
This year’s conference in Toronto
was a complete success for the
Advertising Division because of the
hard work and dedication of our
Executive Committee and the
support of our membership. We
averaged nearly 30 people in
attendance at each of our paper
sessions and panels, there was a
strong showing at both the
Advertising Division’s poster session
and our Scholar-to-Scholar session,
the preconference workshop was full
with 32 participants, we had over 50
in attendance at our Members’
Meeting, and a large number of
partiers attended the Members’
Social.

We presented 24 papers in
Teaching, PF&R, Special Topics and
Research, we co-hosted 5 panels and
had papers presented in the 2 poster
sessions. In order to bring more
structure to the conference, the
papers (both research and poster
sessions) were again grouped based
on themes. The hope was that the
papers would support each other and
that attendance would increase
because interest would be higher. We

also tried to organize the poster
sessions a little better by separating
them into divisions so attendees
could more easily find papers. I had a
number of people comment to me
about how much they liked the
format this year and how nice it was
to hear or see papers all on a specific
topic. 

A special congratulations to our
Top Research Paper this year “Are
Product Placements too Subtle to
Persuade? Proposing Strength of
Association as a Measure of
Effectiveness” written by Anna V.
Andriasova and Carson Wagner from
Texas at Austin, and out Top Student
Paper “Where Does Political Speech
End and Commercial Speech Begin?
A Re-Visit of Kasky v. Nike, Inc.”
written by Youngjun Sung and
Federico de Gregorio from Georgia.

Tom Bowers and Mary Alice
Shaver again hosted an outstanding
Pre-Conference Teaching Workshop.
Jan Slater hosted this year’s off-site
session to Cossette Communications
Group, Canada’s largest integrated
communications and marketing firm
with clients like Molson Breweries,
Coca-Cola and Nike. 

The highlight of the conference
was the panel “Creative Ethics: Five
Rules for Breaking the Rules”
presented by David Fowler, Executive
Creative Director, Ogilvy &
Mather/New York. David was part of
the conference this year because of
the efforts of Sheri Broyles and her
goal for the division to bring more
professions in advertising to the
conference. As a true Ogilvyite,
David presented his five rules as 1) Be
Clean, 2) Be Honest, 3) Work Hard,
4) Seek Truth, and 5) Seek Beauty.
With a mixture of interesting stories
and advertising examples, those of us
in attendance were not only

entertained and educated by a real
creative professional, but I believe we
all walked away as better educators. I
think we should find more
opportunities to make advertising
professionals part of our conference
and the Advertising Division.

The big news of the conference
was the successful completion of the
Advertising Division’s assessment by
AEJMC. As part of the new
assessment process, each division will
be evaluated on a 5 year rotating basis
and the Advertising Division was
selected to go first. We received high
marks in every area. Our
accomplishments as a division are a
direct reflection of our excellent
leadership, wonderful scholars, and
members who are always willing to
participate and serve. 

As the one in charge of putting
the conference together this year,
there are several people I would like
to thank.  First, Sheri Broyles for the
countless hours she put in serving as
the Division Head. Second, our
session chairs, Jason Chambers, Hong
Cheng, Caryl Cooper, Peggy Kreshel
and Osei Appiah, without their
commitment and help we wouldn’t
have had such a successful
conference. Third, to Kendra Gale
for serving as Division Secretary,
Stacy James for her time in creating a
flawless newsletter, Kim Golombisky
for serving as our membership chair,
Jami Fullerton for serving as our
social chair (great party Jami!) and
Tom Weir for serving as our
Webmaster. Fourth, to the
Moderators, Discussants and Paper
Reviewers who so freely gave their
time. Finally, the Advertising Division
members whose research, scholarship
and attendance at sessions made it all
worth it.
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Toronto was a beautiful host. I can’t wait to do it all again next year!

ANOTHER GREAT 
CONFERENCE IN TORONTO
By Tom Robinson, Head/Ad Division 2004-2005
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WELCOME AND
ACKNOWLEDGEMENTS
Many members were thanked for
their contributions to the
division. Ad Division Executive
Committee: Sheri Broyles, Tom
Robinson, Caryl Cooper, Hong
Cheng, Osei Appiah, Jason
Chambers, Peggy Kreshel and
Kendra Gale. Past Chairs (present
at the meeting): Pat Rose, Mary
Alice Shaver, Tom Bowers, Beth
Barnes, Joe Phelps, Jan Slater
Membership:  Kim Golombisky
Website:  Joe Bob Hester;
Newsletter:  Stacy James 
and various new members.

AWARDS PRESENTED:
Outstanding Service to the
Division: Bruce Bendinger
Top Research Paper: Anna V.
Andriasova and Carson B.
Wagner–Are Product
Placements Too Subtle to 
Persuade?  Proposing Strength of 
Association as a Measure of 
Effectiveness.
Top Student Paper: Youngjun 
Sung and Federico de Gregorio– 

Where Does Political Speech 
End and Communication Begin?: 
A Re-Visit of Kasky v. Nike, Inc. 

REVIEW OF DIVISION GOALS
AND ASSESSMENT 
• Assessment 
Division assessment by AEJMC
will now only be conducted once
every five years instead of
annually. The Ad Division
completed assessment this year
and will not be assessed again
until 2009. Assessment of the Ad
Division was very positive and  
the division is in good financial
condition. 
• Advisory Board 
In response to assessment every
five years instead of annually, the
division approved the formation
of an advisory board of the last
three chairs to provide continuity
and historical perspective. The
first Ad Division Advisory Board
will include Joe Phelps, Jan Slater
and Sheri Broyles. 
• Professional Involvement
One of the goals this year was to
increase involvement from and
interaction with the professional
community. Each issue of AdNews
during the last year has included a
contribution from a professional
working in the field. In addition,
the conference sponsored a
PF&R session that included J.
Walker Smith (CEO of
Yankelovich Partners), a panel on
Creative Ethics with David
Fowler (Executive Creative
Director of Ogilvy in New York )
and Janet Kestin (Chief Creative
Director of Ogilvy in Toronto,
and a tour of Cossette
Communication Group, Canada’s
largest advertising agency.  

• Preconference Teaching
Workshop

The preconference teaching panel
was again well organized and well
attended with 32 registered
participants in addition to
presenters and moderators. 
• Paper Session Reports
The division received a record 96
paper submission this year with
an overall acceptance rate of 47%.
Research Papers: 54 submitted,
26 accepted (48%) Student
Papers: 18 submitted, 7 accepted
(39%). Special Topics: 8
submitted, 4 accepted (50%)
PF&R Papers: 9 submitted, 4
accepted (44%) Teaching Papers:
7 submitted, 4 accepted (57%)
• Membership
Current membership is 276 (an
increase of 6 over last year). 

JOURNAL OF ADVERTISING
EDUCATION
Mary Alice Shaver announced she
will step down as editor of the
Journal of Advertising Education
after the Fall 2004 issue in order
to attend to additional
responsibilities as the president of
the AEJMC. She outlined several
issues that need to be addressed: 

1) the formation of a committee 
to select a new editor. She 
recommends a few members of 
the executive board as well as a 
few from the editorial review 
board;

2) the possibility of having a 
publisher take over responsibility 
for JAE. This would probably 
include the loss of the current 
design. They may also not be 
interested since the subscription 
base is relatively small.

3) the probability of increased 
printing and distribution costs 
since it is currently printed by a 
friend at bargain rates and the 
university typically picks up some 
of the mailing costs;

ADVERTISING
DIVISION
BUSINESS MEETING MINUTES / AEJMC 2004



4) the need to make a donation 
to the editor’s university to ease 
some of the additional 
miscellaneous expenses;

5) whether there should be a shift 
in editorial focus. 

The membership engaged in a
general discussion about the
editorial focus. The following
issues were identified: tension
between a teaching mission and
programs who do not recognize
JAE as a publishing outlet for
tenure and promotion; the value
of this publication for adjuncts
and new faculty; the opportunity
to expand the mission of JAE to
provide another outlet for
publishing about advertising, e.g.,
to fill a “theory hole,”; whether
hybrid entities succeed; the
strength of the current identity.
The membership voted to retain
the current mission and focus of
the journal (47 yes, 3 no). 

INSTALLATION OF NEW
DIVISION HEAD
Tom Robinson was inducted as
the new division chair. 

ELECTION OF NEW
OFFICERS 
Caryl Cooper was elected to the
position of Vice Chair by 
unanimous acclaim. The
membership also approved
extending her term of office for
an additional two years. Jami
Fullerton was elected to the
executive committee for a three
year term as a member at large.  

SOLICITATION OF REVIEWS
AND COMMITTEE MEMBERS 
Sign up sheets were distributed
for volunteers to review papers
for the 2005 conference.  

ADNEWS
After discussion of whether to
move to an electronic only form
of AdNews, the membership
voted to continue to send both a
paper and an electronic copy. 

CONFERENCE SITES 
The membership endorsed
Chicago as the preferred site for
the 2008 AEJMC conference.  
[The other choices were
Cincinnati, Minneapolis,
Indianapolis and St. Louis.]  

CO-SPONSORSHIP OF
CONFERENCES
The membership declined to co-
sponsor an advertising
conference with Shanghai
University and instead requested
the executive committee to
formulate some thoughts on the
kinds of conference proposals 
the division would be willing to
entertain.  

Meeting adjourned.

Fall 2004 3

HEAD / Tom Robinson
Brigham Young University
Office:  801.422.3977
Fax:  801.422.0160
E-mail:  tom_robinson@byu.edu

VICE HEAD/PROGRAM CHAIR
Caryl Cooper
University of Alabama
Office:  205.348.3593
Fax:  205.348.2401
E-mail:  cooper@apr.ua.edu

SECRETARY / Hong Cheng
Ohio University
Office:  740.593.2619
Fax: 740.593.2592
E-mail: chengh@ohio.edu

AdNews EDITOR / Stacy James
University of Nebraska-Lincoln
Office:  402.472.3069
Fax:  402.472.8597
E-mail: sj41545@navix.net

RESEARCH COMMITTEE CHAIR
Osei Appiah
Ohio State University
Office:  614.292.6927
Fax:  614.292.2055
E-mail:  appiah.2@osu.edu

SPECIAL TOPICS PAPER CHAIR
Jason Chambers
University of Illinois
Office:  217.333.5460
Fax:  271.244.3348
E-mail:  jpchambe@uiuc.edu

PF&R COMMITTEE CHAIR
Jami Fullerton
Oklahoma State University
E-mail: jamia@okstate.edu

TEACHING STANDARDS CHAIR
Kendra Gale
University of Colorado - Boulder
Office:  303.735.2940
Fax:  303-492-0585
E-mail:  kendra.gale@colorado.edu

STUDENT PAPER CHAIR
Peggy Kreshel
University of Georgia
Office:  706.542.5045
Fax:  706.542.2183
E-mail: kreshel@uga.edu 

MEMBERSHIP CHAIR
Kim Golombisky
University of South Florida
E-mail: kgolombi@cas.usf.edu

WEBMASTER / Joe Bob Hester
hesterj@email.unc.edu

ADVISORY
BOARD
FORMED TO
ASSIST
EXECUTIVE
COMMITTEE
As a result of 5 year rotating
assessment by AEJMC, the
assessment committee
recommended that the
Executive Committee
assemble an advisory board to
help with continuity and
historical perspective.  The
advisory board will comprise of
the past three Executive
Division Heads which will
include Joe Phelps, Jan Slater
and Sheri Broyles for the first
year.  The advisory board will
receive a copy of the annual
report, provide historical
perspective and operate as a
sounding board as needed.

This new addition should
help the Ad Division stay
focused, on track, and pre-
pared for future assessments.
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Experimenting with
something new in your
classroom? 
Think you are observing
a shift in student
attitudes? Trying out
some new assessment
methods? Curious about
what practitioners value
from an advertising education? Wondering if colleagues at
other institutions face the same challenges and how they
manage those challenges? Been thinking about the impact
of assessment requirements, technology, gender imbalance
or anything else going on in the classroom?

Now is the time to find out. The Advertising Division
is well recognized for its commitment to teaching. Each
year the division sponsors a refereed paper session
specifically for research devoted to teaching. So, turn
those “I wonder” questions into pedagogical research
questions and consider submitting your findings to the
teaching paper competition.  If you aren’t sure whether
your topic is a good fit for the teaching paper competition,
feel free to contact Kendra Gale (303) 735-2940 or e-mail
kendra.gale@colorado.edu to talk it over.  

CALL FOR
TEACHING

PAPERS
By Kendra Gale, 

Teaching Paper chair

“I felt like I got a
rookie-of-the-
year award in
major league
baseball,”
quipped Yongjun
Sung, co-author

with Federico de Gregorio of the Ad Division’s 2004
top student paper award. “There are some nice things
about getting this award,” he continued. “Like what?” I
asked. Their conference registration fee was waived;
they got tickets to the awards luncheon where they met
top student-paper winners from other divisions; and
then, of course, there was the cash price. 

Faculty stay on the sidelines in this competition;
papers must be solely student-authored. As is true in
other AEJMC paper competitions, the student papers
are blind reviewed, and winners present at the
conference, sometimes in a research session and
sometimes in a scholar-to-scholar poster session.
Yongjun and Federico presented in a poster session
where they had “more chances to talk and meet faculty
members and students,” and even to discuss jobs with a
few roving search-committee members. All in all it was
a great experience, and one they’d recommend to
others.

Students, develop your “pre-game strategy” now.
Think about submitting a paper to the 2005
competition; you might write a piece especially for
submission, or perhaps you have an advertising-related
paper you wrote or currently are writing for a class.
Yongjun and Federico’s paper was a revision of one they
had written in a doctoral seminar in communication law. 

Faculty, I’d like to urge you to “coach” your students
to submit papers, and “recruit” students who are not yet
AEJMC members by making them aware of this
opportunity. If you have any questions, contact me by
phone at (706) 542-5045 or by e-mail at
kreshel@uga.edu. (You’ll know me. I’ll be the one with
the peanuts and Cracker Jack.)

STUDENT PAPER
COMPETITION: TAKE
A SWING AT IT
By Peggy J. Kreshel, 
Student Paper chair

As we all know, good teachers
have at least one thing in
common, i.e., willing to share their
knowledge, experience, and wisdom
with others. More often than not,
their sharing of these valuables
mainly goes on in their classrooms with
their students. Fortunately our Division, a
proud division of AEJMC, has many
wonderful and generous experts in
advertising education. 

Today the Executive Committee of
the Ad Division invites you, the shining
star in your classroom, to share some of
your knowledge, experience, and wisdom,
by participating in our Division’s Syllabi
and Case Studies Exchange drive. Just as
your teaching has touched so many of
your students’ lives, your syllabi and case
studies will benefit a large number of
your colleagues and friends, many of

whom are as eager as—
probably even more
eager than—your
students to learn from
you. Also, as you know,

our Division boasts one of the best
Websites among the nearly 30

AEJMC divisions and interest
groups. To make our site more useful
to our members, we need to further

enrich its content. Beefing up the Syllabi
and Case Studies Exchange is the first
major measure Tom Robinson, our new
Division Head, and the Executive
Committee hope to implement this year.

Please send an electronic copy
(preferably as a Word document) of your
syllabi and/or case studies to Joe Bob
Hester, our Webmaster. As long as your
syllabi and/or case studies are advertising
related—for courses on principles,
copywriting, media, sales, research,
campaigns, management, IMC,
international, interactive, or regulation
and ethics, they are all very much wanted

and warmly welcome. Joe Bob’s e-mail
address is: hesterj@email.unc.edu

If you want to see what syllabi and
case studies have been posted on our site
right now, you will find them at:
<http://www.aejmc.net/advertising/>. Big
thanks and salutes to those pioneers of
the Syllabi and Case Studies Exchange,
who have created the two columns and
had their syllabi and case studies posted!
Tom Robinson and I will give a $25
Barnes & Noble gift certificates to the
two division members who submit the
largest number of syllabi and the largest
number of case studies this year at the
2005 Members’ Meeting in San Antonio.
Our deep appreciation and high regard
for them will earn titles of Syllabi Master
of the Year and Case Studies Master of
the Year.

We look forward to your participation
in this important drive of our Division
and thank you in advance for your
sharing. Let’s extend our generosity
beyond our regular classrooms!

Syllabi and Case Studies Wanted
By Hong Cheng, Ad Division Secretary

Quick-witted
Ad Division
members
match brain
skills during
Ad Division
trivia match.
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IT’S  PANEL  TIME!
By Caryl Cooper, Vice Head/Program chair

Just when you thought you could relax and reflect
on your experiences in Toronto, it’s time to start
thinking about panel ideas for the Ad Division’s
conference sessions for next year’s convention in
San Antonio! 

Panels are unique opportunities to bring together
people, ideas and concepts that might not get covered
in the research paper sessions. Or, a panel can be on a
topic that interests you. For example, if you’d like to
know how the latest innovations in technology are
being used in the classroom, submit it as a panel
proposal! Are you interested in how ethics or diversity
is being addressed in the advertising curriculum, submit
it as a panel proposal! Think about something that
relates to advertising and is unique to our convention
site. Tours of San Antonio’s advertising agencies,
businesses or museums are perfect for panels. I’d like to
encourage every Ad Division member to submit a panel
proposal. Here’s what you’ll need to include in
your one-page proposal:

TYPE OF PANEL: This is the theme of your panel –
Teaching, PF&R and Research. 

TITLE: Just give a working title that relates to the
theme but try to be catchy and creative. 

POSSIBLE PANELISTS: If you know who you’d
like to appear on the panel, submit their names and
affiliations. Occasionally, however, you might not know
the best people for the panel. Don’t worry about that

right now. You don’t have to confirm your panelists
before submitting the proposal. Because most panels
are joint sessions, the co-sponsoring division may be
able to provide panelists. 

PANEL DESCRIPTION: Here’s where you need to
disclose the purpose of the panel and what will be
discussed. In addition, think about the different
perspectives each panelist will contribute to the panel.
Then, give the reasons why. Why is this panel
important to the Ad Division and the cosponsoring
division? This is the most important part of the
proposal so make sure it is attractive to other divisions. 

POSSIBLE PANEL COSPONSORS: What other
AEJMC divisions would be interested in participating?
You can have more than one division as a cosponsor.
List as many divisions as you’d like. In fact, a mini-
plenary includes four sponsors, so keep this in mind
when you’re developing your ideas. 

PANEL CONTACT: Please provide all of the
information one would need to get in touch with you.
Include your name, address, telephone and fax numbers
and your email address. Send your one-page proposal to
Caryl Cooper at cooper@apr.ua.edu by 5 p.m., Friday,
October 15. If you have any questions or would like to
discuss your idea before you submit the proposal, e-mail
or call me at (205) 348-3593 before the deadline. I’m
looking forward to reading your proposals!

Deadline:
October 15, 2004
Send via e-mail to:
Caryl Cooper at
cooper@apr.ua.edu

Toronto Panel
Session:

“Overmarketing:
Overwhelming
Consumers and
Undermining The
Future”  

Pictured are
panelists 
(from right), Jan
Slater, moderator,
James Twitchell,
Author of Ad Cult,
Peggy Kreshel,
John Eighmey,
Mithun Chair in
Advertising,
Minnesota, J.
Walker Smith,
President,
Yankelovich
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Joel Geske, Helen Varner, Elsie Hebert and Kendra Gale

Bruce and Lorelei

Jami Fullerton and Tom Weir

AEJMC

TORONTO 2004...

SOME 

OF THE

HIGHLIGHTS 

AND SOME VERY

BRAVE AD

DIVISION FOLKS

WHO GOT IN

THE WAY OF

THE CAMERAS!
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Broyles
busses
Bendinger.

Jason Chambers and Jami
Fullerton, (who wins Editor’s
Award for being in the most
photos :-)

Bruce Bendinger, John Sweeney and Wayne Hilinski

David Fowler, Janet Kestin and Rick Boyko

Jami Fullerton and
Brett Robbs



But that wasn’t always the case. When Mary Alice Shaver took
over as editor in 1999, the new journal was still wobbly kneed. But her
steady leadership has not only established a regular publication
schedule, but has also given the Journal a clear and valuable editorial
direction. 

Now after five years as editor, Mary Alice is stepping down. And
we have a lot for which to thank her. Pat Rose, who was head of the
Advertising Division when it turned to Mary Alice for help,
remembers those first days clearly:  “In her inevitable fashion, Mary
Alice stepped up to the plate when it became obvious that the Journal
needed a new editor. In her usual tactful manner, she conned Elaine
Wagner into redesigning it and then made us all better researchers and
writers by recruiting good reviewers and providing pertinent and
insightful editorial suggestions.”  

Under Mary Alice, the Journal has encouraged all of us to take
teaching more seriously. She has sought out and published articles that
added new knowledge, questioned accepted practice and informed us
about groundbreaking scholarship and research. In particular, the
Journal has explored major issues such as technology and diversity and
made important contributions to the discussions of pedagogy in such
specific courses as the media planning, creative and account planning
classes. Moreover, her editorial guidance has encouraged lively writing
and a clarity of expression that is all too rare in academic publications.
Finally, she gladly attended to a myriad of numbing details from
managing budgets and keeping an eye on deadlines to overseeing
mailings and negotiating printing contracts. No publication can
succeed without such high standards and attention to detail and Mary
Alice handled all of these responsibilities with characteristic grace and
humor.

As Sheri Broyles, a former head of the Advertising Division notes,
Mary Alice received the 2002 Outstanding Service award for our
division and “perhaps her most important service was taking on the
Journal which under her direction flourished and became a credible
place for publication.”

As editor and as a leader in advertising education, Mary Alice
Shaver has consistently reminded us of the integral relationship
between teaching and research. In doing do, she has helped make each
of us more effective and left us a Journal which will help us continue
to grow as advertising educators. That is no small accomplishment and
one we all deeply appreciate.
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THANK YOU,
Mary Alice!

By Brett Robbs

The Journal of 
Advertising Education 

has become such a regular part of
our lives, it’s hard to remember a
time when we didn’t count on its

being there to help us. 

Toronto experiences. 
(top) Osei Appiah and his daughter
enjoy a moment together. (bottom),
Amy Struthers and Nancy Mitchell mull
over where to go for their next session.
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More Reflections and Reactions from Toronto...

FRANK DARDIS, NEW MEMBER
“My first experience with the Advertising Division at the AEJMC conference 
in Toronto was very enjoyable and interesting.”

First of all, I was quite pleased with the comfortable atmosphere in the business meeting, which
was serious enough to get work done but also was pleasant enough for light-hearted fun and
camaraderie. I could tell that members took the issues quite seriously and valued deliberation on
choices that would affect the group, both in the short and long terms. At the social, I had the chance
to meet many colleagues whom I probably would not have met otherwise, and the socializing
included many valuable elements, such as discussing teaching methods and syllabi with those who
teach similar courses and talking about research topics. Mostly, though, it was just a fun place to make
new acquaintances and friends, with whom I’m sure I will have much contact over the years. Based
on my first experience with the division, I hope to become more involved with group activities in the
next few years.

JENILLE FAIRBANKS, GRADUATE STUDENT
“Participating in the AEJMC Conference this year was one of the highlights of 
my academic career.”

The opportunity to learn about the most recent research in the field was mentally exhilarating in
a way I hadn’t previously imagined. Personal interaction with scholars planted the desire for life long
involvement in academia. I thoroughly enjoyed attending presentation and poster sessions and look
forward to future involvement in AEJMC conferences.

CAITLIN ANDERSON, GRADUATE STUDENT
“I consider my experience at AEJMC to be quite an asset to my educational career.”

It was a privilege to gain experience in presenting by participating in one of the sessions. An
unanticipated bonus was the opportunity to attend a variety of
presentations and poster sessions that varied in subject matter,
because I was exposed to a wide variety of topics in the
communications field that I had not been much aware of previous
to the conference. If I have the opportunity to participate in such
a conference again, I would gladly accept.

Jay Newell, Iowa State, samples hors d’oeuvres
during the social hour. Note in the background his

very fine “chopper,” which he rode to Toronto all the
way from Ames. Or was that just a dream?
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Advertising scholars interested in
presenting their work at the
AEJMC convention often ask these
two questions — what is PF&R
and does my research topic fit that
paper competition? We hope to
answer these frequently asked
questions now, as we begin to
prepare for next year’s convention.  

PF&R stands for Professional Freedom and
Responsibility. According to AEJMC, PF&R deals with
the “environment and standards of the professions” — for
the Ad Division that means the advertising industry.
Professional Freedom refers to the freedom for ad
professionals to express themselves through the
advertising they create and Professional Responsibility is the
ethical standard and social responsibility that
professionals should maintain in their work. 

Your research may be ideal for the PF&R paper
session if it deals with one of five broad areas: Free
expression; ethics; media criticism and accountability;
race, gender and cultural inclusiveness; and/or, public
service. Many research topics address these aspects of the
advertising industry from targeting minorities and
children to the use of sex in advertising to commercial
speech issues. Unique advertising case studies and
reflection papers on the ad industry may also be
appropriate for PF&R. Papers may be theoretical or
applied and any methodology is welcome.

Examples of successful PF&R paper
presentations over the past few years
have included:
Is it Segmentation or Segregation? Exploring
the Unintended Social Consequence of
Targeting Minority Audiences with
Advertising Placements Outside of
Mainstream Media by Karie L.
Hollerbach, Southeast Missouri State;

Selling Truth: How Nike’s Advertising to Women Accomplished
the “Impossible” by Jean M. Grow and Joyce M. Wolburg,
Marquette University; A is for Apple, B is for Boy and C is for
Coke, Channel One and Commercialism: A Critical Assessment of
the Historical Roots and Modern Developments of Advertising in
Schools by Inger L. Stole and Rebecca Livesay, University
of Illinois at Urbana at Champaign; Advertising and the
First Amendment: The Central Hudson Analysis and the Impact
of Lorillard Tobacco Co. v. Reilly by Michael Hoefges,
Tennessee; A Proper Prescription for Commercial Speech? A
Study of the Food and Drug Administration Warning Letters
Regulating Direct-to-Consumer Prescription Drug Advertising
by Annisa Lee North Carolina-Chapel Hill.

If you are unsure if your work “fits” PF&R, feel free
to ask the Ad Division PF&R chair, Jami Fullerton –at
jamia@okstate.edu or by phone at 918/594-8579. We look
forward to receiving your papers and to a dynamic PF&R
session in San Antonio next summer!

PF&R...What is it?
By Jami Fullerton, PF&R chair

As members in good standing with the
Advertising Division, chances are that most of
you have been to at least one paper session at
one convention. Perhaps you made it to a research

session, or one dedicated to teaching standards.
Or, if you have not actually been to any of the
conventions you’ve at least seen the call for
papers and have an understanding of what each
of the various areas covers. But, there is likely
one area that seems a bit confusing, or, even
worse, something of a “catch all”—Special
Topics. Today I would like to clarify the area of
Special Topics and encourage you to submit a
paper to me (aka the Special Topics Chair) for
the upcoming convention.

Special Topics is an admittedly broad area. In addition
to having the same standards of rigor as the other division
areas, it seeks essays and studies from a variety of areas.
Past accepted submissions have included agency studies,
ethnographies, model analysis, case histories, narratives,
and a variety of critical studies. Some accepted papers
from this year included: “Where Does Advertising End and
Free Speech Begin?: A Case Study Analysis of the
Troubling Nike v. Kasky Lawsuit,” and “Branding at a
Small Advertising Agency: A Big Agency Trapped Inside a
Small Agency’s Body?”

So, as you gather your thoughts for the upcoming
conference. please keep in mind that Special Topics may
be just the area for you.

“Where Can I
Send This

Paper?

Why Not 
to Special
Topics.”

More Toronto
memories –  
(top from left) Will
Sims and Tom
Reichert enjoy a bit
of the bubbly.
(bottom left) Caryl
Cooper contemplates
a new Ad Division
year and the new job
of Vice Chair.
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This award is given to a person who is always here, year
after year — and to a person who has made a difference —
a big difference — in the Advertising Division.

The 2004 recipient is certainly known as an industry
professional. He is a well-known creative, a VP Creative
Director at Leo Burnett at the age of 27, and named “one
of Chicago’s creative superstars.” He has been a top
creative executive at Chicago’s major agencies, including 
J. Walter Thompson, Leo Burnett, and Foot Cone &
Belding. His advertising campaigns have helped deliver
significant growth to major brands.

But there are lots of terrific professionals that don’t
make a difference for a gang of geeky academics. This
person has made a difference not only by his presence, but
also with his financial support and his interplay with the
industry. But perhaps the biggest difference is his going
the extra mile to help us teach better, save our “kids”
money, and — yes — add to our own academic vitas by
helping us publish.

This person has managed to take a motley bunch of us
and make us better teachers by forcing us to write about
what we do — and even, god forbid, to collaborate with
each other for the good of the whole.

Throughout the years, when the Ad Division has
needed — sponsors, speakers, sanity — he’s been there.
And, he plays a hell of a piano.

Thank you, Bruce, for all you do.

Outstanding Service Award 
KUDOS TO BRUCE BENDINGER

By Sheri Broyles, Immediate Past Head

It was my honor to present the 2004 Outstanding
Service Award to Bruce Bendinger at the

Members’ Meeting in Toronto.  The following
comes from the letter of nomination and my

presentation at the meeting..
(At right, Sheri presents the award plaque to Bruce.)

The Outstanding Service Award is a very public way that our Ad Division thanks members who have
been apart of our division — and given to the division — year after year. But to receive the award, a
person must be nominated for it. If you know someone who is worthy of this award, please write a short
nomination letter that details his or her contribution to the division. Then just email it to the Head of the
Division, Tom Robinson (tom_robinson@byu.edu). By doing this electronically, it makes it easier for the
Head to share the nomination with the rest of your Executive Committee.This is your chance to say
“thank you.” It may be a small thing, but sometimes the small things in life can mean a lot.

WE WANT YOUR NOMINATIONS...
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QUALIFICATIONS:
• The editor should be a good writer and a good editor.
• The editor should be able to devote the time to work 

with the manuscripts, the reviewers and the authors. 
This includes availability to work on JAE throughout 
the summer. 

• The editor’s host school should make a commitment for 
both clerical assistance and the postage/supplies for the  
letters and manuscript packages for the reviewers.

• The editor must be a member of the Advertising Division
of AEJMC.

The editor will be chosen by a committee from the
Advertising Division.  Those interested should send a 
Letter of Application electronically to Sheri Broyles at
sbroyles@unt.edu. The letter should address:
• Your vision for the Journal of Advertising Education.
• What qualifications you have that you think would make 

you a good editor.
• What kind of support you could reasonably expect from 

your school.
• Other information you think will help the committee.

The Journal of Advertising Education seeks a new editor beginning with the Spring 2005 issue. All
members of the Ad Division of AEJMC are eligible to apply for this position. The editor’s job is a three-year
commitment with a second three-year commitment possible.

THE JOB:
• Receive manuscripts and acknowledge them.
• Prepare folder for each submission with an original copy 

of the manuscript and copies of letters to reviewers. Later
copies of reviews and a copy of the letter sent to authors 
with the reviews are put into the file as the process 
takes place.

• Choose appropriate reviewers and send articles with 
judging sheet (three blind reviews for articles; two blind 
reviews for teaching tips).

• Evaluate reviews, write letters to authors accepting, 
suggesting revisions or rejecting. It is the editor’s job to 
interpret reviews and comment upon them in the letters 
to authors. Copy all reviews and send reviews to authors 
and to all reviewers. 

• Edit copy for each issue and prepare it for publication 
(Table of Contents, List of authors, etc.).

• Proofread each issue in draft and blueline form.
• Order labels from AEJMC for each issue; send bill from 

printer to AEJMC for payment.

Deadline is November 1, 2004. The new editor’s position begins with the Spring 2005 issue.


