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The annual conference is only a few weeks away. This 
issue of the newsletter is devoted to bringing you all of the 
information you will need to make this conference a great 
one. The Executive Committee has been working very 
hard to get the Advertising Division program in place. 
Vice-Head/Program Chair Bobbi Kay Lewis has done a 
fabulous job scheduling our sessions and overseeing the 
paper competitions. You’ll find the schedule in this issue. 
Print it off and stick it in your purse (or purse equivalent) 
for easy reference during the conference – you won’t want 
to miss a single session!

In this issue, Research Chair Jay Newell has provided an 
overview of the paper sessions, plus you will find highlights 
of the various panels that have been arranged.  Sheri 
Broyles has lots of news about the Teaching Workshop and 
Craig Davis offers information about the fabulous off-site 
that he has coordinated with the Marketing Director of the 
Denver Nuggets and Avalanche.  Plus there is information 
on the Ad Division Social and more!

I personally want to urge all of you to attend as many 
of the Ad Division sessions as possible. It is so important 
to provide a good audience for our colleagues and 
professional guests. This is the first year that we’ve put all 
of our top papers into one session, which will be held on 
Thursday morning – a “must attend” for sure!

In addition to the research paper sessions, I particularly 
want to encourage you to be in attendance at the various 
panels. We have invited some of the top advertising 
executives in the country to speak to us. I am hopeful 
that we will fill the rooms to hear these industry experts. 
Their time is so valuable and they are giving it to us for no 
charge – let’s not miss the opportunity to hear them.

One of my favorite quotes is (allegedly) from Woody 
Allen, who said, “Eighty percent of life is just showing up.” 
I believe this so strongly and am often surprised by what I 
gain by just being there. Let’s all “show up” for the Adver-

tising Division program this year to support our  
colleagues and see what great things might happen.

I am proud to announce that the official “remodel” 
of our Web site is complete. Thank you Joe Bob Hester 
for overhauling the site and making it easier to use and 
update. Joe Bob says the new site is essentially a blog that 
is not only easier and faster to update, but allows members 
to subscribe via email or RSS so that they get notified 
whenever the site is updated. You can reach the Ad 
Division Web site, where you will find back copies of the 
newsletter, information about the conference, and other 
great stuff at http://addivision.wordpress.com/ or you  
can get to it the old-fashioned way through the AEJMC 
Web site.

On Friday night, we will hold the Members’ meeting 
at 7pm (followed by the social). At the Members’ Meeting 
I will pass the “Advil Gavel” to Bobbi Kay Lewis before I 
step down as Division Head. My six years on the Executive 
Committee have been outstanding and I have very much 
enjoyed serving the Division. I encourage anyone who 
would like to become 
more involved in 
AEJMC to run for 
one of the Executive 
Committee positions 
that will come open at 
the Members’ Meeting.  
It is a great way to 
make a significant 
contribution to 
advertising education. 
See you in Denver!

Yours, Jami

by Jami Fullerton Ad Division Head 2009-2010
AnnuAl  ConFerenCe  August 3-7

We’ll all  
meet  

in Denver 
soon!



Despite the economic recession the movie business is booming. 
Driven by aggressive movie promotional campaigns, the cineplex 
continues to sell tickets while other industries are suffering. Why 
are people drawn to the movie theater during economic down 
turns?  What are the studios doing to attract audiences? How is 
the industry incorporating new media into their promotion mix? 
What are the latest trends in movie marketing? These questions 
will be addressed by film industry and academic experts during 
this panel on movies and marketing.  
Movie industry panelist include:
Julie Rieger is the Executive Vice President of Media and Market 
Planning for 20th Century Fox. In the last few years, Fox has 
released hits like Avatar, Marley & Me, Taken, Wolverine, and 
Alvin & The Chipmunks: The Squeakquel, just to name a few.  
Before Fox, she led the global HP media account for ZenithOp-
timedia/San Francisco as EVP, WW Communications Director. 
She began her career deep in the heart of Texas at Bozell in Dallas 
over 20 years ago, working with JC Penney and NationBank. Julie 
hails from Oklahoma (and loves the Sooners, but don’t tell Jami). 
She graduated from Southern Methodist University in Dallas 
with a degree in Advertising (Alice’s student). Before her love of 
advertising, her first love was golf. She was a scholarship athlete 
at the University of Oklahoma her first two years of college. Prior 
to college, she was the youngest to ever win the Oklahoma Girls 
Junior Championship at the age of thirteen.  

Paul Holtzhausen is the Co-owner and Editor of Vibe Creative, 
a Los Angeles based advertising agency and production company 
specializing in motion picture advertising, corporate branding 
and strategic marketing for some of the biggest movies in the 
world. After graduating from Florida State University’s presti-
gious Film School, Paul moved to Los Angeles to pursue a career 

in film. Shortly after, Paul was hired as an assistant editor at In 
Sync Advertising. During his time at In Sync he was also the edi-
tor of The Great Outdoors, a motocross feature-length documen-
tary for the company No Fear, which was nominated for Best 
Editor at the X-Dance Film Festival in 2005. He quickly excelled, 
eventually being promoted to editor at In Sync, where he stayed 
until January 2005 when he was hired as a fulltime editor at a 
start-up company, Create Advertising. Here Paul’s talent was 
immediately recognized and he completed multiple trailers on 
major projects such as Ghost Rider and Spider-Man 3, in addition 
to finishing television spots for numerous other projects. Paul re-
ceived a Key Art nomination for a Casino Royale 30-second TV 
spot in 2007. In November 2008 Paul left Create Advertising and 
partnered up with Ann Mugglebee, formerly from Intralink, in 
order to start a full service motion picture advertising and editing 
company, Vibe Creative.

Helen Greene is the Owner and Executive Creative Director 
of Greenhaus, GFX, a Los Angeles Boutique Design Agency 
specializing in Entertainment Advertising. She has a background 
rich both in classical and graphic arts, managing complex proj-
ects and achieving results. With over twenty years experience 
in Fine Arts Graphic Design, Helen and her team have won the 
Golden Trailer Award for Best Graphics for Hitman and was 
nominated for Saul Bass award for Graphics. She holds a B.F.A. 
from Minnesota College of Art and Design in Illustration & 
Painting and a B.F.A. with high honors, from Pasadena Art Cen-
ter specializing in Design & Motion Graphics. After her intensive 
education, Helen was employed for eight years at In Sync Ad-
vertising as Director of Motion Graphics. She then joined Create 
Advertising and built the graphics department from the ground 
up to sixteen designers.
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Ad Division brings Hollywood to Denver 
Movies & Marketing:  Promoting Hollywood in the new media environment  
 Friday, 1:15-3:15

Kurt J. Schwartzkopf, Chief Marketing Of-
ficer of the Denver Nuggets and Colorado 
Avalanche, will offer AEJMC Advertising 
Division professors a once-in-a-lifetime 
professor visit.

Schwartzkopf directs all marketing, 
creative, interactive media, ticket sales 
and service, box office operations, game 
entertainment, fan development and com-
munity relations for the clubs. He worked 
as Vice President of Marketing and Sales 
for the Los Angeles Kings hockey team and 
STAPLES Center prior to joining Kroenke 
Sports Enterprises in 2008.  With FELD 
Entertainment, Inc., the largest provider 
of family entertainment in the world, he 
served as Vice President of Event Sales and 
Marketing for the Western United States 

and Canada, managing the marketing, 
promotions, public relations, and ticket 
sales for Ringling Bros. and Barnum and 
Bailey Circus, Disney on Ice, Disney Live! 
And High School Musical the Ice Tour in 
over 50 cities. 

This exciting event will highlight the 
marketing and public relations strate-
gies used to promote the Nuggets and 
Avalanche. It will take place in the Pepsi 
Center, a world-class sports and concert 
venue with seating room for over 19,000 
spectators. Three professional sports teams 
call it home: the Denver Nuggets (basket-
ball), the Colorado Avalanche (hockey), 
and the Colorado Mammoth (lacrosse). 
The Nuggets went 53-29 this season, and 
have been to the NBA Playoffs each of the 

past seven seasons. Since it opened, the 
arena has twice been a site of the NCAA 
basketball tournament. Pepsi Center also 
hosted the 2008 Democratic National 
Convention.

This is also a rare opportunity to get a 
up-close look at Kroenke Sports Enterpris-
es, based in Denver and founded by sports 
mogul Stan Kroenke, a world-renown 
ownership, entertainment, and manage-
ment group. As advertising professors, this 
rare off-site tour provides insight into how 
major entertainment organizations are 
communicating with their fans. Please join 
us for this fun event. For more informa-
tion, visit www.PepsiCenter.com. 
Please email Craig Davis,  
davisc7@ohio.edu  to sign up.  

Kurt schwartzkopf to host Ad Division on August 4, from 1:30 to 3:00 pm



Hong Cheng (Ohio University) received promotion to full professor. He edited with 
Philip Kotler and Nancy Lee, Social Marketing for Public Health: Global Trends and 
Success Stories, published by Jones and Bartlett Publishers (2010).

Yunjae Cheong (University of Alabama), assistant professor, co-authored, 
“Advertising Appeals as a Reflection of Culture: A Cross-Cultural Analysis of Food 
Advertising Appeals in China and the U.S.” in the Asian Journal of Communication. 
She published, “A Frontier Analysis of Advertising Budgeting: Benchmarking 
Efficient Advertisers,” in the Journal of Current Issues and Research in Advertising. 
She also published, ‘The Current Practice in Food Advertising: The Usage and 
Effectiveness of Different Claims,” in the International Journal of Advertising.

Courtney Childers (University of Tennessee – Knoxville) was chosen for the 
2010 Outstanding Faculty Teaching Award in the College of Communication and 
Information at the University of Tennessee, Knoxville. The award ceremony took 
place in late April.

Kim Golombisky and Rebecca Hagen (University of South Florida) announce 
the release of their book, White Space Is Not Your Enemy: A Beginner’s Guide to 
Communicating Visually through Graphic, Web & Multimedia Design (2010, Focal 
Press).

Karla Gower (University of Alabama) was promoted to Professor.
 
Glenn Griffin (SMU) and Deborah Morrison’s (U. Oregon) new book, The Creative 
Process Illustrated: How Advertising’s Big Ideas Are Born, will be published in late 
August 2010 by HOW Books. In the context of a both scholarly and practical 
discussion of advertising creativity, the book features original illustrations by 36 
creative professionals (including greats like David Kennedy, Kevin Roddy, Luke 
Sullivan and Nancy Vonk) plus insightful commentary by Sir John Hegarty, Tom 
McElligott, Dan Wieden and many others. It’s all about appreciating the development 
of advertising as a fascinatingly interesting intellectual pursuit. You can visit 
pureprocess.com for more details and sneak previews of the book’s content.

Michael Hanley has been promoted to Associate Professor in the Department of 
Journalism at Ball State University. Michael teaches advertising, branding and media 
planning and is Advertising Sequence Coordinator.  Michael also has been named 
editor of the International Journal of Mobile Marketing by the Mobile Marketing 
Association. He has served as co-editor since 2006. 

Teri Henley (University of Alabama), instructor, received the Outstanding 
Commitment to Teaching Award from Kappa Tau Alpha, a Mass Communication 
Honor Society. She is also leading student efforts to develop, implement, and assess a 
campaign to combat binge drinking that can be used nationally. The Century Council 
provided funding for this effort following the presentation of the 2009 award-
winning UA student advertising team’s work.

Joseph E. Phelps (University of Alabama), professor and chairman, received, along 
with his co-authors, the best paper award at the Direct & Interactive Marketing 
Research Summit held in San Diego. He co-authored the following refereed articles: 
“The Privacy Paradox: The Case of Secondary Disclosure,” in the Review of Marketing 
Science, “Information Privacy Research: Framework for Integrating Multiple Publics, 
Channels, and Responses,” in the Journal of Interactive Marketing, “Integrated 
Marketing Communications and New Media: A Global Basis for Consideration 
of Emerging Privacy Issues,” in the International Journal of Integrated Marketing 
Communication, and “Online Privacy and Security Practices of the 100 Largest U.S. 
Nonprofit Organizations,” in the International Journal of Nonprofit and Voluntary 
Sector Marketing. 

Olaf Werder has accepted a position as Lecturer-Level B in Strategic 
Communication/Public Relations and Health Communication in the Department of 
Media and Communications at the University of Sydney in Australia. He will start 
his new appointment in January 2011.
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tuesDAY, August 3, 2010
8:00 am-5:00 pm
Advertising Division Pre-Conference Teaching Workshop 
“Making New Connections: Engaging Consumers, Engaging Students”

weDnesDAY, August 4, 2010
8:15 am-9:45 am
Advertising Division Research Paper Session “Going Mobile”
 
10:00 am-11:30 am
Advertising Division Teaching Panel Session with Gay, Lesbian, Bisexual, Transgender Interest Group:  
“Creativity and The Digital Age”
 
1:30 pm-3:00 pm
Advertising Division Offsite Tour of the Pepsi Center 
(Home of the Denver Nuggets and Colorado Avalanche)
Participants of the tour will meet at the Sheraton hotel lobby and leave for the Pepsi Center at 1:30 p.m. sharp.  
For reservation, contact Craig Davis at davisc7@ohio.edu
 
5:00 pm-6:30 p.m.
Advertising Division Research Paper Session “Creativity, Technology & Gender”

tHursDAY, August 5, 2010
7:00 am-8:00 am
Advertising Division Outgoing Executive Meeting
 
8:15 am-9:45 am
Advertising Division Research Paper Session “Ad Division Top Papers”
 
11:45 am-1:15 pm
Advertising Division Research Panel Session with Public Relations Division
“Pause for the Cause or Dash for the Cash: Cause-Related Marketing”  
 
1:30 pm-3:00 pm
Advertising Division Scholar-to-Scholar Poster Session
 
3:15 pm-4:45 pm
Advertising Division High-Density Research Paper Session “Health, Politics and Regulation”
 
5:00 pm-6:30 pm
Advertising Division Joint Poster Session

AeJMC  2010  Convention 
ADVertIsIng DIVIsIon   
schedule of events August 3 – 7 
Denver, Colorado 
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FrIDAY, August 6, 2010 
1:45 pm-3:15 pm
Advertising Division PF&R Panel Session with Entertainment Studies Interest Group
“Movies and Marketing: Selling the Silver Screen”
 
3:30 pm-5:00 pm
Advertising Division PF&R Panel Session with the Law and Policy Division
“Regulating Tobacco Advertising in the Current Constitutional Landscape: Thirty Years Post-Central Hudson”
 
7:00 pm-8:30 pm
Advertising Division Members’ Meeting
 
8:45 pm-10:00 pm
Advertising Division Offsite Social
Katie Mullen’s Irish Restaurant and Pub, located in the Sheraton Downtown Denver

sAturDAY, August 7, 2010
7:00 am-8:00 am
AEJMC COD Meeting
 
8:15 am-9:45 am
AEJMC Training Sessions for All Divisions’ Incoming Heads, Vice Heads/Program Chairs,  
Research Chairs, PF&R Chairs and Teaching Chairs
 
10:00 am-11:30 am
Advertising Division Research Paper Session “Online Engagement”
 
11:45 am-1:15 pm
Advertising Division Research Panel Session with Public Relations Division
“Buy, Buy, Baby: Advertising to Children and its Ethical, Developmental, and Health Implications”
 
1:30 pm-2:45 pm
Advertising Division Research Paper Session “Celebrities and Characters”
 

Pretend it’s St. Patrick’s Day
Have a pint or two with the rest of the Ad Division at our 
annual conference social, Friday, August 6 at 8:45 pm 

(immediately following the division’s business meeting). 
We’ll be gathering at Katie Mullen’s Irish Restaurant 

and Pub, located in the Sheraton 
Downtown Denver. The pub is known 
for its innovative and traditional Irish 
and American cuisine, with traditional 
Irish breads baked on site. Try Guinness 
Bangers and Champ. Or just a stout. 
We’ll have a section staked out for all the 
folks who know, “it’s the most fun you 
can have with your clothes on.”*  

by Karen Mallia

*Acknowledgement to Jerry Della Femina.
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by Craig Davis

Do you want to know more about advertising to 
children? Do you have kids? Do you know a kid? Were 
you once a kid? Does children and media research 
interest you? If you answered “yes” to any of the 
following questions, then we have the panel for you.

This year, the Advertising and Public Relations 
divisions are co-sponsoring a panel entitled “Buy, 
Buy, Baby: Advertising to Children and its Ethical, 
Developmental, and Health Implications” on Saturday 
at 11:45. Panelists include AEJMC president, Dr. Carol 
Pardun, Dr. Alison Bryant (Playscience President), Dr. 
T. Barton Carter (Boston University), Dr. Courtney 
Childers (The University of Tennessee), Dr. Erin L. 
Ryan (Kennesaw State University) and Dr. Emily 
Kinksy (Pepperdine University).

Panelists will discuss a variety of pertinent topics 
related to children, media, public relations, and 
advertising. The discussion may touch on the ethics 
of targeting entertainment to very young children, 
the implications of marketing food and beverages to 
children, as well as a discussion on how advertising 
in new media (i.e., video games, cell phones, and 
social media) is impacting children. Please join us as 
these experts explore the latest research on children 
and media from both the industry and scholarly 
perspective.

 
Buy, Buy Baby 

by Cynthia Nichols

saturday Panel:  

In 2009, President Barack Obama signed into law the 
Family Smoking Prevention and Tobacco Control 
Act that specifically empowered the Food and Drug 
Administration to regulate tobacco products and their 
advertising – with the goal of protecting children – for 
the first time. The Act required the FDA to adopt a set 
of extensive and controversial advertising regulations on 
tobacco advertising and marketing that raise significant 
First Amendment issues under the commercial speech 
doctrine.  Tobacco industry representatives have a federal 
court case underway challenging the constitutionality of 
the advertising restrictions. Many predict the case will 
end up being decided by the Supreme Court of the United 
States. The outcome of the case is far from certain under 
the Court’s controversial commercial speech doctrine 
including the Central Hudson analysis, a test used by 
the Court since 1980 to evaluate advertising restrictions 
under the First Amendment. For instance, in a 2001 

ruling – Lorillard Tobacco Co. v. Reilly – the Court used 
the analysis to find unconstitutional state restrictions 
on outdoor and point-of-sale tobacco advertising in 
Massachusetts.  

Tobacco advertising and efforts to curb it raise a host 
of legal, regulatory, constitutional, social, ethical and 
public policy issues that are as timely and important 
today as ever. Be sure to attend this session as a panel of 
legal, advertising and public advocacy experts discuss the 
federal government’s latest attempt to regulate tobacco 
advertising and marketing. The panelists include Clay 
Calvert, University of Florida, and Michael Hoefges, 
University of North Carolina at Chapel Hill, from the 
Law and Policy Division; Peggy Kreschel, University of 
Georgia, from the Advertising Division; and Jodi Radke, 
from the Campaign for Tobacco Free Kids. Anthony 
Fargo, University of Indiana will moderate the session.

          Co-sponsored Panel:  Advertising and law Divisions
“Regulating Tobacco Advertising in the Current Constitutional Landscape:   

Thirty Years Post Central Hudson.”
by Michael Hoefges

Whether it’s to generate goodwill or attract 
purchases, cause-related marketing is being 
employed by brands and organizations to engage 
consumers in a way that differentiates them from 
the competition and develops stronger, deeper, 
more meaningful long-term customer relationships. 
However, if the connection to the cause appears 
to be insincere, self-serving or mismatched, the 
results can not only cause damage to reputations, 
but can sever relationships permanently. 

“Pause for the Cause or Dash for the Cash? 
Boosting Brands and Building Goodwill with 
Cause-Related Marketing,” a panel co-sponsored 
with the PR division, will discuss the pros and cons 
of cause-related marketing and explore best 
practices. By bringing together key players, we will 
be able to show attendees how to better prepare 
students for dealing with these cross-disciplinary 
initiatives. Panel: KC Koch, Account Planner, Sukle 
Advertising & Design; Sydney Ayers, Principal, Ayers 
Public Relations; Amy Griesheimer, Vice President/
Market Manager, Entercom Communications; 
Peggy J. Kreshel, Associate Professor, Georgia. 

Who?  
Who Won’t  

Wear the Ribbon?



In a world where viral videos meet metrics and 
algorithms, define “creativity,” I’ll-know-it-when-I-see-it 
just seems more inadequate than ever.

Listen as creative and new media minds uncover and 
explore the depth and breadth of advertising creativity. 
The panel discussion “Creativity & the Digital Age” is 
slated for Wednesday, August 4 from 10 to 11:30 a.m., 
and is co-sponsored by the Advertising Division and 
the GLBT interest group. 

Peel the onion, dig deeper, flesh it out. These and 
other clichés will be confiscated at the door. No puns 
allowed. This is where genuine, bona fide, big ideas 
meet little iPhone apps, augmented reality and entire 
academic programs in digital media. 

Major league (uh-oh, tired adjectives are out, too) 
interactive and creative professionals join creative 
researchers in exploring many sides of the question of 
creativity. What is it today? What do we truly know 
about it? How do we generate ideas outside our comfort 
zone? How does creative work get done in the new 
media landscape? From ideation to evaluation, how do 
we know a good idea when we see it? Is our model for 
teaching creativity obsolete?  

Panel participants 
include: 
•  Almost Alex 
Bogusky: Winston 
Birch, Crispin Porter + Bogusky’s head of interac-
tive production, strategy and business development
•  Oonie Chase, SVP/Digital Director GMMB (for-
merly ECD, Blast Radius, Vancouver)
•  Alessandra Lariu, SVP Digital Group Creative 
Director, McCann NY
•  David Slayden, founder of the new Digital 
Works program at University of Colorado at Boul-
der
•  Joel Geske, Iowa, active in research into creative 
and neurophysiology 
•  Glenn Griffin, SMU, active in research into the 
creative process
•  Karen Mallia, University of South Carolina 
(moderator), former Creative Director, and adver-
tising professor researching gender and creativity
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It’s as hard to define as pornography,  
but at least we’ll get to look at it together in Denver: 

PrePare to confront the unexPecteD. after all, that’s one thing We knoW for sure about creativity.

by Karen Mallia

reativity
in the Digital ageC

There’s lots going 
on in Denver 
from sporting 
events and 
outdoors activities 
to arts and dining. 
Here are just a few 
highlights most 
within walking 
distance of the 
hotel.

Catch the Rockies when you get to town. They have a 
night game on Tues. August 3 and a day game on Wed. 
August 4–both against the Giants.

If art is what you’re looking for, look around the Denver 
Art Museum. It has one of the finest western art collections 
in the world. And the Denver Botanic Garden has its own 
art of the vegetal variety. 

You’ll also find all kinds of shopping. The 16th Street 
pedestrian mall is chock-a-block shops and restaurants 
though most are national chains. Larimer Square features 

hip independent stores and restaurants. Looking for high 
end shopping? You’ll find Neiman Marcus, Saks, Tiffany’s 
and many more in Cherry Creek though you’ll need to 
drive there.

If libations are your thing, Denver is called the Napa 
Valley of beer with more beers brewed locally than any 
other city.  Check out local microbreweries like Wynkoop, 
Great Divide Brewery Taproom, and Falling Rock 
Taproom. But remember alcohol is a lot more potent at 
Denver’s altitude.

Like some food with those drinks? Stop by Osteria 
Marco (small plates), Rioja, Zengo, Vesta Dipping Grill, or 
Sushi Den, just to name a few. Or if it’s fine dining you’re 
after, you can’t do better than Mizuna. At the other end of 
things there’s My Brothers Bar (great patio) and the Wazee 
Supper Club, a funky bar with classic burgers. 

And to see some mountains up close, take a day drive 
to Rocky Mountain National Park. It’s just 75 miles away. 
When you get to the Park, Trail Ridge Road will give you 
lots of scenic views and there are also short hikes you can 
take should the urge strike you.

wHAt  to  Do  In  DenVer  by Brett robbs



By the 
time you 

read this you s h o u l d 
have the Spring 2010 issue of JAE in 
hand. Once again we teamed up with 
the Direct Interactive Marking Re-
search Summit, Education Track and 
included some of their papers in this 
issue. We have committed to work 
with them again for the Spring 2011 
issue – which will provide a good 
transition from me, as current editor, 
to the new editor(s) of the Journal. 

The new editors are Jami Fullerton 
and Alice Kendrick. You’ve already 
read this announcement and I com-
mend the Editorial Advisory Board 
for completing a good and productive 
search. I must admit that I could not be 
more pleased. I think the editorship of 
the Journal passes on to two excellent 
minds – and promise my full support 
during the transition.  I know they will 
work to make the journal better – and 
have already spoken with them about 
possible ways of getting more recogni-
tion. And, don’t worry about to whom 
you should send papers and reviews: 
we’ll make it clear at the Ad Division 
meeting and in the Fall 2010 issue. In 
the interim, we’ll make sure that none 
of your manuscripts or reviews fall 
through the cracks.

Of prime importance to all of you 
-- our current acceptance rate contin-
ues to be approximately 40%. We are 
listed in Cabell’s’ Directory of Publish-
ing Opportunities. And, all referred 
articles are listing on the ad division’s 
website:
www.aejmc.net/advertising/
JAeweb/index.
html.

Additionally, in 
return for a “us-
age fee,” both the 
American Acad-
emy of Advertising 
and the American 
Advertising Federa-
tion are posting JAE 
on their Web site – 
in their “members’ 
only section.”

Stacy James 
continues to do a 
superb job of de-
signing the Journal 
and overseeing its 
production. Thank 
you Stacy!

Sue Alessandri 
continues as book 
editor. Thank you 
Sue!

And, last, but 

certainly not least, I am totally grateful 
to my Editorial Advisory Board and 
all my thoughtful and constructive 
reviewers. We would not be where we 
are without you.

Please continue to think of the 
Journal for your advertising education 
submissions!
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new editors selected for  
Journal of Advertising Education

Jami Fullerton, professor and Welch Endowed 
Chair at Oklahoma State University and Al-
ice Kendrick, professor at Southern Methodist 
University’s Temerlin Advertising Institute, have 
been chosen as the new editors of the Jour-
nal of Advertising Education by the Journal’s 
editorial advisory board.

“The advisory board feels that we are all 
extremely fortunate to have Jami and Alice as 
the new editors,” said Brett Robbs, a member 
of the board who helped lead the search. 
“Their outstanding record of teaching and re-
search together with their deep commitment 
to advertising education make them incred-
ibly well qualified to lead the Journal into a 
new decade.”

The new editors will be responsible for the 
Spring 2011 issue of the Journal. But submissions 
should continue to be sent to Pat Rose, current  
editor, until further notice. 

Prepare to be engaged, illuminated, (and if you’re like me) 
occasionally intimidated by the quality and scope of the 
Ad Division research papers scheduled for presentation 
at AEJMC 2010 in Denver.Seventy papers were submitted 
to the competition, and 85 reviewers helped narrow the 
selection to 31, for an acceptance rate of 44%. That’s in line 
with prior AEJMC conferences.  

There are too many great papers for a comprehensive 
preview, but I hope you’ll make time for the Top Paper 
session on Thursday morning. In that session, Jing Jiang 
and Ran Wei look at strategies used by multi-national 
corporations in cross-cultural campaigns, Frank Dardis 
and Mike Schmierbach test out a new interface between 
video gamers and advertisers, and Yunjae Cheong, Kihan 
Kim and Justin Combs apply economic efficiency criteria 
to the operations of ad agencies.  

Mobile marketing may be the Next Big Thing for 
advertising, and a number of papers throughout the 

conference cover mobile issues, including cross-cultural 
mobile phone studies by Honwei Yang, Liuning Zhou and 
His Liu. There’s even a paper by Hui-Fen that explores the 
intersection of mobile marketing, product placement and 
video gaming.

Advertising efficiency studies goes back to the days of 
John “which half of my ad budget is wasted?” Wanamaker, 
and the tradition of top-flight efficiency studies continues 
in Denver. Sela Sar and George Anghelcev apply mood 
research to health advertising, while Dennis Lowry and 
Md. Naser pick Presidential winners on the basis of lexical 
characteristics of election ads.

The integration of social media into advertising plans 
receives full attention, with papers on electronic word-
of-mouth by Troy Elias and Osei Appiah, Facebook 
brand-friending by Kelli Burns, and advergaming by Sara 
Hansen.   

And that’s only a sample. There’s more on almost any 
taste, topic, phenomenon, theory and method. Check out 
the full schedule, and see you in Denver. 

AeJMC 2010 research Paper Preview  
by Jay newell
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This year’s Teaching Workshop, “Making Connections: 
Engaging Consumers. Engaging Students.” is an 
opportunity to interact with professionals from Crispin 
Porter + Bogusky and colleagues in the academy to talk 
about making connections in the marketplace and in our 
classrooms. 

Crispin is the hottest shop in the country. The agency 
was named Creativity’s Agency of the Year in 2008. In 
2009 Advertising Age applauded “its portfolio stuffed with 
the some of the most memorable marketing campaigns 
of the century thus far” and named Crispin the Agency of 
the Decade.

Laura Bowles, vice president and group account 
director at Crispin, will join us in the morning to talk 
about “Today’s participatory culture: How to connect 
and engage consumers.” Laura will have plenty to share. 
Crispin is one of the pioneers in viral marketing. They 
introduced us to Burger King’s Subservient Chicken. 
During one week of the “Whopper Sacrifice,” 82,000 
people sacrificed 230,000 Facebook friends in the quest 
for a free flame-broiled Whopper. Did someone say 
“engaging?” Also in the Crispin’s portfolio? Their ambient 
efforts for BMW’s Mini. 

Then, at your request, the Teaching Workshop will get 
back to basics. Given the dynamic advertising landscape, 
no doubt many of us are thinking about new courses. 
Peggy Kreshel and Sheri Broyles will talk about designing 
(or redesigning) courses and translating those designs in 
syllabi that set a positive tone and connect with students 
from Day One.

We’ll go on to explore innovative approaches to some 
key advertising courses.Tom 

Reichert (Georgia) and Craig Davis (Ohio) will team up 
to discuss new approaches to long-established standbys in 
the curriculum — Advertising Principles and Advertising 
Management. Learn about the interactive approaches they 
use to engage their students in these classes.

The focus will then switch to teaching the research 
class. (This too is in response to your requests.) Alice 
Kendrick (Southern Methodist) and Jisu Huh (Minnesota) 
will talk about innovative approaches and assignments 
they use to facilitate interactive learning experiences 
with their students in both qualitative and quantitative 
methods.

Given the “contemporary chaos” of advertising (we 
use the descriptor affectionately), we’ve asked Tom, Craig, 
Alice, and Jisu to address two questions:  (1) What are the 
primary objectives of your course? That is, what do you 
want students to have achieved when they walk away from 
your class? And (2) given the chaos of the contemporary 
media world, and hence, the advertising industry, what 
3-5 things do you believe to be absolutely essential to the 
content of the course? 

You might want to think about your answers to those 
questions as well, because as is our tradition, the workshop 
will end with questions, answers, and conversation.

Whether you’re a rookie or a veteran teacher, join us in 
Denver for the pre-conference Teaching Workshop. Space 
is limited so you’ll want to pre-register early. We’ve packed 
a lot into the day — speakers, information, take-aways, 
camaraderie, and time to share.  
 
You’ll be glad you came.

Crispin, Porter + Bogusky to headline teaching workshop. 
An engagement you won’t want to miss.

by Peggy Kreshel, Georgia, and Sheri Broyles, North Texas

Advertising Age is 80 this 
year. On March 29, 2010, a special 
issue commemorating the occasion 
brought us celebratory profiles of 
great brands, stories of innovators 
building remarkable businesses, 
80 highlights from 80 years and, of 
course, the mandatory predictions 
for the future of advertising. 

Absorbed in the virtual cymbal 
crashes, popping corks, and confetti,  
we might be forgiven for failing to  
note the more pragmatic  
(and admittedly self-serving) 
observations on advertising 
education.

Allison Arden, Ad Age publisher, 
in a column “Preparing Us All for 
the Next 80 Years,” wrote: “Let’s face 
it, at the speed at which business is 
changing, it is virtually impossible for 
curricula to evolve quickly enough.” 
Oh she of little faith!

Rance Crain noted that “College 
advertising educators are well aware 
that the ad industry faces some 
enormous challenges, with not only 
advertising’s credibility but also its  
very acceptance at stake.”  Lauding 
a professional-turned-professor at 
UCLA for “infusing his classes with 

real-time drama and excitement,” 
Crain called for an “evolving and 
organic curriculum.”
The verdict appears to be in. In a 
world where “consumers can receive 
anything anywhere and interact 
and engage with it,” increasing 
personalization of advertising and 
engagement are key.
You know that. We know 
that. Our students expect it.  
 
Engagement is the key — that’s what 
our Teaching Workshop is all about 
this year.

talks advertising education


