
This conference would not have been 
possible without the commitment of 
our members, paper reviewers and 
the division's executive committee. 
For those of you who were not able to 
attend the conference this year, here's 
a recap of the Advertising Division's 
program:
            The conference began on Tuesday 
with the Pre-Conference Teaching 
Workshop that was organized by Tom 
Bowers. More that 25 participants 
attended the workshop. In keeping 
with the division's goals, this year's 
workshop featured sessions on ethics 
and creativity, developing course 
portfolios and revising the advertising 
curriculum. Glen Griffin's presentation 
on ethics in the creative course got 
everyone engaged in discussing a 
variety of approaches to teaching 
students how to create ads that do 
not violate moral values. Following 
Griffin, Sloane Signal and Frauke 
Hauptman presented their work and 
research on course portfolios. Novice 
as well as veteran professors benefited 
from all of the presentations. 
        The Advertising Division received 
a record number of paper submissions. 
In 2004, we received 96 research 
papers. This year we received 114 
research papers, a 19 percent increase! 
This increase reflects the attraction of 
San Antonio as a conference site and 
a membership that's committed to 
producing excellent scholarship. We 
decided to continue grouping papers 
by theme because it brought more 
structure to our program. Advertising 
scholars presented 23 papers in 
research sessions, 24 papers is a poster 
session we co-sponsored with CCS, 
ESIG and PR, and seven papers in a 
Scholar-to-Scholar poster session. In 
addition we co-hosted five panels. 

     During our members' meeting, 
we congratulated those papers the 
reviewers selected as the best. The Top 
Research paper, Direct-to-Consumer 
Prescription Drug Advertising for 
Stigmatized Illnesses, was written by 
Soontae An and Hyun Seung Jin from 
Kansas State. The Top Student paper, 
Unselling the Cigarette: A Content 
Analysis of Persuasive Elements of 
Two Types of National Anti-Tobacco 
Advertisements, was written by 
Jensen Moore and Keith Greenwood, 
Missouri-Columbia. 
        In addition to congratulating our 
top paper winners, we also thanked 
Tom Bowers for his tireless dedication 
to advancing the pedagogy of teaching. 
This was Tom's last workshop because 
he is retiring from UNC at the end of 
the academic year. Everyone thanked 
him for his commitment to organizing 
the workshop and for setting the 
standard by which pre-conference 
workshops are evaluated. We also 
presented the Outstanding Service 
Award to Bill Arens. Jan Slater, Joe 
Phelps and Ivan Preston congratulated 
Bill and spoke for all of us when they 
said how much he has meant to the 
division and the field. 
             While all of the panel sessions were 
wonderful, a few deserve additional 
recognition. The panel organized 
by Jami Fullerton and co-sponsored 
by the Ethics Division focused on 
the role of advertising and public 
relations in the war on terrorism. 
The panel featured two seasoned 
journalists, Cari Eggspuehler, formerly 
an assistant to the Under Secretary of 
State for Public Diplomacy & Public 
Affairs, and Alice Kendrick. The 
combination of perspectives resulted 
in a rich and meaningful dialogue 
about a pertinent    and sometimes 

controversial issue. The panel co-
sponsored with the GLBT Interest 
Group focused on how we identify 
and define GLBT and multicultural 
audiences and earned rave reviews. 
Amy Faulkner did a great job of 
organizing the panel. 
     Once again, the division's off-
site visit was fabulous! Sheri Broyles 
organized our visit to Bromley 
Communications, the nation's largest 
Hispanic advertising agency. One of 
Bromley's account managers gave us 
a presentation on researching and 
marketing to Hispanic youth. Using 
an anti-smoking campaign as an 
example, she told us how Bromley 
spent an entire summer working with 
Hispanic youth in order to craft an 
anti-smoking message. They found 
that Hispanic youth preferred to 
challenge the tobacco industry in their 
own neighborhoods. The television 
commercials Bromley created with 
this information were incredibly on 
point. The biggest news from the 
members' meeting concerned changes 
in the way papers will be submitted for 
next year's conference and the Journal 
of Advertising Education. This year, 
several divisions experimented with 
receiving and distributing papers to 
reviewers electronically. 
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Judging by the smiles i saw on everyone's faces, i'd say that this year's conference in san Antonio was a 
great success for the Advertising division. in short, it was...

Simply the Best! 
By Caryl Cooper

Head/ad division 2005 - 2006
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Thursday, August 11, 2005
Marriott Center
San Antonio, Texas

WelCome and 
aCknoWledgements
I'd like to thank several members 
for their contributions to the 
division. Ad Division Executive 
Committee: Tom Robinson, Jason 
Chambers, Hong Cheng, Osei 
Appiah, Peggy Kreshel, Kendra 
Gale, and Jami Fullerton. Members 
of the Advertising Division Advisory 
Board: Joe Phelps, Jan Slater and 
Sheri Broyles. Membership: Kim 
Golombisky; Website: Joe Bob 
Hester; Newsletter: Stacy James; and 
AEJMC's Jennifer McGill, Felicia 
Greenlee-Brown and Fred Williams. 

installation oF neW 
division Head
Advisory Board member Sheri 
Broyles installed Caryl Cooper as the 
new division head.

aWards presented
• Outstanding Service Award: 
Bill Arens
• Top Research Paper: 
Soontae An and Hyun Seung Jin - 
Direct-to-Consumer Prescription Drug 
Advertising to Stigmatized Illnesses
• Top Student Paper: 
Jensen Moore and Keith Greenwood 
- Unselling the Cigarette: A Content 
Analysis of Persuasive Elements of 
Two Types of National Anti-Tobacco 
Advertisements

revieW oF division goals 
and assessment
Goals for 2004-2005
The Ad Division had several 
objectives for the 2005 conference. 
One of this year's goals was to 
bring new and developing area of 
advertising into the division and 

conference: account planning, IMC 
and international/global advertising. 
We accomplished this goal by placing 
papers focusing on global issues in 
research paper and poster sessions.
     Another goal for the Ad Division 
was to have at least one session on 
a creative topic. This year's pre-
conference teaching workshop 
accomplished this goal by having a 
session on teaching ethics in creative 
courses.  

advisory Board
Last year an advisory board of past 
division heads was developed to 
assist the executive committee with 
continuity, to provide an historical 
perspective and to serve as a 
sounding board for complex issues. 
The advisory board included Joe 
Phelps, Jan Slater and Sheri Broyles. 
Members of the advisory board were 
available at all times and assisted the 
executive committee when needed. 

proFessional 
involvement
Increasing the presence of 
advertising professionals during the 
convention has been an Ad Division 
goal for several years. The division 
was successful in fulfilling that goal 
this year. The 2005 Ad Division 
program featured four advertising 
professionals. Two reporters and one 
public relations professional also 
participated in a panel about the 
relationship between advertising, 
public relations and terrorism. In 
addition, our members participated 
in the off-site tour to Bromley 
Communication, the nation's largest 
Hispanic advertising agency.

pre-ConFerenCe 
teaCHing WorksHop
The pre-conference teaching 
workshop featured sessions on ethics 
and creativity and teaching 

portfolios. The workshop was well 
organized and was attended by 25 
registered participants in addition 
to presenters and moderators. Due 
to his upcoming retirement, this was 
Tom Bowers last time organizing the 
workshop. Sheri Broyles and Peggy 
Kreshel have volunteered to help 
Mary Alice Shaver coordinate next 
year's workshop. 

paper session reports
The Ad Division received a record 
of research papers this year. Scholars 
submitted 114 papers with an overall 
acceptance rate of 48%. 
Research Papers: 51 submitted, 25 
accepted (49%). Student Papers: 
25 submitted, 13 accepted (52%). 
Special Topics: 21 submitted, 10 
accepted (48%). PF&R: 8 submitted, 
3 accepted (38%). Teaching Papers: 9 
submitted, 4 accepted (44%).

Journal oF advertising 
eduCation
Pat Rose had agreed to serve as 
the journal's editor. Our thanks to 
Elaine Wagner for her many years of 
service as the designer and producer 
of the JAE. Stacy James has agreed 
to take over these responsibilities so 
effectively started by Elaine.

memBersHip
Current membership is 272. Last 
year's membership was 276.

eleCtion oF neW 
oFFiCers
Jason Chambers was elected to the 
position of Vice Head by unanimous 
acclaim. The membership also 
elected W. Glenn Griffin and Will 
Sims to fill the positions that were 
vacated by executive committee 
members whose terms had expired. 

soliCitation oF 
revieWers and 
Committee memBers
Members volunteered to serve as 
reviewers by signing the sign up 
sheets that were distributed during 
the meeting. Sloane Signal agreed to 
serve as the division's social chair.

advertising 
division 
MEMBERS Meeting Minutes / AeJMC 2005
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researCH paper 
suBmissions
After weighing the pros and cons 
of accepting and distributing 
research papers electronically, the 
members voted to begin electronic 
paper submissions for next year's 
conference. 

adneWs
AdNews will continue to be 
distributed via mail, with e-mail 
pdf files, and also posted on the 
Division's website. 

ConFerenCe site
Members selected Boston as the 
most desired city for the 2009 
AEJMC conference. The other cities 
considered were Cincinnati, Miami 
and Charlotte.

neW Business
The AAF commissioned Jami 
Fullerton and Alice Kendrick 
to conduct a national survey of 
advertising students. Fullerton 
distributed the topline results during 
the meeting. 
     Jan Slater would like Ad Division 
members to become involved in the 
AAF Faculty Council's initiative to 
strengthen ties with the industry.
     Sandy Utt, editor of the 
Newspaper Research Journal, asked 
the members to consider serving as 
reviewers for manuscripts.
    Joe Phelps encouraged the 
members to submit manuscripts 
to the Journalism & Mass 
Communication Quarterly.
     Caryl Cooper welcomed all 
first-time members and invited all 
of the graduate students attending 
the meeting to become Ad Division 
members. She invited everyone to 
the social immediately following the 
meeting.
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Head / Caryl Cooper  
University of Alabama
Office:  205-348-3593
Home: 205-752-0080 
Fax: 205-348-3836
E-mail: cooper@apr.ua.edu

viCe Head/program CHair
Jason Chambers
University of Illinois
Office: 207-333-5460 
Fax: 271-244-3348
E-mail: jpchambe@uiuc.edu 

seCretary / Will sims
Virginia Commonwealth University
Office: 804-827-3728 
Fax: 804-828-91755
E-mail: will@willsims.com

adnews editor / stacy James
University of Nebraska-Lincoln
Office:  402-472-3069
Fax:  402-472-4024
E-mail: sjames2@unl.edu

researCH Committee CHair
Hong Cheng 
Ohio University
Office: 740-593-2619
Fax: 740-593-2592
E-mail: chengh@ohio.edu

speCial topiCs paper CHair
Jami Fullerton
Oklahoma State University-Tulsa
Tulsa, OK 74106
Office: 918-594-8579
E-mail: jamia@okstate.edu
    

pF&r Committee CHair
osei appiah
Ohio State University
Office: 614-292-6927
Fax: 614-292-2055
E-mail: appiah.2@osu.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
W. glenn griffin
Temerlin Advertising Institute
Southern Methodist University
Office: 214-768-1750
Fax: 214-768-1155
E-mail: wgriffin@smu.edu
 

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

Bruce Bendinger, 2004’s award 
recipient, greets the 2005 

Outstanding Service Award  
recipient, 

Bill Arens (left) 

tHank 
you For 

everytHing, 
Bill 

Meeting adjourned.

2005-2006 ad division 
exeCutive Committees /  
memBers
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This is not a newly published 
book; you may be wondering why 
I chose to write about it. I re-read 
it recently, considering it for a 
seminar “Critical Approaches to 
Advertising and Consumer Culture, and 
was struck by how richly it illustrates a 
variety of concepts we discuss in many of 
our courses. Then too, because the book 
is historical, and narrowly focused on 
what is viewed to be a feminist issue (the 
non-radical Woman suffrage movement 
which culminated in the ratification of 
the Nineteenth Amendment in 1920), 
I thought it might be overlooked. In 
this short, highly accessible account, 
Finnegan convincingly documents the 
woman suffrage movement's conscious 
creation of a political identity in the 
context of an emerging urban consumer 
culture. The book is at once a case study 
of the intersection of commercial and 
political culture, and a case study of the 
strategic use of “integrated marketing 
communication.” 
     Following an introductory chapter, 
Finnegan describes the cultural milieu of 
the moment, and critically reflects on the 
woman suffrage movement's conflicted and 
dynamic relationship with consumerism. 
Early suffragists had expressed moral 
concern over consumption, particularly 
over “unrestrained commodity 
consumption,” (hence, temperance) but, 
by the late 19th and early 20th centuries, 
suffragists accepted consumption as central 
to middle-class life and contributory to 
social uplift. “Far from seeing commodities 
as harbingers of corruption,” Finnegan 
writes, “many recognized real benefits of 
consumerism, including more leisure time 
due to less household production, more 
variety due to consumer choice, and more 
public interaction due to encounters with 
the marketplace” (24). 
            In embracing consumption, suffragists 
were forced to counter existing stereotypes 
of women shoppers as spendthrifts: 
“irrational, impulsive, weak-willed, 
childlike, narcissistic, even pathologically 
unstable” (33). The movement set about 
repositioning “shoppers,” negotiating 
a new cultural understanding of them 
as rational, efficient, and non-frivolous, 
purchasing goods in the best interest 
of their families. It then re-worked the 
foundation of suffrage ideology from 
one of natural rights to one of political 
expediency. “Suffragists … [made] the 
right to vote synonymous with physical 
possession of a ballot,” (27) Finnegan 
writes.  They then recast the ballot as a 
household appliance, the possession of 
which would allow women to become 
“municipal housekeepers,” doing for 
the public what they did daily for their 
families. This expediency argument 
gave men an excuse to grant women the 
franchise: women were a remedy to social 
problems; if given the vote, they would 

solve whatever social ills arose.  This new 
model of woman voters went hand-in-
hand with an activist vision which blurred 
the public/private boundaries; women's 
ballots would make the marketplace 
responsive to consumer needs and protect 
women's familial obligations.
     In the next two chapters, Finnegan 
critically examines the movement's 
strategic use of advertising, promotion, 
publicity, entertainment, and commodity 
production to bring woman suffrage 
into the sphere of public debate. As 
suffragists entered public spaces, they 
took concerted efforts to construct  their 
brand image, the ideal suffragist. Not only 
did they rearrange the visual appearance 
of public spaces with billboards, sandwich 
boards, electric signs, window displays and 
banners, “public space increasingly served 
as a stage for woman suffrage spectacles 
… suffragists increasingly saw themselves 
as public performers capable of both 
appropriating that space and manipulating 
impressions and representations of 
themselves and the cause” (79). Carefully 
orchestrated, elaborate spectacles-
pageants, parades, motion pictures, plays, 
celebrity, and fashion-were designed to 
attract mass audiences and evoke an 
emotional response. The events also 
attracted press coverage, and so reached 
middle-class readers. That these theatrical 
displays emphasizing the emotionality 
of their audiences contradicted the 
rationality underlying the expediency 
argument was apparently a matter of 
no concern. Indeed, amid a barrage of 
negative stereotypes articulated by anti-
suffragists and the press, suffragists 
readily tapped into the cultural fascination 
with personality, constructing the ideal 
suffragist based not upon ideological 
position, but upon “irrepressible charisma, 
beauty, commitment and dignity” (87). 
This, Finnegan argues, coupled with an 
emphasis on appearances as evidenced 
by lessons in the “art of walking” (“so 
that even their stride would meaningfully 
reflect upon their identities as suffragists 
and their potential roles as voters”), dress 
codes (white garb was “a powerful signifier 
of femininity” and “could both contest 
stereotypes depicting them as unsexed 
and defuse lingering associations between 
women in public and immorality.”), 
training programs to enhance lecture 
skills (“agitators” appealed to emotions 
and “educators” emphasized logic and 
rational arguments for the vote), and a 
host of other impression-management 
activities, suggested, that “…with the 
right dress, look, style, and personality, 
the suffragist's female body became the 
only prerequisite for assuming [the ideal 
suffragist identity]” (90).

     The movement also connected 
with consumerism in the production 
and sale of woman suffrage goods. 
Once emblems of political beliefs, 
the goods became promotional items, 

and later commodities to be sold. Ranging 
from hats, pins, and sunflower badges 
to ready-to-wear suffrage blouses and 
Womanalls to valentines and Kewpie dolls, 
these commodities served the movement 
on a number of dimensions. They sent the 
public a message about the legitimacy and 
unity of the movement, signaled a faith 
in the ultimate success of the movement, 
created a suffrage identity and a sense 
of community, and became a form of 
advertising in themselves.  Additionally, 
the sale of these items made money for the 
cause and indicated that the movement 
was in tune with consumer values. But this 
connection with commercial identity was 
not without drawbacks. Frequently kitsch, 
the items tended toward the sentimental 
and the romantic, and so “deftly assuaged…
anxieties [that enfranchisement would 
degrade and masculinize women] by 
reaffirming older ideas about women's 
emotional nature” (133) and reifying 
conventional standards of women's 
domesticity. In this way, the commodities 
helped create a suffragist identity which 
was activist, but not socially disruptive.
     The case study discussed in Selling 
Suffrage, then, perhaps is not so different, at 
least conceptually, from what we encounter 
today. Here, we find both a discussion of 
the strategies (e.g., positioning, targeting, 
branding, image management, advertising, 
promotion, event planning, and even, in 
a sense, licensing commodities) and the 
challenges (e.g., internal disagreement, 
cultural stereotyping, lack of message 
consistency). 
     Selling Suffrage also calls attention to 
larger social issues which are frequently 
lost in contemporary case studies. 
Themes of industrialization, urbanization, 
immigration, liberalism, etc. are woven into 
the narrative, strengthening Finnegan's 
discussion of this transformative era, and 
providing a backdrop for the suffrage 
movement. Here, too, is the narrative of 
class struggle, again, seldom acknowledged 
or examined in case studies today. Finnegan 
concludes that “selling suffrage, succumbing 
to the commercialization of politics, 
changed the dynamics of the woman 
suffrage movement and opened the door 
to a new era of political salesmanship” 
(13).  In this sense, the book also speaks to 
many issues arising in Gitlin's well-known 
The Whole World is Watching, and more 
recently in Heath and Potter's Nation of 
Rebels: Why Counter Culture Became 
Consumer Culture.
     Selling Suffrage is well worth reading. 
It is simultaneously historical and 
contemporary. I encourage you to read 
and enjoy. 

Finnegan, Margaret, Selling Suffrage: 
Consumer Culture and Votes for Women, 

(New York: Columbia University Press, 1999)

a  r e v i e W  B y  p e g g y  k r e s H e l
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suBmitting a panel proposal 
to tHe ConFerenCe

                                                  By Jason Chambers, Vice Head/Program chair
Well the San Antonio conference is over and now we 
are all looking forward to San Francisco. And while next 
August is a long way away, it is time to start developing 
the program for next year's conferences. I'm sure that 
many of you are hard at work on developing research 
and experiments to write up and submit for presentation. 
But, there is more that goes on at the conference that 
just the presentation of individual research efforts. What 
I'm talking about is the many panel presentations that 
are an integral part of every conference. Now is the time 
for you to submit your panel suggestions for next year. 
Before, you do so, though, there are a few things you 
should know.
     First, as you develop your panel idea you should 
consider what division it could be co-sponsored with.  
The AEJMC website lists all of the various divisions and 
you should look for a partner. While this is no guarantee 
that your panel will be accepted it does make it easier 
to locate a place for it in the program than if it had sole 
sponsorship.
     second, before you submit your proposal you should 
at least try to secure the tentative participation of your 
panelists. For example, Oprah might be the best person 
to be a part of your panel, but unless you've secured her 
tentative participation you should not include her name 
as a prospective panelist.
     

third, the following 
information should be included in your one-page 
proposal:
 
 •  Type of panel
 •  Title
 •  Possible Panelists
 •  Possible Panel Cosponsors
 •  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.

Finally, send your one-page proposal to Jason Chambers 
at jpchambe@uiuc.edu by 5 p.m., 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 217-202-
6960 before the deadline. 
     So that's it, that's all that you have to do. There's still 
some time left before the 15th so when you're done with 
the newsletter…get to work on those panels.  

see you in san Francisco.

deadline:
october 15, 2005
send via e-mail to:
Jason Chambers at 
jpchambe@uiuc.edu 

Those divisions said they were happy 
with the process and planned to make 
the change from paper to electronic 
submission permanent. Hong Cheng, 
who helped organize AAA's 2005 
Asia-Pacific Conference in Hong 
Kong, shared his experience with 
receiving and processing electronic 
paper submissions. Hong said that 
his experience with this process was 
good. He said that reviewers received 
the papers earlier, giving them more 
time to read the submissions and write 
evaluations.  After a motion and further 
discussion, the membership voted 
unanimously to send papers via e-
mail next year. You'll receive additional 
information about the process in this 
and upcoming issues of AdNews and 
in the call for papers. In addition, Pat 
Rose agreed to succeed Mary Alice 
Shaver as editor of JAE. 
    I'd like to welcome our new 
Executive Committee members, 
Glenn Griffin and Will Sims. By a 
unanimous vote, Jason Chambers was 
elected as this year's Vice Head. Hong 
Cheng will serve as Research Chair, 

Kendra Gale as Teaching Chair, Osei 
Appiah as PF&R Chair, Glenn Griffin 
as Student Paper Chair, Jami Fullerton 
as Special Topics Chair, and Will Sims 
as Secretary. Kim Golombisky will 
continue as Membership Chair, Stacy 
James as AdNews editor, and Joe Bob 
Hester as our Webmaster. Sloane Signal 
will serve as Social Chair.
     As always, the members' meeting 
was well attended. It was standing 
room only! The number of members 
that attend this meeting is a testament 
to the strength of the division. Our 
division's collegiality made putting 
together this year's program a real joy. 
There are so many people to thank. 
I'd like to thank outgoing Advertising 
Division Head Tom Robinson for his 
assistance and confidence in my ability 
to organize the program. In addition, 
I'd like to thank our Advisory Board 
members, Joe Phelps, Jan Slater and 
Sheri Broyles, for their wisdom and 
guidance. Most of all, I'd like to thank 
the Executive Committee - Jason 
Chambers, Osei Appiah, Hong Cheng, 
Peggy Kreshel, Jami Fullerton and 
Kendra Gale - for their dedication and 
willingness to do whatever it took to 
make sure we had a successful program. 
I'd also like to thank Stacy James for 

making sure AdNews was distributed 
to our members and Kim Golombisky 
for serving as Membership Chair.
     I'd also like to thank the moderators, 
discussants and reviewers whose spirit 
of service is the greatest contribution 
to our division's success. And last, but 
certainly not least, I'd like to thank all 
of the Advertising Division members 
for submitting their research and 
attending the conference. If not for 
you, none of this would be possible. 

Simply the Best! 
(con’t from front page)

Caryl congratulates 2005 distinghised 
service Award Winner, Bill Arens, and 
ponders the next year with sheri 
Broyles.



After attending my first AEJMC 
Conference, I must agree with Caryl 
Cooper, Vice-Head of the Division, 
who stated this in the Spring 2005 
AdNews. The conference was huge 
with something going on virtually 
every minute of the day to the point I 
was asking myself, “don't these people 
break for lunch?” But, what I was 
most impressed with was how friendly 
and open everyone was. 
     I jumped right in and got things 
started early Tuesday morning with 
registration and the pre-convention 
teaching workshop. It was a great 
learning experience. Glenn Griffin of 
Southern Methodist University gave an 
excellent presentation on advertising 
ethics, which was also a lesson 
in teaching. He had a room full of 
educators engaged and participating in 
a thought-provoking discussion, which 
is not always easy to do. 
      In addition to being in my second 
year teaching as tenure-track faculty 
at Oklahoma State University, I am 
working on my doctorate in education. 
In my higher education and college 
teaching courses, we have talked about 
teaching and course portfolios. The 

final session of the teaching workshop, 
an open forum led by Tom Bowers of 
University of North Ccarolina-Chapel 
Hill, was my first glimpse into the 
mutual respect among the colleagues 
of the Ad Division and the role of 
discussion and debate in challenging 
one another to be more informed and 
better educators.
     Before attending the conference, I 
would have explained it or categorized 
it as a conference about research and 
scholarship. As a first year rookie of 
the AEJMC conference, I would say 
most of all it is about people. It's about 
talking, networking, communicating, 
sharing ideas, and let's not forget 
socializing. The Ad Division social 
at Luciano's “L” Bar was a lot of 
fun. If you attended the conference, 
but missed the social, shame on you. 
Everyone was so warm and friendly. 

I never felt like an outsider. I had 
all kinds of interesting conversations 
including the pros and cons of dying 
your hair at home verses the salon.
     When I went in to the conference 
room where I was going to give my 
paper presentation, the previous 
session had ended but everyone was 
hanging around visiting. A woman 
noticed me and kindly asked if I 
needed any help. I explained that 
I was going to set up my laptop 
and projector but could wait until 
the group had cleared out. She so 
aptly replied, “This is AEJ. People will 
stand around and visit until they're 
booted out.”
     Finally, one of the highlights 
of the conference was the off-
site visit to the country's largest 
Hispanic advertising agency. We had 
a big crowd take the ten-minute walk 
from the Marriot past the Alamo 
to Bromley Communications. The 
folks at the agency gave an interesting 
presentation on how they research, 
create and communicate messages 
to the Hispanic market nationwide. 
Sheri Broyles of University of North 
Texas was an excellent guide on this 
outing, which ended with a handful 
of us searching for “spirits” at the 
historic Menger Hotel. 
     Thanks for showing me such a good time 
in San Antonio! I look forward to seeing 
you all in San Francisco.
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My First AEJ
                    By Bobbi Kay Hooper

“A division is only as good as the people in it and 
the Advertising Division is the best!” 

it was interesting and helpful to learn 
from sloane signal, Howard, and Frauke 

Hachtmann, University of nebraska-
lincoln, how useful the teaching and 
course portfolios have been for them.

the faces of happy convention-goers (from left clockwise:) Adnews editor, stacy James, (couldn’t attend in person), 
tom and Bobbi Kay, Jodi and Will, Jason and ossei, Mary ellen and tom.

http://www.aejmc.net/advertising/
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ad division moves to eleCtroniC 
paper suBmissions BY GleNN GRiFFiN, STUDeNT PAPeR CHAiR

AD Division members attending the recent annual 
conference in San Antonio voted to streamline the 
refereed paper submission and review process. The new 
system requires that authors submit their papers in Adobe 
PDF or word-processed (Microsoft Word, WordPerfect, 
etc.) formats. These electronic documents should be e-
mailed to the appropriate paper chair by the April 1, 2006 
submission deadline. Chairs will then e-mail papers to 
reviewers.
     Among the electronic file formatting options, the PDF 
format is beneficial because your text and graphics are far 
less likely to change or reposition when transferred from 
one computer to another. Your document is more likely 
to transfer exactly as you expected once it reaches a paper 
chair and reviewers.
     If you're unfamiliar with Adobe PDF formatting, there's 
help for you available online at http://www.adobepdf.com/. 
It's easy to create PDF files.     

There are several methods for making PDFs.
1.  You can “print” a PDF file directly from many software 
programs, as long as you have the appropriate printer 
driver installed on your machine.
2.  You can upload your files to Adobe's website (http://
createpdf.adobe.com/) and create up to five PDF files free 
after a quick registration.
3.  To enable PDF creation and gain a variety of file-
editing functions, you can purchase the Adobe Acrobat 
software and install it on your computer. If you have 
more specific questions about Adobe PDF file creation, 
you should contact technology support personnel at your 
school for help.
     For more information about how the electronic 
submission process will work, contact the paper chair for 
the area in which you plan to submit. We all look forward 
to working with you to create a faster and more efficient 
peer review system.

I hope that most Advertising Division 
members will have the opportunity to 
attend the 2006 AEJMC conference 
in San Francisco. We expect to have 
a great program. In addition to 
interesting and informative conference 
sessions, the conference can be made 
more rewarding by experiencing one 
of the most beautiful cities in world 
on foot-yes on foot. 
     As the Professional Freedom 
& Responsibility (PF&R) Chair I 
encourage you to not only see the 
many sites of San Francisco but to 
have this experience in a way that 
could be culturally enlightening and 
consistent with the mission of PF&R. 
One particularly important subject 
area of PF&R is racial, gender, and 
cultural inclusiveness. This area 
suggests that efforts should be made 
to better understand segments of the 
population such as women and ethnic 
minorities that have been historically 
discriminated against and excluded 
from public communication.
      One way to learn about women 
and ethnic minorities and their 
contributions to society while 
exploring San Francisco is to take part 
in the walking tours provided by City 
Guides of San Francisco. City Guides 
provides cultural and educational 
walking tours of San Francisco that 
are amazing and, most importantly, 
free! City Guides is supported by 
the San Francisco Public Library and 
provides over two dozen different 

walking tours through San Francisco's 
most famous neighborhoods. Walks 
usually last from an hour-and-a-half 
to two hours and reservations are 
recommended but not necessary. 
   As a person who lived in the 
San Francisco Bay Area for years 
and frequently went on City Guides 
walking tours, I would highly 
recommend taking a tour. Some tours 
that fit particularly well with the 
spirit and mission of PF&R include: 
Japantown, Chinatown, Murals & the 
Multi-Ethnic Mission, and Haight-
Ashbury. 
• The Japantown tour allows you 
to visit Japan Center and sample 
examples of eastern culture like 
ikebana (flowing arranging), bonsai, 
Japanese gardens and traditional 
kimonos. This area was the long-time 
home to San Francisco's Japanese and 
African American populations. 

• The tour of Chinatown takes you 
through colorful alleys and side streets, 
homes of family associations, sewing 
shops, community organizations, and 
churches. You'll also see post-fire 
buildings and  specialty shops 
selling Chinese medicinal herbs, gold 
jewelry and vegetables.
 • In the Murals tour you'll see one 
of San Francisco's largest ethnic 
communities, which boast a four-
story mural at the Women's Building-
the first woman-owned  a n d 
operated community center in the  
country. In fact, The Women's 
Building is a multi-ethnic, multi-
cultural center for women and girls, 
which aims to provide women and 
girls with the tools and resources to 
achieve full and equal participation in 
society and houses a collection of oral 
histories of the women founders. 
• Haight-Ashbury will evoke images 
of the hippie, flower-power, incense-
burning, acid dropping, tie-dying-
wearing, and peace-and-love era of 
the '60s. Although the Haight is now 
filled with exclusive boutiques, high-
end vintage-clothing shops, cafes, and 
hip restaurants, there is still a great 
deal of cultural diversity. 
    I hope you all get a chance 
to venture out on one of these 
remarkable walking tours. For more 
information please see the City 
Guides of San Francisco web site at 
http://www.sfcityguides.org/descriptions.html

Walking 
Tours in 

Culturally 
Diverse 

San 
Francisco
By Osei Appiah, PF&R Chair
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Advertising Creativity:        W
here’s the Research?

Our students love to learn about it and we like to talk 
about it. But somewhere along the way, we forgot to 
embrace it as a viable topic of study.
     This is a real issue, and a particularly troubling one when 
you consider the fact that our own Journal of Advertising 
accepted only 15 articles dealing with creativity during its 
first 20 years of publication (Zinkhan, 1993). That's not 15 
articles per year: that's 15 articles, period. Things haven't 
changed much since then.
     Historically, the study of creativity (as it relates to 
advertising and a variety of other disciplines) languished 
due to its reputation as a “fuzzy” topic too difficult to 
observe and impossible to measure. But if you look for 

them, you'll find a few great works contributed by our 
own colleagues. They've discovered that we can - against 
all odds - legitimately examine the subject and build a body 
of literature in this area. However, anyone can still get in 
on the ground floor.
     This year, the AD Division's Executive Committee 
hopes that more members will consider submitting papers 
and/or ideas for panel discussions that will help us learn 
and understand more about this fascinating and vital 
topic. Clearly, the opportunities for novel and useful 
research are plentiful. But who'll be brave enough to 
accept the challenge?

We see the same problem in the journals we read and at the conferences we attend: The volume of scholarly research dealing 
with creativity and its role in our industry seems woefully disproportionate to the attention it enjoys in our classrooms. 
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