
This year’s AEJMC convention in 
Chicago was a great conference. The 
2,464 delegates made this conference 
the second largest one in AEJMC 
history. Our division contributed 
significantly to this success. Among 
the entire 1,566 papers submitted, 
we contributed 122, the second-
largest division submission for this 

convention. With 61 accepted papers, four co-sponsored panels, and 
one full-day preconvention teaching workshop, our division did, 
again, a stellar job for the conference. I’d like to thank everyone 
who submitted papers or panel proposals to our division and 
who attended this convention. I also want to thank our teaching 
workshop coordinators (Sheri Broyles, Peggy Kreshel, and Jan 
Slater), panelists, paper reviewers, discussants, and moderators. A 
special note of gratitude goes to last year’s executive committee 
for the exemplary work they accomplished with our five paper 
competitions and conference planning. 

At this year’s conference, cash awards were given to three top 
research papers instead of just one, an initiative implemented 
under Osei Appiah’s leadership. At our members’ meeting, Roger 
Lavery and Michael Hanley reported on the state of the advertising 
industry in 2008. Their report will contribute to AEJMC strategic 
planning; the highlights of the report are featured in this issue of 
AdNews. (Thanks, Roger and Michael, for a job well done!) Also at 
the meeting, Osei Appiah went over a report from Pat Rose, Editor 
of the Journal of Advertising Education. Pat will explore possibilities 
in partnering with another academic organization to increase JAE 
readership and submissions. (Thanks, Pat, for your dedication and 
initiative!)

We also enjoyed our division’s offsite activities. Our own Bruce 
Bendinger and his band performed at Kabuki Japanese restaurant. 
Many of our members and their families went to a cruise along the 
Chicago River, enjoying a spectacular view of The Windy City not 
available from its streets or bridges. (Big thanks to Scott Hamula 
and Marian Azzaro for organizing the cruise!) The agency tour 
to Leo Burnett headquarters had a record attendance. (Kudos to 
Cynthia Morton for making this happen!) Our offsite social at the 
famous Billy Goast tavern was, as always, relaxing and enjoyable.

For more details and insights about our division’s contributions 
to and activities during this year’s convention, please read the pieces 
and see the photos contributed by our division members to this 
issue of AdNews. Here, I must mention the fabulous job Stacy 
James, AdNews Editor, did for us last year. As you can see, she is 
continuing her legacy this year.

After the members’ meeting, Osei Appiah, Glenn Griffin, and 
Will Sims rotated off the executive committee; Craig Davis, Scott 
Hamula, and Jay Newell became new committee members. These 
new officers were the only three nominees who accepted their 
nominations. Owing to my miscount on the outgoing officers, 
only Jay and Scott were elected into the committee at the meeting. 

The error was corrected at the incoming executive committee 
meeting next morning. I apologize for this oversight, and thank 
Craig for his willingness to serve our division and for his flexibility. 
Welcome the new members to the executive committee; thanks 
to the “retired” members for their diligent work and wonderful 
leadership for our division!

It is a great honor and pleasure for me to serve our remarkable 
division as its head. I am confident that with the help of an 
excellent new executive committee and the support from each 
of you, our division will have another exciting year. My goals for 
this year are to help increase the visibility of our division in the 
international arena while continuing the good work our division 
has been doing. We will continue to work on the Advertising 
Division Teaching Excellence Award. The executive committee 
appointed a task force, led by Scott Hamula, our Teaching Standards 
Chair this year, to deliberate on the criteria, procedure, and 
implementation of the award, based on the ground work Glenn 
Griffin did last year during his tenure as the Teaching Standards 
Chair. Other members of this task force are Sheri Broyles, Joel 
Geske, Glenn Griffin, and Peggy Kreshel.

To continue our emphasis on excellent teaching, the executive 
committee appointed another task force to explore the feasibility 
of a Virtual Library for advertising cases, an idea put forth by Bruce 
Bendinger. Led by Kendra Gale, a former Teaching Standards 
Chair, this task force also has Bruce Bendinger, Frank Dardis, Scott 
Hamula, and Pat Rose as its members. Thanks to these colleagues 
for their time, effort, and expertise on these two very meaningful 
tasks for our division. PLEASE share your ideas and insights about 
these projects with the task forces.

We will continue to increase our membership, with emphasis 
on graduate students, ethnic minorities, and overseas colleagues. 
We will also continue to increase the awareness of our division 
members’ professional activities and achievements through the 
division newsletter, Web site, and listserv. PLEASE share your good 
news (on awards, publications, or tenure/promotions, for example) 
with your colleagues. This year, send your news items to Craig 
Davis, our new Division Secretary, at davisc7@ohio.edu.

To increase the visibility of our division overseas, we will 
collaborate with the U.K.-based International Journal of Advertising 
and its publisher, the World Advertising Research Center. The IJA-
WARC will sponsor our division with two best paper awards 
(one for the first-place research paper, the other for the top 
student paper) annually, starting in 2009. A draft about the awards 
was posted on our division listserv on September 8. The executive 
committee is working on the details of the awards’ implementation. 
If you have any questions or suggestions about the awards, please 
do contact me chengh@ohio.edu. I believe a win-win situation 
will be created for our division and the IJA-WARC through this 
collaboration.  
     Again, thanks for making the past conference a great success! 
Let’s work toward another exciting one this year. 
    Cheers,
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After years of declining viewership and readership of its mainline 
mass media, and falling revenues for most traditional media, the 
industry finds itself struggling to understand how to utilize new 
digital media channels to reach a fragmented, indifferent, and 
increasingly cynical consumer.

How did advertising arrive at this ‘tipping point’ in its 
history? It’s been a 30-year journey through economic triumphs 
and upheavals, the introductions of new digital media that 
have siphoned consumer attention away from the ‘boob tube’ 
mentality of the ‘70s and ‘80s, and technologies that have 
given consumers 7/24 access to information, and control of 
entertainment and the persuasion message.

The year 2008 has been made even more challenging as 
a slowing economy takes its toll on ad spending. Advertising 
weakness is spreading from newspaper and radio to all media 
during a year that was forecast to be strong because of the 
Beijing Olympics and the presidential election.

Agencies have felt the brunt of the evolving marketplace; 
clients want better consumer insights, expect better results, and 
demand more accountability, all decreasing budgets. 

As century-old mass media models give way to blinkx, Twitter, 
Facebook, widgets, blogs, and IM, the advertising industry must 
evolve as new media channels emerge to stay relevant with 
consumers. The challenge is magnified due to the sheer size of 
the industry and desire by its largest players to keep their business 
models relevant and profits growing. The nimblest players are 
taking advantage of the slow migration by advertising and media 
companies to a consumer-centric marketplace. Over time the global 
communication companies will absorb the digital innovators, as has 
been happening over the past few years. 

So in a year when one of the most popular cable TV shows 
is about a creative but unscrupulous ad agency in the ‘60s, and 
Nike’s mnemonic ‘Just Do It’ slogan turns 20, what are some 
of the key trends that are and will continue to drive changes in 
advertising? Demographics, migration and immigration shifts, 
economic uncertainty, and, ultimately, relevance to the daily 
lives of consumers who are finding more personal ways to be 
entertained and informed will impact how quickly advertising 
evolves, and whether the evolution is successful.  

The AEJMC conference is always a good start to getting back to 
work after a long, relaxing summer. Okay, whom am I kidding? But, AEJ 
is a great kick-start to the fall semester as we share ideas and further 
our knowledge through scholarship. But the pre-conference Advertising 
Teaching Workshop provides that invigorating boost like no other. I so 
appreciate the efforts of Sheri Broyles of North Texas, Jan Slater of Illinois, 
and Peggy Kreshel of Georgia who plan an interesting and practical 
workshop year after year.

This year’s workshop featured a panel of Chicago professionals 
who provided insight into “what they want our students to know.” The 
panel included Susie Steinberg of DDB, Helen Katz of Starcom Mediavest 
Group, Lisa Wells of Wells Consulting, Suzanne Lord Rossi of Euro RSCG 
Chicago, and freelance copywriter Judy Friedman. Steinberg discussed the 

importance of a clean, simple, and straight-forward portfolio for individuals 
looking to get a job in creative. She prefers the traditional hard-copy book 
to PDFs or Web versions, but admits that it is a personal preference and 
not an industry standard. Wells recommended that professors teach and 
encourage entrepreneurial thinking and encourage students to become 
fluent in a foreign language. The panel all agreed on the importance of 
strong writing skills and how rare it is to find these days.

After lunch, Beth E. Barnes of Kentucky and William G. Christ of Trinity 
presented a survival guide to the terrifying world of assessment. The 
discussion included assessing students, courses, and advertising programs.

Karie Hollerbach of Southeast Missouri State and Peggy Kreshel of 
Georgia led the participants of the workshop in a practical and engaging 
session on teaching advertising social responsibility. The participants of 
the workshop broke into small groups and discussed how teaching social 
responsibility can apply to the different areas of advertising education 
including creative classes, media, sales and campaigns. Advertising and 
communications are changing by the second. We must be constantly 
learning and striving to bring our students an up-to-date curriculum that 
addresses the current issues. The Advertising Teaching Workshop helps us 
do that by bringing in professionals and offering useful, tangible solutions 
and case studies that we can use in the classroom. Don’t miss it next 
August in Boston!

Professional insight, assessment, and social resPonsibility
                   Pre-Conference Advertising Teaching Workshop provides an invigorating boost and a look at

by Bobbi Kay Hooper

State of the  
advertiSing 

induStry 2008 

By Roger Lavery & Michael Hanley

(Summary of a report 
prepared for AEJMC 
Strategic Planning)

“Advertising  
in 2008  

is at a crossroads.”



Osei Appiah (Ohio State University), Courtney Bosworth (Radford University), 
Jason Chambers (University of Illinois at Urbana-Champaign), and Frauke 
Hachtmann (University of Nebraska-Lincoln) were promoted to Associate  
Professors with tenure.
Jami Fullerton (Oklahoma State University) was promoted to professor and named 
to the Peggy Leyman Welch Chair in Integrated Marking Communication in the 
School of Journalism and Broadcasting. 
Katherine Frith (Southern Illinois University) and Kavita Karan (Nanyang 
Technological University), edited a new book, Commercializing Women, Issues of Asian 
Women in the Media, 2008, Hampton Press, Cresskill, New Jersey. Hong Cheng 
(Ohio University), Kwangmi Kim (Towson University), and Ping Shaw (National 
Sun Yat-sen University) each contributed a chapter to the book.
Brett Robbs (University of Colorado) and Deborah Morrison (University of 
Oregon) edited a new book: Idea Industry: How to Crack the Career Code, 2008, One 
Club Publishing, New York, New York, with contributing authors, Kendra Gale 
(University of Colorado), Carla Lloyd (Syracuse University), and Marian Azzaro 
(Roosevelt University).
Hong Cheng (Ohio University) and Dan Riffe (University of North Carolina at 
Chapel Hill) published in April-June 2008 issue of Mass Communication and Society  
the article, “Attention, Perception, and Perceived Effects: Negative Political 
Advertising in a Battleground State of the 2004 Presidential Election.”
Jason Chambers (University of Illinois at Urbana-Champaign) spoke on an AEF-
organized panel at the Paley Center for Media in New York City in September.  
Titled after his new book, Madison Avenue and the Color Line (2008), the panel used  
his book as a catalyst for discussion.  
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(From the Editor: For future entries to the Kudos section, please e-mail them 
to Craig Davis, this year’s Ad Division Secretary, at davisc7@ohio.edu. He’ll pass 
them along to the right people. We would like to hear from you about your 
accomplishments—including recent awards, appointments, and publications—
or anything you think is worth sharing with AdNews readers.)

Kudosad diVision
Compiled by Craig Davis

Some of the most rewarding panels and paper presentations at the AEJMC convention 
deal with professional freedom and responsibilities topics. For example, the Ad Division 
co-sponsored a panel with the Commission on the Status of Women about gender gaps in 
top agency management (“Mars and Venus in the Advertising Universe: How Working Together 
Can Work”). In addition, each year the Ad Division has a separate paper competition for 
PF&R-related articles. AEJMC requires each division to give concern to five categories 
over a period of five years, including:
• Free expression
• Ethics
• Media criticism and accountability
• Racial, gender, and cultural inclusiveness
• Public service
Although our division is already very active with its PF&R activities, we can always do 
more.  Also, only reported activities can be evaluated, so it’s very important that we keep 
good records. Here’s how you can contribute:
1. Consider submitting an article to the PF&R paper competition next year (deadline: 
April 1, 2009). Your article should relate to one (or more) of the five categories above.
2. Propose a PF&R panel for the 2009 AEJCM convention in Boston (deadline: October 
10, 2008). The PF&R committee encourages multi-divisional activities, so think about 
another division or interest group that could co-sponsor your panel.  It’s also a good idea 
to incorporate media professionals or professional associations with common goals in your 
panel proposal.
3. Tell us about your own public service activities. If you are working on a project that fits 
one or more of the five categories, let us know; so we can involve even more people. Please 
send a brief description of your activities to Frauke Hachtmann at fhachtmann1@unl.edu.

Professional freedom and responsibilities  
activities in the ad division by Frauke HachtmannProfessional insight, assessment, and social resPonsibility

                   Pre-Conference Advertising Teaching Workshop provides an invigorating boost and a look at

by Bobbi Kay Hooper
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It was legendary copywriter Neil 
French’s infamous comment about 
the reason why there aren’t more 
women in top creative positions 
that prompted the idea for the panel 
“Mars & Venus in the Advertising 
Universe: How Working Together 
Can Work” at the 2008 AEJMC 
conference in Chicago this summer. 
According to French, “[women are] 
crap…and they don’t make it to the 
top because they don’t deserve to” 
(Sampey & O-Leary, 2005). 

Jean Grow (Marquette) and Sheri 
Broyles (North Texas) moderated 
the panel that included four top 
agency professionals from the U.S. 
and Canada. For an hour and a half 
Jeanie Caggiano (Executive Vice 
President at Leo Burnett, Chicago), 
Dennis Ryan (chief Creative Officer 
at Element 79/Chicago), Maureen 
Shirreff (North American Creative 
Director at Ogilvy & Mather, 
Chicago), and Sue Vering (Creative 
Director at DraftFCB, Chicago) 
discussed the gender gap in upper 
management creative positions in a 
PF&R panel co-sponsored by the Ad 
Division and the Commission on the 
Status of Women.

So why are there fewer women 
in top creative positions around 
the country? While there is no easy 
answer to this question, the panelists 
suggested that women often make 
different lifestyle choices that are 
not as readily accepted in creative 
departments. Creativity often happens 
far beyond regular office hours 
and creative directors are generally 
expected to put in more face time. 
This is not to say that women invest 
less time but they schedule  
it differently. They may pick up 
their kids from school and spend 

time with their family and then 
put in more hours from home. This 
approach is just as effective for the 
client but doesn’t necessarily get 
these women the recognition they 
need to move up in the agency.

What can men and women learn 
from each other? The panelists 
indicated that women sometimes 
come to agencies with a certain 
kind of timidity. They can learn 
from men to be more direct, more 
decisive, and more confident. At the 
same time, women should not try 
to copy men but instead bring their 
own personality to the agency. On 
the other hand, men can learn from 
women to rely more on intuition 
and embracing more balance 
and flexibility. Dennis Ryan also 
mentioned that women seem to be 
highly efficient and focused at the 
office.

What should we tell our (female) 
students who want to pursue a 
career in advertising and particularly 
in creative? Tell them that they 
should use their instincts as female 
consumers. Several of the panelists 
successfully relied on their consumer 
insights when developing campaigns 
targeted toward women. They should 
look for mentors, preferably other 
women, to help them climb the 
career ladder. Teach them to make 
themselves heard and to accept 
compliments when they succeed 
instead of automatically deflecting 
the kudos to their team. And tell 
them that it will pay off to take risks 
in a (still) male-oriented profession. 

Mars&VenUs
IN THE ADVERTISING UNIVERSE:  

hoW WorKing together can WorK
by Frauke Hachtmann

The AEJMC Convention was a great 
place to practice “getting along” in 
the workplace, as evidenced by these 
happy Ad Division convention-goers.
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On Friday afternoon at the 2008 conference in Chicago, the 
Advertising Division presented “New Books in Advertising: Meet the 
Authors.” The panel, co-sponsored by the Public Relations Division, 
was a big success. Ad Division members, and others interested in 
writing books, learned from published authors how to get their book 
ideas on paper and into print.

The panel conveyed that writing a book is no easy task. It requires 
a great deal of time, persistence, and discipline. Each of the panelists 
provided their own insight on how they conceived their ideas, how 
they found a publisher, and what tricks they used to “get it done.” 
Tom Reichert moved into a cabin in the woods without TV or cell 
phone (or family) to get his first book completed. Jason Chambers 
wrote much of his book at the coffee shop near his house, until he 
became such a “regular” that he was doing more talking to other 
coffee drinkers and baristas than he was writing. He soon moved 
back to his office at the University of Illinois.

The advertising division is honored to include in its membership 
some of the top advertising scholars in the country, many who 
have written books in the last year or two. This panel featured these 
authors and their excellent books. They were:
• Fred Beard, Oklahoma, “Humor in the Advertising Business: Theory, 
Practice, and Wit”
• Jason Chambers, Illinois, “Madison Avenue and the Color Line: 
African Americans in the Advertising Industry”
• Alice Kendrick, Southern Methodist, “Advertising’s War on 
Terrorism: The Story of the U.S. State Department’s Shared Values Initiative”
• Tom Reichert, Georgia, “Sex in Consumer Culture” 
• Pat Swan, Utica, “Cases in Public Relations Management”    
Jami Fullerton moderated and organized the session. McGraw-Hill 
publishers provided soft drinks.

  

by Jami Fullerton

Mars&VenUs
IN THE ADVERTISING UNIVERSE:  

hoW WorKing together can WorK
by Frauke Hachtmann

Jörg Matthes (right) receives the First-Place  
Research Paper award from Research Chair  
Frauke Hachtmann.

Michael Hanley (right) receives the  
Third-Place Research Paper award from Research 
Chair Frauke Hachtmann.

Caryl Cooper (left) receives the Advertising  
Division Service Award from Division Head  
Osei Appiah.

AnD THe                 wInneRS ARe...AEJMC      

First-Place research Paper:  Jörg Matthes, Werner Wirth, and Christian Schemer, University of Zurich, “Tiptoe or Tackle? How 
Product Placement Prominence and Exposure Frequency Moderate the Mere Exposure Effect”  
second-Place research Paper:  Jennifer Ball, Angie Lang, and Wei-Na Lee, University of Texas at Austin, “Reducing Stigma 
through Direct-to-Consumer Pharmaceutical Advertising: A Content Analysis of Television Commercials”  
third-Place research Paper:  Michael Hanley, Ball State University, and Michael Becker, Golden Gate University, “Cell Phone 
Usage and Advertising Acceptance among College Students: A Four-Year Analysis”
top student Paper:  Gennadi Gevorgyan, Louisiana State University, “Culture and Persuasion: Exploring Chinese Consumers’  
Attitudinal and Perceptual Reactions toward Culturally Oriented Online Advertising”

“Books” PAnel Reviewed

Ad Division Listserv  
Easy to Use

by Hong Cheng

 
AdNews-AEJMC, our divisional  

listserv, is just like sending an e-mail  
message.  Follow the instruction at the 

right to subscribe or unsubscribe:

to subscribe to the listserv, just compose and send the following message—no more, no less:
 to:                 listserv@ohio.edu
         Message:     subscribe AdNews-AEJMC
                                     end
to post a message on the listserv, you may send it yourself by using the e-mail address below:
 to:                AdNews-AEJMC@ouvaxa.cats.ohiou.edu 
to unsubscribe from the listserv (we hope not), send the following message to the address below:
 to:                listserv@ohio.edu 
 Message:     unsubscribe AdNews-AEJMC



 6 Fall 2008 http://www.aejmc.net/advertising/

The Wednesday afternoon architectural tour was a wonderful 
way to spend an hour with friends and family while learning 
about the history of the magnificent buildings lining the 
waterway. Special thanks to Marian Azzaro for helping me 
coordinate this event. Later in the week, our Friday division 
business meeting adjourned to the Billy Goat Tavern, famous 
for their “Cheezborger! Cheezborger! No fries, cheeps! No 

Pepsi, Coke!” comedy sketch staring John Belushi on SNL. 
Special thanks to Bruce Bendinger for suggesting the location. 
Everyone attending had really nice time enjoying each other’s 
company in a true Chicago landmark. Now, with our eyes 
set on Boston, we’ll do our best to again deliver social events 
such as these for our division. If you have any suggestions,  
please email them to me at shamula@ithaca.edu 

Boats 
and 
Goats 
rUle 
the 
WeeK!

Over 40  
Ad Division 

members 
enjoyed a 
relaxing, 

educational 
cruise along 
the Chicago 

River  
by way of 
Wendella 

Boats. by Scott R. Hamula



 

I Learned in Chicago*  
All i needed To Know AbouT MillenniAls
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Millennials in the Classroom
Missouri School of Journalism associate professor 
Cynthia Frisby provided a front-of-the-classroom view 
of the challenges posed by millennial generation students. 
She suggested that attitudes of narcissism and entitlement 
among college students are driven both by a culture that 
expects efficiency and convenience, and parents that 
accept “unacceptable behavior” from their own children.

Frisby provided suggestions for working with 
millennial generation students:  

*Inform students about your e-mail policies. Let 
them know the expected turnaround time for your 
responses to their e-mails. Remind students that 
there is a human being on the receiving end of 
every e-mail.  

*If you receive a disrespectful e-mail, have the 
student come to your office and read the e-mail  
out loud, to your face.  

*Let students know that the “consumer mentality” 
does not extend to the classroom. Paying tuition is 
not a justification for lowering teaching standards. 
Remind students that students and teachers have an 
obligation to treat each other with respect. 
*Shows such as “American Idol” provide evidence 
that students will accept honest criticism. 
 

*Students will rise to high expectations when 
teachers provide high standards and stick to them.
 
 

Millennials: the agency View 
Gigi Carroll has been researching the attitudinal and 
behavioral characteristics of Millennials for DraftFCB in 
Chicago. Defining Millennials as the children of Baby 
Boomer parents, with birthdates between 1977 and 1996, 
Carroll provided the following observations. There will be 90 
million Millennials by the year 2010, making them America’s 
largest population group. That’s bigger than the Boomer 
generation.

*They are characterized as optimistic, indulged, empowered, 
egocentric, entitled, and ambitious.

*Millennials name their parents as their top role model, and 
claim family to be their top priority. 

*They have been involved in family decisions from a very 
young age, and currently influence 88% of all household 
decisions. 

*They are heading home after school. 55% move home 
after college, and 32% stay another year. Millennials regard 
living at home as a smart financial decision. 

*73% of 18-25 year olds have received financial assistance 
from their parents in the past year. 

*They look at race differently than their parents. While 80% 
of Boomers describe themselves as “White,” while only 55% 
of Millennials refer to themselves the same way. 

*They can be characterized as “prematurely affluent,” 
borrowing large sums of money to finance both studies and 
consumer purchases.

*74% pay attention to politics. 

*Millennials gravitate to media that allows them to express 
themselves. Think Facebook and YouTube.

by Jay Newell and Sheri Broyles

The standing-room-only plenary session at this year’s 
AEJMC conference explored the challenges of teaching 
our Millennial students. Sponsored by the Elected 
Standing Committee on Teaching, “Teaching in an 
Age of Entitlement” featured DraftFCB senior vice 
president Gigi Carroll, Missouri’s Cynthia Frisby, Fred 
Blevens from Florida International, and Northwestern 
journalism student Paula Thornton. Two of the 
presenters shared their notes with AdNews, and we’ve 
excerpted selections from their presentations. 

Want to know more?  
You’ll find all the resources from the “Teaching in an Age 
of Entitlement” plenary, including both PowerPoints and 
Frisby’s syllabus with her “netiquette” issues and other 
policies, at:  
http://www.aejmc.org/_officers/officer_resources/teaching/
08plenarysession/index.php

*Apologies to Robert Fulghum’s, whose All I Really Needed to Know  
I Learned in Kindergarten was published in 1986, 
the mid-point of Millennial Generation birth years.  
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Leo Burnett Worldwide was the site to 
the Advertising Division field trip at the 
2008 AEJMC Convention in Chicago. A 
record number of more than 50 attendees 
hoofed and cabbed their way from the 
Marriott Chicago Downtown convention 
hotel to the Leo Burnett Worldwide 
headquarters on 35 West Wacker Drive to 
attend the luncheon planned specifically 
for AEJMC’s Ad Division. Company 
representatives from Leo Burnett USA 
and Arc Worldwide, the marketing 
services partner to Leo Burnett 
Worldwide, greeted field trip participants 
with souvenirs from the company before 
giving them a comprehensive overview 

of the agency’s approach building  
“HumanKind” brands.

According to Account Planner Rose 
Cameron, the role of communications 
is to bring brand purpose and consumer 
acts to life. She noted that consumers 
have an expectation for brands will fit 
into their lives, not the other way around. 
Therefore brand strategies should give 
primary focus to discovering the ideas, 
expressions, and experiences that will 
change the way people behave, and the 
means by which the brand can fit into 
that context. She demonstrated this 
concept with several successful brands 
from various product categories. 

The presentation concluded with 
case studies of Leo Burnett’s approach 
to building HumanKind brands applied 
to the agency’s client work around the 
globe, followed by a question and answer 
session. Many thanks to Leo Burnett 
for the generous contribution of time 
and resources extended to welcoming 
an enthusiastic group of Ad Division 
members to its headquarters. 

Special thanks to Jeff Tritt, Joan Vivaldelli, 
Rose Cameron, Debbie Clay, and  

Sherry Silverman for assisting in the  
coordination of the visit. 

 
 

ad diVision  Visits LEo BuRnEtt at aEJMC ConVEntion in ChiCaGo
by Cynthia Morton


