
With temperatures in the 80s and low humidity, Denver 
was the place to be to kick off the month of August and the 
annual AEJMC convention. Among 2,189 delegates in 360 
sessions, 853 papers were presented. As always, the Advertis-
ing Division was a major player in the success of this year’s 
convention with one full-day preconvention teaching work-
shop, five research presentations, five co-sponsored panels, 
two co-sponsored poster sessions and one high-density 
research session. Special thanks to the executive committee, 
paper presenters, panelists, moderators, discussants, and last 
but certainly not least, the paper reviewers. This was my 
sixth year to attend the conference and participate in the Ad 
Division offerings, and year after year I am amazed at how 
much I learn from and how much I am inspired by my col-
leagues in the Ad Division.

And the inspiration begins at the preconvention teaching 
workshop where you receive teaching tips from colleagues, 
energizing ideas from fresh faces and cutting edge insight 
from professionals in the trenches. The workshop is a 
must-attend event. Thank you Sheri Broyles, Peggy Kreshel 
and Jan Slater for providing the division with valuable 
professional development opportunities year after year. For 
more details and insights about our division’s events at this 
year’s convention, please read the pieces contributed by our 
executive committee in this issue of AdNews. Special thanks 
to Scott Hamula for acting as the division’s photographer 
and providing fun photos to archive events. While I am 
saying thanks, I must recognize Stacy James for her contin-
ued dedication to the division as AdNews editor. Stacy was 
presented with the Outstanding Service Award at this year’s 
member’s meeting. 

Pat Rose was also recognized with a Special Recognition 
Award for her service to the division as the editor of Journal 
of Advertising Education for the past 5 years. The torch was 
officially passed on to Jami Fullerton and Alice Kendrick 
who will be serving as co-editors for the journal. Congratu-
late our new editors by sending quality article submissions 
to JAE. In addition to submitting articles directly to the 
journal, papers submitted to the Division’s teaching paper 
competition will now also be reviewed and considered for 
the journal. So get your teaching papers ready for the April 
1 deadline, you could land a conference presentation and a 
journal article in one submission!

I want to thank Jami Fullerton for her service and 
leadership as last year’s head, as well as Cynthia Morton for 
her diligence on the executive committee. As these ladies 
rotated off the committee, Karen Mallia and Troy Elias were 
nominated to serve and warmly accepted (perhaps without 
fully knowing what they had gotten themselves into). I am 
thrilled that Frauke Hachtmann accepted the position of 
Vice Head, as I plan on relying on her frequently this year. 
It is an honor and a pleasure for me to serve as the head of 
this fabulous division. I am confident with the help of the 
dedicated executive committee and the support from you 
the members, our division will have another exciting and 
successful year.

In striving for that success, the following goals have been 
set:  First, a task-force will be appointed to examine and 
update the By-laws for the Advertising Division, which 
have not been revised since 1992. Second, I would like to 
improve and increase the content, visibility of the Division’s 
website. Webmaster JoeBob Hester recently reformatted the 
site on WordPress, so it will be seamless for members to use 
and contribute content to the site. We need to be sharing 
information, syllabi, case studies, social media and more. 
I would like to see the website become a primary resource 
for its members. Similarly, I would like to see the division 
join forces with the new editors of JAE to improve overall 
circulation, quality, and prestige of the journal. You can help 
by submitting to the journal, reviewing for the journal and 
perhaps making inquiries to your campus libraries to carry 
the journal online.  

To continue our emphasis on excellent teaching, we 
will concentrate on establishing an annual award to recog-
nize excellence in teaching among the division’s members. 
Finally, we (meaning the entire membership) need to make 
enlarging membership in the division a priority. Invite and 
encourage graduate students and your colleagues overseas to 
get involved in the division. If we all brought as many new 
faces to the member’s meeting as Texas Tech did this year 
in Denver, we would increase membership tenfold. It could 
happen.

Thank you for helping the Ad Division shine as one of 
the leading divisions in AEJMC. I look forward to the com-
ing year.
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So what if  Alex Bogusky resigned 
from MDC Partners and the entire 
advertising industry just five weeks 
before he was due to appear. The AEJMC convention 
panel “Creativity and the Digital Age” drew an eager, 
participatory crowd, much like digital media itself.   The 
panel included Alessandra Lariu, SVP/Group Creative 
Director at McCann; Craig Miller, Creative Director of  
Crispin Porter + Bogusky; David Slayden, Executive 
Director of  Boulder Digital Works; Joel Geske, 
Associate Professor at Iowa State; Glenn Griffin of  
SMU, co-author of  The Creative Process Illustrated; and was 
moderated by yours truly. 

While dozens of  questions and answers were raised, 
some key themes emerged: First, 

Everything is the same, yet different. Happily, some 
core truths about creativity and advertising haven’t 
changed in the digital age. The “idea” is still paramount 
in developing great creative work.  According to 
Creative Director Craig Miller of  Crispin Porter + 
Bogusky, the best creatives work in a media-agnostic 
way, letting the idea drive the media selection. Glenn 
Griffin, who interviewed 80 creatives during two years 
of  research, confirmed that concept is paramount in the 
way most approach the creative process. In teaching, we 
still need to emphasize ideation over mechanics.

 Recognizing brilliant creative work still feels the 
same. Years ago, David Ogilvy said great advertising 
should make clients squirm in their seats. Alessandra 
Lariu, McCann SVP/Digital Group Creative Director 
said when her teams show her work “I want to be 
scared.” In the CPB world, it’s identified by whether or 
not it will generate buzz, in Miller’s words, “what the 
press release would say.”

Unfortunately, one sad truth about creative hasn’t 
changed—yet. Diversity is still just a word in creative 
departments. Miller reports CPB is still a boy’s club, 
though less so with growth, and at many meetings Ms 
Lariu is often the only woman in the room. But the 
digital era offers some hope. The inaugural class of  
the new graduate program Boulder Digital Works has 
equal male/female enrollment, according to Slayden. 
And Lariu, founder of   SheSays, a networking group 

for women  in technology, reports 
participation mushrooming.  

Another key conclusion 
grew from the panel discussion: the digital world is 
undeniably impacting creativity in advertising. It’s no 
longer about designing one-way communication. In 
the succinct words of  David Slayden, “First you start 
a conversation, then you curate it.” Creative is now 
about ongoing dialogue, and the recent Old Spice Isaiah 
Mustafa Internet campaign was cited as an example.   
Geske added that the digital community is not a mass 
audience, but many smaller cultures and communities. 
Creative people need to acknowledge and embrace that, 
and be prepared to create for diverse groups.

In the digital world, sometimes the tail does wag the 
dog. Lariu recounted a case of  how digital technology 
preceded an idea. Creatives asked, “How can we 
leverage Twitter?” and that led to a Nikon Twitter 
campaign utilizing Ashton Kuchter and to development 
of  the “140 Character Film Festival.” 

In many ways, the digital world has leveled the 
playing field between big and small agencies and 
clients. It allows for more experimentation—thanks 
to how quickly ideas can be implemented, and how 
inexpensively they can be produced, compared to big 
TV campaigns. 

The digital world is highly collaborative, unlike the 
territorial, old school advertising team. This raises 
questions surrounding authorship of  ideas, and the 
future value of  industry recognition and rewards 
typically bestowed upon the individuals associated with 
big ad ideas.  

Most importantly, the kind of  talent required for 
creative jobs isn’t necessarily what it was before the 
digital age—or in fact what universities are producing 
right now. The panelists concurred that the T-shaped 
person is the one who will succeed in the future. The 
concept of  T-shaped talent was popularized by IDEO 
founder Tim Brown, and essentially describes one who 
is knowledgeable in a broad array of  job relevant areas, 
but is deeply expert in one. That is indeed critical input 
for advertising educators.

“creativity and the digital Age” raises lively, thought provoking discussion 

Alex Bogusky  
didn’t show,  

but a great group  
of panelists did.

 by Karen Mallia
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On Friday 6th of  August the Advertising Division awarded Stacy 
James with the 2010 Outstanding Service Award. A former director 
of  advertising and sales promotion, Stacy has been a staple in the 
Ad Division for 17 years. During the last 12 of  those years Stacy has 
operated as the graphic designer and publisher of  the division’s AdNews 
newsletter. Her commitment to pedagogy and her contribution to the 
field have been even further exemplified by her work as a designer and 
publisher of  the Journal of  Advertising Education; positions she has held 
since 2005. 

As a faculty member in the advertising sequence at University 
of  Nebraska-Lincoln since 1988, Stacy has taught a wide variety of  
courses. These include Advertising Campaigns, Principles of  Strategic 
Communications, Principles of  Advertising and Public Relations, 
Promotional Writing, Typography, and Communication Graphics. 
Even more impressive than the breadth of  her teaching experience, 
however, has been the impact of  her contribution on others. Stacy 
has been recognized by the UNL Parents’ Association for excellent 
teaching 12 times, and over the course of  the years her students have 
won numerous creative awards. Stacy has also been awarded the AFL 
Silver Medal Award in 1999 which is given by the Lincoln advertising 
community to an advertising professional/educator for “contributions 
to the profession, pursuit of  creative excellence, and demonstration of  
responsibility to society.” 

Also honored at the AEJMC Advertising Division with the Special 
Recognition Award was Pat Rose. Pat has been the editor of  the Journal 
of  Advertising Education since 2005. As Brett Robbs so eloquently 
articulated as he prepared to present the award to Pat, “She [Pat] saw 
the Journal of  Advertising Education as one more way to help others 
teach more effectively. In her very first “From the Editor” column, 
Pat wrote, “I believe we all need to enrich our pedagogy, expand our 
horizons, and stay abreast of  new developments both in our field and 
in methodologies that enable learning.””

Pat, with JAE in tow, has made every effort to bring that vision 
to fruition. In fact, as voiced by Brett, under Pat’s leadership JAE 
explored novel and challenging issues that included new media and 
information technologies, curriculum reform, and creativity. Pat is 
also credited with initiating the first partnership between JAE and the 
Direct Marketing Education Foundation. Her leadership style helped 
ensure that when writers submitted their articles they would receive 
timely and insightful feedback that would help them improve their 
work. In the event that an article was not accepted, Pat was always 
encouraging and would suggest ways that the piece could be fixed and 
resubmitted. As Brett articulated, “Somehow Pat managed to make 
rejection feel a lot less discouraging.” 

Today, we want to recognize the contributions of  both Stacy and Pat 
and their distinguished history of  accomplishments. We are extremely 
proud of  the work that they have done both for us, and with us, over 
the years. As a division we are especially fortunate to have had both Pat 
and Stacy be a part of  our field. Special thanks to Frauke Hachtmann 
and Brett Robbs for their contributions to this article. 



Kurt Schwartzkoff, the Chief  
Marketing Officer (CMO) for the 
Denver Nuggets and the Colorado 
Avalanche welcomed the AEJMC 
advertising professors to the Pepsi 
Center on Wednesday, Aug. 4, from 
1:30 pm to 3 p.m., during the Ad 
Division members’ annual off-site visit.

Twenty eight professors rode the 
mall bus and light rail from the AEJMC 
Convention site to the Pepsi Center where 
Ad Division professors received an up-
close tour of  this ultra-modern-sports-
and-entertainment arena and learned 
how professional sports executives use 
advertising and marketing to fill seats in  
the arena.  

The visit began on the playing floor 
of  the Pepsi Center, where the Denver Nuggets 
(basketball), the Colorado Avalanche (hockey), and 
the Colorado Mammoth (lacrosse) home games 
are played. Mr. Schwartzkoff  gave a brief  history 
of  the five-level arena, and he talked about how 
his background in entertainment marketing helped 
prepare him to lead marketing efforts for the 
Nuggets and the Avalanche. 

The Ad Division professors then received a 
behind-the-scenes peek at Kroenke Sport’s in-house 
broadcast studios where home games are broadcast 
and in-game promotions are created in real-time. 

Ad Division professors Scott Hamula and Scott 
Sherman sunk a few foul shots on the official 
Denver Nuggets practice court that also serves as the 
media room where the members of  the national and 
local press can interview players and coaches. The 
attendees also saw the luxury suites on the club level 
of  the arena.

After the personal tour of  the facility, Mr. 
Swartzkoff  presented the 2010 advertising and 
public relations efforts for the Nuggets and 
the Avalanche. The presentation consisted of  a 
fullyintegrated marketing communication program 
that included billboard, online and television 

advertising, logo enhancements, 
signage, direct marketing, web site 
development and many community 
outreach programs that benefit the 
city of  Denver. Mr. Schwartzkoff  also 
talked about the creation of  a new, 
more strategically relevant mascot 
-- Bernie the St. Bernard, and all 
professors received a free Colorado 
Avalanche T-shirt with the campaign 

tagline “It’s all about the A.”
The tour ended in the Atrium Main 

Entrance where a sculpture of  basketball 
and hockey players in action, weighing over 
2000 pounds, is displayed.  

Many thanks to Kurt Schwartzkoff  for 
the generous contribution of  time and 
resources extended to welcoming the group 

of  Advertising Division professors.
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Tour 
of  the 
Pepsi 
Center

By CrAig DAViS

Kurt Schwartzkoff, the Chief Marketing Officer (CMO) for the Denver 
nuggets and the colorado Avalanche welcomed the AEJmc advertising 
professors to the Pepsi center
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Last year, after my initiation into the secret world of  chair-
ing research paper competitions, I revealed the Lessons 
Learned At Other People’s Expense While Chairing The 
Ad Division Special Topics Competition.* This year I took 
a shot at running the Ad Division’s Research Competition. 
With 70 submitted papers, 76 reviewers, and 210 reviews, 
the lessons came quickly. It’s amazing how much you can 
learn by seeing other people’s hits and misses.
 
Who Reviews? 
Like all competition chairs before me, the first task was to 
pull together a list of  reviewers. I invited prior-year AE-
JMC ad division reviewers, authors of  previously -accept-
ed papers, and researchers who are active in other advertis-
ing organizations. My first lesson was that the reviewers 
who volunteered for AEJMC 2010 were more A-list that 
I had ever hoped. Wonder who’s reading your conference 
paper?  It includes Major Names, people who’ve written 
books, full professors, and researchers whose names you 
see in really good journals. The lesson that I learned here 
is that Ad Division research reviewers as the same people 
you cite in your research. They know the difference be-
tween strong and weak papers. Write accordingly.

Who Got My Paper?
One of  the ongoing questions is how competition chairs 
match the skills and interests of  reviewers with the topics 
and methods of  papers. The way we worked (and I say 
“we” because I had a totally-on-top-of-things assistant in 
Iowa State grad student Ni Zhang) is that each reviewer 
was asked to state preferences in terms of  desired topics 
and methods.  About a third of  the reviewers made their 
desires known, while the rest left the matchmaking up to 
us. We made the matches between papers and reviewers 
in several marathon sessions that began a few hours after 
the April 2 paper-submission deadline. We read each paper 
deeply enough to establish the subject area, the theory, and 
the method. We then looked for intersections between the 
papers and the reviewers.

With each paper receiving three reviews, most of  the 
papers had at least one reviewer whose stated interest 
matched the paper topic or method. But each paper also 
had one or more reviewers who were assigned on essen-
tially a random basis. We checked for obvious conflicts 
such as overlaps in the academic affiliation of  author and 
reviewer. But at some point for each paper the gods of  
fate had their say.

The lesson learned is that you can assume your audi-
ence of  reviewers may include those who know your 
research area, and also reviewers who are perhaps less 
conversant in your topic, your method, or both. Assuming 
total familiarity of  reviewers (or their total ignorance) is a 
risky proposition. Again, write accordingly.

But They Loved It In Boston
The mix of  subject-conversant and non-conversant 
reviewers may be partly responsible (and this is conjec-
ture on my part) for the phenomena of  a paper being 
well received by conference reviewers only to be trashed 
by journal reviewers. Not only do journals have a lower 
acceptance rate, but papers submitted to journals may be 
assigned to reviewers who are all experts in the topic or 
method. The different audience may provide the different 
reception. The lesson here is to re-write accordingly for 
journal submission: at the journal level, all of  the reviewers 
may be area experts.

Blinding
On a more procedural note, we’re required as paper chairs 
to reject submissions that are not blinded. There are in-
structions in the AEJMC Paper Call that makes one think 
that we have CSI-level forensic experts, wearing tailored 
Armani lab coats, that test papers for the slightest trace 
of  identifying code. We don’t. But we did have to reject 
one paper. In that one, the author(s) included a title page, 
names and all. The lesson here is to follow the blinding 
instructions, but also make sure that you haven’t put your 
name on a title page or in a running headline.  

The Bigger They Are…
My final lesson was more about getting things done 
than research. The Big Names in Research were typically 
also the first to submit their reviews. I can’t say that fast 
turnaround leads to fame and fortune, but it was notable 
that the people who seem to have the most on their plates 
were among the earliest to get the tasks done. I wish I 
could do half  as well, or as quickly.

A Note of  Thanks
It really does take an Organization to pull together the 
AEJMC conference. I offer my thanks to all the authors 
and reviewers who made chairing the paper competition 
educational, uplifting, and fun. It also takes at least one 
good grad student to make things happen. Thanks go to 
Ni Zhang for her hard work and superb attention to detail.
*For those who don’t keep back issues of  the AdNews 
handy, here the lessons learned last year:  

• Conduct a thorough grammar and spelling
  check.   
• Reviewers want to see theory.
• Include a “billboard paragraph” that sets out  

       the contribution of  the paper.
• Put the tables in text, not in the appendix.
• Don’t worry about who is reviewing. They want 

       to see good papers, too.  
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The panel was co-sponsored by the Advertising 
Division and the Entertainment Studies interest 
group. Three industry professionals from 
Zenithmedia, Greenhaus GFX and Vibe Creative 
discussed their recent success stories in an industry 
that is starting to experience an increasingly 
fragmented audience. Lance Porter from Louisiana 
State shared the latest research about the film 
industry and provided context for the panel that was 
moderated by Jami Fullerton (Oklahoma State).

Paul Holtzhausen, co-owner and editor of  Vibe 
Creative, described the importance of  the movie 
trailer in the marketing process, while Steve Viola, 
art director at Greenhaus GFX, explained how 
his company specializes in branding of  movie 
companies. Greenhaus GFX creates the titles, 
animated logos and interactive media for film studios. 
Hotzhausen and Viola shared trailers and other 
promotional material they created for recent movie 
releases, including The Karate Kid and Spider-Man 3.

Lance Porter shared some research findings with 
the group. For example, he explained that Nielsen 
(NRG) is heavily involved with testing movies before 
they come out, which influences content choices. 
He also provided context for the highly competitive 
movie market: only one out of  five films that are 
released today are successful.  

One of  the most successful movies of  all time is 
Avatar. Tina Pukonen, EVP and Director of  Zenith 
West, shared fascinating details about the film, 
which contributed to the biggest movie summer in 
Hollywood (2009). But as Pukonen, whose main 
client is 20th Century Fox, explained, the film’s 
success was anything but a slam dunk. Four years in 
the making and 15 years of  development coupled 
with one of  the largest promotional budgets in 
movie marketing history contributed to the film’s 
status as “most successful movie of  all time.” 
Pukonen stressed the role of  public relations to 
create the initial buzz, followed by a global media 
buy to catapult the film into movie goers’ number 
one “must-see” film on their list. The buzz started at 

Comicon, where Avatar was introduced to develop 
a strong fan base, along with the creation of  “Avatar 
Day” as well as additional material containing 
cultural background information about Pandora 
(the planet on which the story unfolds) and the 
Navi (the fictitious tribe that the story is about). 
Zenithmedia focused on finding new ways to use 
traditional media in order to reach a large audience 
that is increasingly fragmented. To promote movies, 
Pukonen said television is still the most effective 
medium. It can reach 80 million individuals in one 
day compared to only 40 million via digital video 
over the span of  one week. In addition to advertising 
and public relations, Avatar also benefited from 
strategic promotional partnerships with companies 
including Coke, McDonald’s, Panasonic, and LG. 
Coke, for example, owns the last slide before the 
movie starts in the majority of  movie theatres 
across the country, which was successfully included 
in Avatar’s media plan. An Avatar promotion was 
also featured on McDonald’s packaging, resulting 
in millions of  impressions for the film but also a 60 
percent increase in BigMac sales. Finally, in an effort 
to show off  Avatar’s exquisite graphics and to make a 
truly “big impression,” the trailer was shown on the 
world’s largest video screen in the Dallas Cowboys 
stadium.

While the three panelists have different roles in 
the movie marketing business, they agreed that one 
of  the main challenges the movie industry is facing 
today is the economic environment and the fact 
that movie goers enjoy films less frequently than 
even a few years ago. In the meanwhile, opening 
weekend continues to be the most important 
night but marketers also focus on creating buzz 
about DVD releases and repeat viewing of  films 
in theatres. Movies remain an important ingredient 
in American entertainment and although it will get 
more challenging to reach an increasingly fragmented 
audience we will be sure to see more movie 
promotions in the future. 

One of the most exciting panels at this year’s conference  
was undoubtedly “Marketing the Silver Screen.”

mArketiNg the SiLVer SCreeN



Some very good things can come from relationships 
born out of corporate social responsibility, whether it 
be raising dollars for a local playground or generating 
funds for a national health or environmental action 
organization. At the same time, “We shouldn’t blindly 
accept that everything they’re doing is good.” The well 
attended panel, “Pause for the Cause or Dash for the 

Cash: Boosting Brands and Building Goodwill with 
Cause-Related Marketing,” was another successful 
collaboration between the Advertising and Public 
Relations Divisions, the latter represented by panel 
co-proposer Dr. Tricia Farwell. Bringing a wide range 
of perspectives and experiences, our panelists engaged 
the audience and invited both praise and criticism to a 
variety of cause marketing efforts: Sydney Ayers, APR, 
principal of Ayers Public Relations; Amy Griesheimer, 
vice president/market manager with Entercom 
Communications, Denver Radio Cluster; KC Koch, 
account planner with Sukle Advertising & Design; and 
Peggy J. Kreshel, University of Georgia. 
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mArketiNg the SiLVer SCreeN

Kreshel, Ayers, Koch, marati and Griesheimer all Pause for the cause.

AD + PR:  
Cause Marketing  
Panel Benefits All

By Scott R. Hamula

Congratulations goes out to the authors of 
our thirteen accepted papers and kudos go to 
our top student paper, “The effects of Divided 
attention on implicit and explicit Memory 
for radio advertisements,” authored by Kelli 
Lyons, Texas Tech University. I’d also like to 
thank our many reviewers for their fine work 
during a busy time in the academic year. 
Their service to this competition through their 
thorough reading and careful scoring of our 
28 submissions was very much appreciated.

Student Paper  
     Competition 

By Scott R. Hamula



The Advertising Teaching Workshop at the 
Association for Education in Journalism and Mass 
Communication in Denver, Colorado provided 
outstanding presentations that brought the 
advertising teaching workshop back to the original 
concepts with which the advertising teaching 
conference was begun. The teaching conference 
began with Peggy Kreshel outlining the process of 
significant learning within the classroom. Expanding 
on L. Dee Fink’s “Creating Significant Learning 
Experiences: An Integrated Approach to Designing 
College Courses,” Peggy outlined how faculty need 
to restructure their courses to first outline what the 
learning outcomes of the course are. Faculty then 
need align teaching and learning activities of the 
course with feedback and assessment of student 
learning, combining these with the situational 
factors of the course to develop a course where 
students have the opportunity to learn significantly.

Sheri Broyles next discussed the importance of 
the course syllabus. Sheri talked about how the 
course syllabus can provide a time management 
guide for students throughout the semester and 
provide a roadmap for grading, attendance, and 
assignments – the course contract with the students. 
According to Sheri, faculty need to consider the 
tone of language in the syllabus when creating one; 
the tone should be conversational, less authoritarian. 
Other points needed in a syllabus: be personal and 
show the student respect, read the syllabus the first 
day, and consider bonus points for good attendance 
rather than a punitive system for poor attendance.

Joseph Corr, Associate Technical Director for 
Crispin Porter + Bogusky, explained how Crispin 
Porter + Bogusky has moved aggressively into 
digital and interactive advertising and promotion 
and that the goal of CP+B is to connect and engage 
the consumer through “the most talked about, 
written about, and effective advertising/creative 
content in the world.” By providing examples of 
CP+B’s work for Coca-Cola, Best Buy, and other 

campaigns that have made CP+B one of the fastest 
growing and award-winning interactive agencies, 
Corr explained how agencies are moving from the 
linear media model structure to a hybrid model 
where the agency micro-site is surrounded by email, 
banners, search, and print, television, radio, and 
other traditional media. The media are integrated 
with each other rather than treated independently.

Tom Reichert discussed how to teach the large 
lecture introductory advertising course and how 
to make an impact on students in that setting. 
One suggestion is to have assignments that get 
the students involved in the course material. Tom 
gave examples of having students redesign an 
advertisement for an Avril Lavigne clothing line. 
He also suggested having students go to AEF.com 
and learn about the different jobs in advertising, 
then write a one-page description of the job they 
would prefer in advertising. Tom also pointed out 
that guest lecturers through Skype and on-campus 
visitors are helpful and that getting students 
involved with the lectures through things as the 
VALS survey or with copy testing of ads makes the 
course much more meaningful for the students.

Craig Davis next discussed teaching the 
advertising management course and how it can 
be taught while engaging the students. Craig’s 
suggestions included sharing the meaning of the 
class with students so they would understand why 
the material was important. Students should also 
“get into the right shoes” so they would learn the 
material from the viewpoint of the ad professional 
specific to the course. Craig also suggested created 
“relaxed tension” in the course by calling students 
out in class and involving each student by name; this 
relates to the students the faculty member is serious 
about the course. Also, the course should be related 
to context or “the real world.” Most meaningful idea 
here, Craig pointed out, is that there are no single 
answers to any problem – only answers that match 
situations.     

PrE-confErEncE tEAchinG WorKshoP
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By Courtney Bosworth
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Finally, Craig said course work needs to be 
personalized. He suggested writing personal messages 
on material students turn in for grades; write these 
messages in a conversational manner so as to relate to 
the student.

The advertising research course was covered by 
the advertising teaching workshop, first by Alice 
Kendrick with qualitative methods and then by Jisu 
Huh with quantitative. Alice related her approaches 
to facilitate learning including having a commitment 
to the account planning mindset. This would include 
items such as having the student create something in 
every class – have works produced by the students 
so they experience outcomes. Also, learning in the 
research class does not have to be painful. Alice’s 
second approach is to get the students out of their 
comfort zone and not let them be complacent in 
class; make them “stretch” to learn. One suggestion 
here was to allow them to choose their assignment 
or topic. This makes them accountable for the 
material completed and they cannot complain about 
the assignment. Finally, Alice related the idea that 
students should produce “versatile deliverables” 
in class. These may include press coverage or the 
delivery of materials to a larger audience. This makes 
the students accountable to more people than the 
professor. Examples Alice provided from her own 
teaching included having students complete an 
estate sale investigation where they would create a 
consumer lifestyle and purchase profile from the 
items being sold at an estate sale. Students would 
photograph and document the items and living 
situation at a local estate sale and then through 
additional research write a consumer profile based 
on this research. Another teaching technique used 
by Alice was having students complete a brand 
eulogy. The purpose of the brand eulogy was to 
allow students to investigate how they, and those 
they interviewed, would feel if a specific brand or 
product “retired, died, or was otherwise unavailable.” 
The brand eulogy was an exercise in actual or virtual 
brand deprivation.

Jisu Huh then related how she approaches 
teaching qualitative research methods that brings 
clarity and understanding to students who sometimes 
are averse to this subject matter. Jisu first starts 
teaching with the belief that her goal is to bring an 
understanding to quantitative research 

data to consumers of research data. She indicates 
you should not teach quantitative research 
methods to undergraduates with the belief that 
you are creating future advertising and marketing 
researchers but that you are creating future 
consumers of research. Suggestions she discussed 
are having handouts and guides to using the most 
common research resources, such as guides on how to 
reach and understand SMRB or MRI data. Also, Jisu 
believes using the ARF.org website and its resources 
for videos, interviews, and information that can be 
used to bring the concepts in quantitative research 
into perspective for the students.

At the end of the day, the advertising teaching 
workshop in Denver contained many concepts, 
ideas, and approaches to teaching advertising from 
experienced, peer-recognized faculty that allowed 
the attendees of the conference to re-evaluate how 
they teach their respective courses. The presenters 
provided new ideas and revitalized methods for 
teaching the ever changing college student. In the 
end, the advertising teaching conference was quite 
successful in bringing everyone who attended “back 
to the basics.”
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Joseph corr, Associate technical director for crispin Porter + Bogusky, 
explained how crispin Porter + Bogusky has moved aggressively into 
digital and interactive.advertising and promotion.



http://www.aejmc.net/advertising/       8   FALL 2010

Good friends, good times and  
great Ad Division memories in the Mile High City.


