presentations and 
discussions. In the case of the poster sessions, discus-
sants reviewed papers with the authors and encouraged 
the session participants to discuss their research with 
each other as well as the attendees.  

The high density paper sessions provided logisti-
cal challenges in terms of timekeeping but yielded 

extremely rich discussions. And panel moderators had 
to keep each panel participant focused and involved. 

Every moderator and discussant with whom I 
spoke stressed how much they enjoyed discussing the 
research papers with the authors. Indeed, conferences 
present all of us with the opportunity to immerse our-
selves in the research of others. 

At the 2013 AEJMC conference, we were exposed 
to multiple aspects of the digital advertising landscape 
– including advergaming, social networks, mobile 
advertising, online streaming video – in terms of media 
effects, source credibility, social and ethical issues, and 
brand communication. There were provocative discus-
sions regarding the impact of work space, advocacy 
messages, celebrity, brand personality, and the moder-
ating role of gender, race, and culture. We owe a debt of 
gratitude to our colleagues who made all these presen-
tations possible:  the moderators and discussants!

MODERATORS AND DISCUSSANTS AND OTHER SUpER HEROES
by Kelty Logan

We owe a debt of gratitude to our colleagues

We did it. We had a wildly suc-
cessful research competition. 
The review process went flaw-
lessly, thanks to the 41 of you 
who delivered your feedback on 
deadline. (Just one person was 
late. That may be a record!) Our 
Washington, D. C. programming 
ran smoothly. Many presenters 
commented on how pleased they 
were with the depth and helpful 
nature of feedback from review-
ers and discussants. Members 
spoke of the quality of this year’s 
research and the breadth of 
topics the submissions encom-
passed. 

Awards were given for the 
three top research papers—and 
top student paper. (See the last 

issue for complete details.) A 
loyal contingent was on hand for 
the Saturday evening Top Paper 
Research Session that led right 
into our Ad Division members’ 
meeting, which always seems to 
be scheduled at a time when nor-
mal people eat dinner.

To the folks who come back 
year after year and contribute, 
your loyal service is noticed and 
appreciated—even if your peers 
don’t vocalize a “thank you” often 
enough. I will say it, as loudly 
as I possibly can: Thank you. I 
couldn’t have chaired this with-
out your help and support. 

Newbies, it’s time to step up 
and get involved. Make yourself 
known. We need fresh blood to 

keep this body thriving. We need 
everyone to review next year. If 
you aren’t asked to review next 
spring, it’s probably because your 
name didn’t get cut-and-pasted 
from the 2013 list of reviewers. 
Volunteer. Tell Sela Sar, the new 
research chair, you’ll take on one 
or three or five. (It is with great 
pleasure that I officially pass this 
baton to him.) Save his contact 
information now:  
selasar@illinois.edu

It’s hard to say which of Yogi 
Berra’s many delightful quotes is 
most apropos here: “It ain’t over 
‘til it’s over”? This chapter is. For 
me. Then again, come April 2014, 
“It’s déjà vu all over again.” Sela, 
enjoy!

Research Competition Recap 
It takes a village. (Or a great division.) Here come your props.
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Dr. Thomas Mueller’s article, “The 
Student Loan Experience: Psychological 
Predictors and Outcomes,” has been 
accepted for publication in the Journal of 
Student Financial Aid. Another article, 
“Consumer Perception of CSR: Modeling 
Psychological Motivators” has been 
accepted for publication in the Corporate 
Reputation Review. Professor Mueller also 
received an Appalachian State University 
Housing Certificate of Appreciation for 
his efforts as senior member of ASU’s 
Faculty in Residence program. “I reside 
within the campus-centric community 
and provide out-of-classroom programs for students in two 
residence halls.” 

Dr. Mark Stuhlfaut was recently 
promoted to associate professor of 
Integrated Strategic Communications at 
the University of Kentucky. In addition, 
Professor Stuhlfaut and Kasey Windels 
won the best paper award at the 2013 
American Advertising Academy’s 
conference in Albuquerque for their 
paper, “Confined Creativity: The 
Influence of Creative Code Intensity on 
Risk Taking in Advertising Agencies.” 

Dr. Courtney Carpenter Childers was recently tenured and 
promoted to Associate Professor of Advertising at The University of 
Tennessee – Knoxville.

Ad Division 
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For about 22 faculty, Friday morning started off with 
a short bus ride over to Arlington, Virginia, to visit 
National Media, Research, Planning and Placement 
(NMRPP), one of the largest and most successful 
Republican communications planning and implemen-
tation agencies in the United States. There we met with 
Robin Roberts, co-founder and CEO, Benjamin Angle, 
senior media buyer, and Kara Watt, Executive Director 
of the Washington of Media Scholars Foundation. 

The agency space was amazing and their PowerPoint 
presentation that dealt with political target markets 
was truly interesting and informative (We all wanted 
a copy! I have it. If you want one, let me know, sha-
mula@ithaca.edu). Our time with them was way too 
short. Half a day would have been about right. A big 
thank you to Robin and Ben for speaking with us, and 
for NMRPP sponsoring our private bus transportation 
and Panera breakfast.

A big thank you to our wonderful pre-conference 
mixer sponsor, the American Advertising Federation. 
Our host, Connie Frazier, and our event coordinator, 
Melissa Wong, expressed their welcoming DC hospi-

tality by providing us with many delightful beverages, 
hors d’oeuvres, and conversation. This was truly a 
delightful way for us to kick-off our eventful week in 
Washington, DC. AAF, thank you, again!

Way-Out-of-Sight Off-Sites in DC
by Scott Hamula
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After a short walk on a not-as-hot-as-it-could-have-
been day, we arrived at the headquarters of the Ad 
Council. Our hosts Katie Bishop, campaign director, and 
Allyse Engelder, assistant campaign manager, presented 
us with a comprehensive overview of their operation, 
followed by several current campaign examples.  “It 
was truly our pleasure!  Sharing our passion with such 
an engaged crowd was a delight,” commented Katie. 

She’s happy to report that they have provided us with 
the Ad Council 101 deck and also the reel.  These can 
be downloaded here (it is 94MB so it may take a while 
depending on the connection): https://www.hightail.
com/download/bWJxT213NDRubVVpR01UQw. Before 
leaving, we had an opportunity to take a picture with 
one of their famous celebrities…

They say “Fadó” is an Irish term meaning ‘long ago’. 
Well, it wasn’t so long ago when we met at this estab-
lishment right after our Advertising Division Business 
Meeting on Saturday evening. The photos here, as well 
as those posted on our Ad Division Facebook page, 

capture the great camaraderie we share at every confer-
ence. Our membership culture is one of hearty food 
and drink, warm hospitality and friendly banter. Here’s 
to us!
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Student paper 
Competition at AEJMC 
in washington DC 2013

by Sela Sar

The Advertising Division’s Student Paper Competition 
for 2013 in Washington DC had 19 submissions with 
eight submissions accepted for the final round of 
competition. Of the nineteen submissions each were 
reviewed by three reviewers whose com-
ments and recommendations led to the 
narrowing of the pool to eight papers. 
The 8 selected papers were then ranked 
in terms of scores and recommenda-
tions from the initial three reviewers. 
The paper earning the highest score 
and the highest recommendations from 
the reviewers was the paper entitled 
“Metaphor as Visual Thinking and Its 
Effects in Advertising: With a Focus 
on Consumers’ Brand Familiarity and 
Involvement” written by co-authors 
Soojin Kim and Jihye Kim, third year 
PhD students from the University of 
Florida. These co-authors explored the 
impact of visual metaphors and advertising on con-
sumers’ attitude toward the advertisements, attitude 
toward the brand and purchase intention. Soojin and 
Jihye were both honored to have their paper win the 
competition. 

The other seven student papers that were accepted 
were also well written, interesting and innovative in 
regard to their contribution to the field of advertis-
ing. It was a very close competition. The topics of the 
seven papers were: Cultural Differences in Cognitive 
Responding to Ads: A Comparison of Americans 
and Chinese; The Effects of Types of Behavior, 
Positive Discrete Emotions, and Involvement on 
Loss-Framed Message Processing; The Cognitive 
Effects of Online Advertisement on Online 
News Perception: Readers’ Causal Attribution of 
Responsibility for Sexual Assault; A Consumer 
Dilemma: Consumer Privacy Concerns, Trust, and 
Personalized Advertising; Effects of Interpersonal 
Tie Strength and Subjective Norms on Consumers’ 
Brand-Related eWOM Referral Intentions; When A 

Tea Leaf Meets A Coffee Bean: Consumer Identity, 
Global Brand and the Circuit of Culture; and Who is 
wonder woman? Gender stereotypes and heroism in 
TV advertisements.  

Those student papers that were not 
accepted also had interesting topics and 
these authors are encouraged to resubmit 
their papers next year if they so choose. 
Some topics included: Breaking the Cycle: 
How Realistic Advertising of Women’s 
Hygiene Products Helps Redefine a 
Corporate Narrative; How weight-loss 
advertising promotes? A content analy-
sis of advertisements in vogue 1960 to 
2009; The Influence of social capital and 
tie strength on social network advertis-
ing referral attitude and intention; Social 
Norm and advertising influence on blog 
credibility; Someone like you: How “typi-
cal person” testimonial ads portrayed 

the targeted consumer, 1860-1958; The corporate 
Medicine Show; The relationships between the per-
suasive effects of visual metaphors and the degree 
of metaphor in utilitarian product ads; and What 
makes Apple the apple of your eyes?  

It was a great joy for conference planners to 
receive a robust number of submissions with a wide 
variety of topics. Special thanks to all the dedicated 
reviewers who volunteered their time and energy to 
review the submissions. Without their contribution 
this competition would not be possible. 

Students are strongly encouraged to submit their 
papers for next year’s competition. Papers that are 
accepted are a huge plus for your future career goals 
and offer an opportunity to be recognized by your 
peers in the professional world of advertising aca-
demia. AEJMC wishes everyone a productive and 
enjoyable school year and looks forward to seeing 
you in Montreal, Canada!

It was 
a great 
joy for 

conference 
planners to 
receive a  

robust 
number of 

submissions 
with a wide 
variety of 

topics. 



For many academics, service can be an after-
thought—something to squeeze in at the end of 
the day, month or year. 

That’s not if you’re long-time Advertising 
Division members Jami Fullerton or Alice 
Kendrick. 

Fullerton and Kendrick were awarded the divi-
sion’s Outstanding Service Award at the AEJMC 
national conference in Washington, D.C. in 
August. 

Fullerton, the Peggy Welch Chair in Integrated 
Marketing Communications at Oklahoma State 
University-Tulsa, and Kendrick, professor of 
advertising in the Temerlin Advertising Institute 
at Southern Methodist University, were recog-
nized for their service to the division, includ-
ing serving as co-editors of the Journal of 
Advertising Education.

Jay Newell, outgoing Advertising Division 
Head, said that Fullerton and Kendrick were rec-

ognized for more than just their work as editors.
“Go wherever advertising students are inter-

acting with media professionals—the American 
Advertising Federation’s Most Promising Minority 
Students program, for example—and you will 
find Alice and Jami serving as contact points 
that benefit advertising educators and stu-
dents,” Newell said. “Alice and Jami have also 
represented the division to the Direct Marketing 
Association, a first for our organization.”

Fullerton said that the award was an unex-
pected but appreciated honor.” Alice and I were 
honored and surprised to receive the award,” 
Fullerton said. “It is always wonderful to be rec-
ognized by your peers, but mostly it is a joy to 
work with the Advertising Division and Journal of 
Advertising Education—something we intend to 
continue for many years.”

Just as you might expect.
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The Advertising Division is one of 18 divisions within the Association for Education in Journalism  
and Mass Communication. Each year the division recognizes exceptional service to the division with 
the Outstanding Service Award.

ADVERTISING DIVISION 
RECOGNIzES OUTSTANDING 
SERVICE BY  
FULLERTON     KENDRICK& by John G. Wirtz

awarded this year’s Service Award  to Jami Fullerton and 
Alice Kendrick, editors to the Journal of Advertising 
Education. This award is such a small gesture to Alice 
and Jami to all that both have done for the division 
over the years. Their continued service is truly, truly 
appreciated.

Finally, I personally must thank all of those people 
I have worked with throughout the past few years 
who have allowed me to now head the best division in 
AEJMC. First foremost the past heads of the Advertising 
Division Hong Cheng, a colleague I had the pleasure 
of working with at Bradley University many years 
ago and who encouraged me to run for the executive 
board so many years ago. Jami Fullerton, who guided 
me as a somewhat absent minded division secretary 
and continued to encourage me to take on ever more 
responsibility in coming years. Bobbi Kay Lewis, one 
of the most kind people in the world, who allowed me 
to make a few mistakes as research paper chair but 
grow and survive the process. Frauke Hachtmann, who 
told me I could do more and had me moving from 
the teaching paper chair to the vice head position the 
following year. Finally, Jay Newell, who kept telling me 

I was doing fine although I know that at times I was 
making a mess of things as vice head and programming 
chair. As always, he was right, again.

I can only wait with anticipation to working with 
an outstanding group of officers this upcoming year. 
Karen Mallia, vice head, who has proven herself quite 
capable even if sometimes knocked down. George 
Anghelcev, teaching standards chair, will continue to 
provide outstanding leadership in this most important 
role. Sela Sar, research paper chair, takes on the research 
paper competition with the goal of starting the grow the 
number of papers submitted. Heidi Hennink-Kaminski, 
special topics chair, will keep this paper competition 
growing. The Advertising Division, and I, would like 
to welcome our two newest members to the executive 
committee. Kelty Logan with take on the position of 
PF&R paper chair and keep this paper competition on its 
upward trajectory. John Wirtz, student paper chair, will 
oversee the growing student paper chair and help me 
grow our membership among graduate students among 
advertising programs around the country.  

Looking forward, all I see is a bright future for the 
advertising industry. On to Montreal!

(con’t from p. 1) “...bright future for the advertising industry.”


