
In just a few short months we’ll be 
meeting once again in our nation’s 
capital. Judging by the number 
of submissions all of the divisions 
received Washington, D.C., is a 
popular venue for the conference. My 
thanks to all of you who submitted 
papers to the division this year and 
especially to those of you who are hard 
at work reviewing all of those papers.  

We didn’t quite reach the record 
number of submissions we had 
last year for the conference in San 
Francisco (137), but this year’s number 
was only slightly less impressive. 
This year we received 134 papers! We 
were third among all divisions for 
paper submissions just behind the 
Mass Communication and Society 
and Public Relations divisions who 
each had 137 and 136 respectively. 
If the number of submissions is any 
indication, the move to an electronic 
submissions system has been a success.  
There were a few minor problems 
(author names on papers, etc.) but 

nothing that could not be quickly 
rectified. The number of papers we 
received also clearly demonstrates that 
the Advertising Division continues 
to be a strong division within the 
AEJMC.

Our paper chairs are hard at work 
compiling reviews and organizing the 
sessions for this year’s conference. But 
as you’re all aware, AEJMC conferences 
are anything but all work. Our social 
chair, Sloane Signal is hard at work on 
this year’s division social.  Details on 
that event will be forthcoming in the 
next several weeks, but rest assured that 
it will be a great event.

Beyond the research sessions and 
social events, Sheri Broyles, Peggy 
Kreshel, and Mary Alice Shaver are 
organizing the pre-conference teaching 
session. As many of you know this 
event is always full of teaching tips and 
great ideas, so be sure to sign up for 
it early as seats will fill quickly. One 
other note from this year’s conference 
is the move in its days. Whereas in the 

past the pre-conference sessions took 
place on Tuesday, this year the sessions 
will take place on Wednesday.

However, the switch to electronic 
paper submissions and shift in the days 
of the conference is not the only news 
from the AEJMC. When you visit the 
organizations website you’ll also find 
a new layout. Additionally the AEJMC 
has launched a membership forum 
where you can find news and other 
information. The forum is available by 
going to www.aejmc.org/talk.

So, be sure to read all of this 
newsletter, to look for the next issue of 
the Journal of Advertising Education, 
and to start making your travel plans 
for Washington, D.C. I look forward to 
seeing all of you in the nation’s capital 
in August.

Spring 2007 http://www.aejmc.net/advertising/

a view 
from 
the

TOPBy JASON CHAMBERS 
HEAd/Ad diviSiON 2006 - 2007

Advertising division • sPring 2007

Association for education in Journalism & Mass Communication



"How can you have three completely different 
campaigns going at the same time — and it still 
works? How can you own the color brown? What 
does Michael Jordon look like in real life in just 
his underwear? And how is one of the top creative 
agencies in the country going to instill some hip pop 
culture into a not-so-hip Wal-Mart.
     With The Martin Agency slated for the morning 
for this year’s pre-conference Advertising Teaching 
Workshop, you’ll probably get the answer to a few of 
those questions, and a whole lot more. With a client 
list that includes Geico, UPS, Hanes, Discover Card 
and, recently, Wal-Mart, The Martin Agency should 
have some interesting insights and a few good stories 
to tell that you can share with your students.
     In the afternoon Glenn Griffin and Deborah 
Morrison will remind us it’s not just about print 
anymore in “Breaking Tradition: Teaching Creatives 
About Viral, Non-Traditional and Guerrilla Advertising.”  
Expect some good examples from the creative side 
as well as a discussion of how ambient advertising 
affects media and some issues involving social 
responsibility. (Yes, we remember Boston’s bomb 
scare from Lite Brite-type thingies.)

     Based on his 20+ years in the advertising industry, 
Ed Russell will bring in ideas on ways to connect 
your students to advertising professionals. His 
session “Making a Connection:  Your Ad Students with 
Ad Pros” will give you some ideas whether you’re 
in a big market (OK, that’s pretty easy) or a small, 
long-ways-from-anywhere market (how to be more 
innovative here).  
     Whether you’re a rookie or a veteran teacher, the 
Advertising Division’s Teaching Workshop is known 
for good, pragmatic ideas you can take back to your 
classroom. " – Sheri Broyles 

P.S. to UPS via The Martin Agency: Sheri Broyles 
says:  "I wanna drive the truck."

Geckos, Caveman and Little Richard.

Don't miss the Advertising Teaching Workshop Wednesday, August 8, in D.C.

Space is limited, filled on a first-come basis. 
So make sure you sign up when you register for the 
conference. And we’ll see you in D.C. And, thank 
you, Sheri Broyles for your ad concept and copy!
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As a Ph.D. student at the University of North Carolina at 
Chapel Hill, I found that it was pretty much expected that we 
would join AEJMC. From almost the first day we arrived on 
campus, my cohort and I started hearing about “presenting at 
AEJ.” I believe this culture help set the proper expectations for 
graduate students who would one day be faculty. 

AEJMC is an integral part of a graduate student’s socialization 
into academia. Yet while it is in their best interest to join the 
organization as early as possible, some students might hesitate 
to take that step, whether it’s because they don’t know the 
organization exists or because they’re not sure their research 
will fit in. A nudge from a trusted faculty member might be just 
what they need.

Here are some proven ways that you can get graduate students 
involved with AEJMC early in their academic careers:

1 – In your classes, require a research paper that can be 
submitted to a regional or annual AEJMC conference. Set due 
dates with the AEJMC deadlines in mind, so timing isn’t a 
factor. 

2 – Partner with graduate students to conduct research beyond 
coursework to be presented at AEJMC-sponsored conferences. 
This research adds credibility by linking students’ work with 
nationally known scholars.

3 – Walk your advisees around at an AEJMC conference to 
introduce students to the people who might one day hire 
them. On a personal level, introducing graduate students to 
established faculty members helps to make students feel more 
comfortable as scholars – rather than merely as students.

4 – Encourage your advisees to get involved in a division 
related to their research interests. This helps graduate students 
realize that they are accomplished enough to take part in the 
organization. 

For information on AEJMC membership, refer your students to 
http://aejmc.org.

RecRuiting 
gRaduate 
s t u d e n t s 
to aeJMc
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1. smithsonian institutions: 
The Smithsonian Institution Building is where 
you can pick up a map and information on all 
of the museums. These national treasures cover a 
wide range of subjects from art to culture to space 
exploration. The Smithsonian National Museum 
of African Art, Smithsonian National Museum of 
the American Indian, Smithsonian Natural History 
Museum, Smithsonian American History Museum, 
Smithsonian National Air & Space Museum, and the 
National Zoo are among the many museums and 
attractions. For information call 202-357-1729. 

2. tour the Monuments: 
National monuments honor generals, politicians, 
and poets who were instrumental in shaping the 
country. Most of the famous monuments are located 
on the Mall. 

3. three Houses of government: 
Visit the U.S. Capitol, the White House, and the U. S. 

Supreme Court. The White House is located on 1600 
Pennsylvania Avenue. Tours are available Tuesday 
through Saturday from 7:30 to 11:30 a. m. but are 
generally scheduled a month in advance. You may 
visit the Capitol for guided tours from 9 a. m. to 4:30 
p.m. Monday through Saturday. It is located on First 
Street S.W. and Independence Avenue, at the east 
end of the National Mall. The U.S. Supreme Court is 
located at One 1st St, NE between E. Capitol Street 
and Maryland Avenue. When court is in session you 
may be able to catch a case being argued but seating 
is limited and you should arrive at least an hour 
early. When court is not in session you can tour the 
building. 

4. georgetown: 
Georgetown is popular, hip and prestigious 
neighborhood. Georgetown’s cobble-
stoned streets are lined with 
boutiques, restaurants and bars. The 
waterfront district is centered 

Washington, D.C. is a fun and beautiful place to visit. If you’ve never been to D.C. before or if you’ve 
been there and would like some information on places to visit, below is a list of Ten Things to See or 
Do in D.C.

10 Things to See or Do 
WHile in WasHington, d.c.



Spring 2007    5

on Wisconsin and M streets, NW and is home to 
Georgetown University, Tudor Place Historic House 
and Garden, Kreeger Museum, Old Stone House and 
the C&O Canal with 180 miles of biking and hiking 
trails.

5. Kennedy center for the 
Performing arts: 
The Kennedy Center has six theatres where you can 
see various plays, ballets, and musicals. The Kennedy 
Center is also home to the Washington Opera and 
National Symphony Opera. The Kennedy center is 
located at 2700 F Street, NW. For ticket information 
call 800-444-1324. 

6. african american civil War 
Memorial and Museum: 
The museum explores the African American struggle 
for freedom in the U.S. The Museum is open Monday 
to Friday, 10 a. m. to 5 p. m. and Saturdays, 10 a. m. to 
2 p. m. It is located at 1200 U Street N.W. To arrange a 
tour or lecture call 202-667-2667

7. arlington national cemetery: 
America’s largest burial ground with the graves of 
President John F. Kennedy, Supreme Court Justice 
Thurgood Marshall and boxer Joe Louis. It located 
about ¾ of a mile from the Lincoln Memorial, across 
the Memorial Bridge.

8. c & o: 
The Chesapeake and Ohio Canal, which was once 
used for shipping goods to the Potomac River. It is 
a 185 mile long canal completed in 1850 that runs 
through Maryland and the District of Columbia. 

9. the united states Holocaust 
Memorial Museum: 
This popular museum portrays life with the rise and 
fall of the Nazis, as well as the horrible treatment 
Jews, among others, had to go through during 
the Holocaust. This museum can be very moving, 
emotionally, but it is one you should not miss. This 
museum is free but you should call to reserve tickets. 
It is located on 100 Raoul Wallenberg PI SW. The 
museum is open from 10 a.m to 5 p.m. everyday 
including weekends. Call 202-488-0400 for more 
information. 

10. Bureau of engraving and 
Printing:
Although there’s lots of money here, you won’t need 
any of your own to tour this facility. The tours are 
free. You get to witness the money-making machines 
that grind out U.S. currency.  The building is located 
at 14th & C Streets, SW. Call for tour information at 
866-874-2330 (toll-free)
 

10 Things to See or Do 
WHile in WasHington, d.c.

Photos page 4 (from far left clockwise):  Top of U.S. Capitol; north view of U.S. Capitol; Washington 
Monument elevation with Michael Graves scaffolding; Jefferson Memorial; White House. Photos page5 (from 
left):  Lindberg's Spirit of St. Louis airplane in the Smithsonian Institution; Lincoln Memorial at night.
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International public opinion polls repeatedly remind 
us that people in many countries have negative 
attitudes toward the U.S. government, and in some 
cases toward America in general.

Could advertising help with America’s image abroad? 
Could it play a role in modern public diplomacy – in 
bettering relationships with people in other countries? 
We believe the answer is yes. After all, what discipline is 
better equipped to repair or enhance an entity’s image 
than advertising? 

Some might recoil at the thought of advertising -
- with all of its glitz – mentioned alongside a serious 
issue like international relations. The idea of calling our 
great country a “brand” is disturbing to some, but in 
the context of improving America’s image, it may make 
sense. After all, to the extent that the United States can 
be viewed by those in other countries as a collection of 
multiple attributes, it is a brand. 

Why shouldn’t public diplomacy benefit from the 
power of a well-crafted ad message? There’s certainly a 
lot of potential content – featuring good deeds done by 
U.S. companies and individuals worldwide, dispelling 
myths and false beliefs about America, or highlighting 
the common ground we share with others around the 
world.  

The U.S. State Department did just that in late 2002 
with a much-maligned campaign known as the Shared 
Values Initiative (SVI). In our book Advertising’s War 
on Terrorism: The Story of the U.S. State Department’s 
Shared Values Initiative, we detail (to the surprise of 
most readers) that the U.S. government’s first television 
campaign to the Muslim world was actually quite 
successful by advertising standards. While there were 
problems in getting the campaign on the air in certain 
countries, reach and frequency numbers were very 
healthy, and commercial recall scores as measured by 
NFO Worldwide were quite high.  

Our own diagnostic research revealed that the 
spots -- which featured testimonials from American 

Muslims living and 
practicing their faith 
freely in the United 
States -- actually moved 
the needle in terms of 
improving attitudes toward America. 
Sub-group analysis of our data showed that 
the commercials resulted in an even greater positive 
attitude shift among Muslims in the sample. For us, one 
of the major insights from the research was that people 
around the world appear more open to learning about 
America than many in our own more cynical culture 
might think.  

Our hope is that government leaders, especially 
those in the State Department, will consider ways to 
improve America’s image abroad. And when they do, 
we believe they should not be so quick to rule out 
advertising as a potential tool in that process.  

In the name of peace – why not give ads a chance? 

in the name of peace, give ads a chance.

Jami Fullerton, Ph.D., is associate professor of advertising at 
Oklahoma State University. Information about their book can be 
found at svibook.com. Alice Kendrick, Ph.D., is professor in the 
Temerlin Advertising Institute, Southern Methodist University.
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Don Imus has made a career out of saying 
outrageous things. His outrageousness was his 
brand and it served him very well in radio, making 
him one of the nation’s most popular radio hosts.

However, Imus’ outrageousness made headlines 
last month with his controversial commentary 
about the Rutgers’ Scarlet Knights basketball team. 
As a result, he got the proverbial boot. CBS and 
NBC, which broadcasts his show over MSNBC, 
first suspended him. But when major advertisers 
began pulling their spots, Imus was fired. The 
power of advertising speaks.

NBC News President Steve Capus denied that 
the potential loss of advertising dollars had any 
impact on the decision to fire Imus. But the shock 
jock has a long history of spouting offensive 
rhetoric. And the decision came at a time when 
the program was doing its best competitively; its 
audience was nearly identical to CNN’s. 

THIS time Imus’s rants began to affect his 
network’s bottom line. As an advertising professor, 
my question is this: Shouldn’t the advertisers have 
known better? If Staples, General Motors, Sprint 
Nextel, Proctor & Gamble and others didn’t want 

to be associated with that kind of programming 
or controversy, why did they run the risk of 
advertising on “Imus in the Morning” in the first 
place?

In my media planning course, I try to emphasize 
the importance of knowing your client, knowing 
your target audience and buying media that fits 
the values of both the brand and the target. Imus 
crossed the line, no question. But he has many 
times and it just didn’t hit the media hot topic list 
quite like it did this time. 

Imus’ advertisers really should have known 
that Imus saying something offensive was highly 
possible. Why did they run the risk in the first 
place?  If you’re a media planner pitching a 
program such as “Imus in the Morning” or “Jerry 
Springer” to a client, be aware of what you are 
suggesting in terms of the big picture. You can do 
better. Your client can do better. 

If the advertisers and agencies would have given 
it more thought before they sponsored his show, 
maybe just maybe Don Imus never would have 
gotten the chance to smear the Rutgers’ Scarlet 
Knights players.

the

of adveRtising

Imus’ advertisers really should have 
known that Imus saying something 
offensive was highly possible. by Bobbi Kay Hooper
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