
http://www.aejmc.net/advertising/    Summer 2011

Advertising Division | Summer 2011

By Bobbi Kay Lewis • Head Ad Division 2010-2011

ASSociAtion for EDucAtion in JournAliSm & mASS communicAtion  

Hello Ad Division Members! I hope you have 
been making your travel plans to St. Louis for the 
annual convention, as August will be here before 
we know it. The Executive Committee has prepared 
a rich program, and this issue of  the newsletter 
provides the highlights. Let me be the first to thank 
Vice Head/Program Chair Frauke Hachtmann for 
all of  her hard work scheduling our sessions and 
overseeing the paper competitions. As you peruse 
the schedule, I’m sure you will agree that she did a 
fabulous job.

Thank you for submitting your interesting and 
timely research to the division for presentation. 
Without you sharing your scholarship, expertise and 
experience, we would not have the exciting program 
at the convention year after year. In addition 
to submitting your research to the division for 
presentation at the convention, I want to encourage 
you to submit to the Division’s Journal of  Advertising 
Education. There is more incentive than ever to 
submit to JAE, as Brett Robbs has gifted a $1,000 
prize for the Best Article of  2011-2012. Learn more 
about the Best Article Award and how to submit to 
the journal in this issue.

I have been looking forward to this year’s 
convention since early June while in San Diego for 
the AAF National Advertising Student Competition, 
where the Ad Division was well represented. I 

found myself  hanging out with current Executive 
Committee members Frauke Hachtmann, Scott 
Hamula, Craig Davis and immediate past Head Jami 
Fullerton, as well as running into AEJ President Jan 
Slater, Sandy Utt, Jody Mattern and more. A division 
is only as good as its members, and boy do we have 
a fantastic division!

This year’s program will get kicked off  Tuesday, 
August 9 with the dynamic annual pre-conference 
Teaching Workshop. If  you have yet to experience 
the workshop or even if  you attend every year, you 
will want not want to miss this full day dedicated 
to bettering our teaching and innovation in the 
classroom. Peggy Kreshel gives a sneak peek 
of  what you can look forward to at this year’s 
workshop. Research Chair Courtney Bosworth has 
provided an overview of  the paper sessions, plus 
you will find highlights of  the panels that have been 
arranged by several members of  the Executive 
Committee.

In addition to arranging an exciting panel for the 
third year in a row, the Division’s Event Coordinator 
Scott Hamula has arranged this year’s off-site visit/
agency tour and the Division social, both of  which 
you can learn more about in this issue. Please note 
the social is on Thursday evening this year, while 
the member’s meeting, where I will pass the “Advil 
Gavel” to Frauke Hachtmann, will be held Friday 
evening.

As I look back on my past five years serving 
on the Executive Committee, I am both proud 
and grateful. Thank you for the opportunity to 
make a contribution to advertising education and 
scholarship, as well as build relationships with some 
of  the best colleagues in the academy.  
 
     I look forward to seeing you all in St. Louis.



Four Ad Division officers met up at the American Advertising Federation National Student Advertising Competition. 
Each of  their school’s teams won their district and advanced to nationals in San Diego: BoBBi Kay LewiS, Oklahoma 
State University; FrauKe HacHtmann, University of  Nebraska–Lincoln; craig DaviS, Ohio University; and Scott 
HamuLa, Ithaca College, which place 2nd in the competition.
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Karen maLLia has been recommended by her president for tenure and promotion to associate professor. 
Karen teaches in the Advertising/Public Relations Sequence and focuses on developing creative strategies, 
copywriting, and building integrated advertising and marketing campaigns in her teaching. She also recently 
had published “Will Changing Media Change the World? An Exploratory Investigation of  the Impact of  
Digital Advertising on Opportunities for Creative Women,” in the Journal of  Interactive Advertising, Spring 2011.

aD DiviSion|Kudos
Bruce BenDinger (The Copy Workshop) - is shown here with 
two historical re-anactors at the premiere of  the Czech version of  
his “Accidental Army” documentary - Nahodila Armada.  Hosted by 
CsOL - a Czech veteran’s group, the Mayor of  Brno, and members 
of  the Czech Ministry of  Defense, the premiere filled Brno’s largest 
theater. Current activities include a DVD design contest with Tomas 
Bata University, and a project with Chicago’s Columbia College and 
the Prague office of  Draft/FCB.  The US version received grants from 
the Tawani Foundation, the Czech Foreign Ministry, and the Illinois 
Humanities Council for “Chicago - the City that Helped Create a 
Country.” Madeleine Albright wrote the back cover copy. Ken Burns 
called it, “A noble undertaking; a history lost - restored to its people, 
and the world.” Want to know more? Ask Bruce or go to www.
czechlegion.com

(at left) and JoSepH pHeLpS, University of  Alabama and Lu ZHeng, 
University of  Florida, won the American Academy of  Advertising’s 2011 
Best Research Paper Award for their paper, “Revising the Transportation-
Imagery Model and Expanding Understanding of  Persuasion via Narrative 
Advertising.”

Dr. Mara EinstEin’s new book, Compassion Inc.: How Corporate America 
blurs the line between what we buy, who we are and those we help, is being published 
by the University of  California Press (2012). Also beginning in the fall, Mara 
is a Mellon Fellow at the CUNY Graduate Center where she will be returning 
to her studies of  religion, media and marketing. Dr. Einstein is an Associate 
Professor of  Media Studies at Queens College, City University of  New York.

SHeri BroyLeS, Interim Chair, Department 
of  Strategic Communications, Mayborn School 
of  Journalism, University of  North Texas, was 
recently promoted to Full Professor. 

As Winthrop University’s newly appointed Thompson Scholar, 
faculty member paDmini patwarDHan, an associate professor 
in mass communication, will spend the next year piloting a 
comprehensive global learning plan for two programs housed in 
the Department of  Mass Communication.

BoBBi Kay LewiS received tenure and promotion to Associate Professor at the School of  Media and Strategic Com-
munications at Oklahoma State University.
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aD DiviSion|Kudos
Advertising professor and long-time supporter of the Journal of 
Advertising Education, Brett Robbs, has gifted a $1000 prize to 
the Journal of Advertising Education for the Best Article of 2011-
2012 (Vol. 15, No. 2 and Vol. 16, No. 1). 
     To be considered for the award, your article must be published 
in the Fall 2011 or Spring 2012 issue of JAE. AEJMC Advertising 
Division members will be invited to consider all published papers 
at the end of the academic year and vote for the best one based 
on content, clarity, and contribution to the field. The winning 
paper will be announced at the Ad Division members’ meeting at 
the AEJMC conference in August 2012 in Chicago.  
     The Journal of Advertising Education is a peer-reviewed 
academic journal dedicated to research and commentary on 
instruction, curriculum and leadership in advertising education. In 
addition to traditional research, the journal publishes articles and 
opinion pieces, teaching tips, reports and books/software reviews; 
all are eligible for the Award.   
     To be eligible for the $1000 prize, the paper must first 
be published in JAE. To be considered for publication, email 
submissions to: Editor Jami Fullerton at before July 1, 2011 for the 
Fall issue and before January 1, 2012 for the Spring issue.   
     To learn more about the journal and submission requirements 
visit http://www.aejmc.net/advertising/JAEWeb/Order.html

JAE Best Article Award
Journal of  Advertising Education

The AEJMC Ad and PR division is holding a panel and discussion titled, 
“How the Management Function at Marketing Communications Firms is 
Changing,” on Saturday, August 13, from 11:45 a.m. to 1:15 p.m.

The idea for this conference is to learn how the role and responsibility 
of  the account manager is changing, a role that is important to any 
marketing communications firm whether it be digital, traditional, public 
relations, promotions, brand identity or social media.

The questions we will be posing include:   What is driving this change? 
How does having a specialized knowledge compared to generalized 
knowledge?  How does an account manager collaborate in today’s 
specialized communication profession? Does the job function of  the 
account manager no longer appeal to journalism and communication 
students? How does it impact students?  Will the account manager cease 
to exist?

The panelists for this session include:  Clay Dedeaux, assistant 
professor of  marketing, Ferris State University;  Don Dickinson, director 
of  advertising management, Portland State University; Sarah Ferguson, 
senior account manager , Barkley USA;  Daniel Ng, associate professor, 
University of  Oklahoma; and Sara Roedl, Center for Patient Care and 
Outcomes Research, Medical College of  Wisconsin.  The discussion will 
be moderated by Craig Davis, assistant professor at Ohio University.

AEJMC Panel Session
“How The Management Function at  

Marketing Communication Agencies is Changing”
By craig Davis
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advertising, entertainment, and engagement! 
As technology comes more pervasive 
and the global media environment 
increasingly inundates consumer 
lives, advertising, marketing and 
PR in the U.S. have been forced to 
undergo a cataclysmic shift. The 
motivation for this shift? A domestic 
consumer base, assaulted by an 
ever-increasing barrage of  graphic 
images and provided an almost 
boundless groundswell of  media 
options, that has turned a blind 
eye to traditional attention vehicles. 
More and more, ads displayed on 
billboards, newspapers, and television, 
as well as visual information created 
and presented with the intention of  
captivating and persuading us, have 
proven far less effective than ever 
before. 

Not surprisingly, the density of  
modern life has forced companies 
to look for novel ways to connect 
emotionally with customers, foster 
lifelong relationships, and create 
the impression that their brands 
are irreplaceable. In these times 
of  exhilarating changes, it has 
become critical to understand how 
to connect with consumers across 
emerging media using formats that 
generate consumer involvement, 
entertainment, and engagement – 
Advertainment! As companies now 
strive to ignite movements that 
channel the passion of  the masses, 
the tools with which they operate 
include advergames, social media, and 
viral videos. Unfortunately, very little 
is known regarding the effectiveness 
of  these approaches. Fortunately 
for us, however, several experts 
who study emerging media and its 
impact on relevant audiences have 
agreed to participate in the upcoming 
Advertainment panel. These esteemed 
individuals are as follows:

vinnie cicchirillo, ph.D., is an 
assistant professor in the Department 

of  Advertising at the University 
of  Texas-Austin. Vinnie’s research 
examines video games and gaming 
culture. He argues that with so many 
people being wary of  advertising 
messages, marketers and advertisers 
are often looking for ways to make 
their messages more informative 
and entertaining. Video games are 
clearly a leisure activity that elicits 
enjoyment and entertainment. It 
also commands a large following of  
both males and females and differing 
age ranges as younger gamers get 
older. Advergames have become the 
perfect coupling of  advertising and 
video games. Vinnie’s latest study 
explores how individuals interpret 
the messages that they see within 
advergames. Some of  the questions 
his most recent work addresses 
are: Does the entertaining content 
overwhelm any brand recognition? 
Do younger children understand the 
difference between the brand and the 
content? Do the messages within this 
context promote or dis-inhibit brand 
consumption? And, does violent 
content prime a connection between 
aggressive behavior and brand 
message? 

Kristen Landreville, ph.D., is 
an assistant professor of  Multimedia 
Journalism at the University of  
Wyoming. Kristen’s research broadly 
touches on political communication, 
entertainment, and multimedia 
journalism. Her specific interests 
in these areas include interpersonal 
political discussion, political campaign 
media, political comedy and satire, 
and consumer interaction and 
learning from multimedia journalism. 
Her advertainment interests 
include exploring how political 
advertisements and interactive online 
advertisements use humor to gain 
votes and develop their customer 
base. On a professional level, Kristen 

is working with Wyoming newspapers 
to improve their multimedia efforts, 
which includes making their websites 
more advertainment accessible.

Heather Lamarre, ph.D., is an 
assistant professor in the School of  
Journalism and Mass Communication 
at the University of  Minnesota. Her 
research lies at the crossroads of  
strategic communication, politics, and 
social-psychology. She investigates 
questions of  social influence and 
persuasion, with a focus on the uses 
and effects of  media on attitudes, 
behaviors, and opinions regarding 
social and political issues. She also 
researches public relations, public 
opinion, and public communications, 
and is interested in how social and 
entertainment media influences 
one’s attitudes, emotions, behaviors, 
and opinions about such topics. 
Advertainment crosses into both her 
research and teaching. For instance, 
currently, Heather is investigating the 
use of  entertainment media to deliver 
persuasive messages that influence 
individual-level attitudes and options. 
From products to policies, she is 
examining how alternative media 
platforms such as entertainment 
offer new ways to reach audiences, 
increase interactivity, and raise brand 
awareness.

Susan currie Sivek, ph.D., 
is an assistant professor of  Mass 
Communication at Linfield College, 
McMinnville, Oregon. Her research 
focuses on the changing role of  
magazines in today’s media industry 
and culture. She also writes about 
the transition of  the magazine 
industry into the digital age for PBS 
MediaShift.

The Ad Division is greatly 
indebted to these individuals for 
sharing their expertise and we 
anticipate a great turnout!

By troy elias
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tueSDay, auguSt 9, 2010
8:00 am-5:00 pm
Advertising Division Pre-Conference Teaching 
Workshop:  “Strategic Solutions at the Intersection of  
Content and Channel”

weDneSDay, auguSt 10, 2010
8:15 am - 9:45 am
Advertising Division Research Paper Session:
“Gender Issues and Portrayals in Advertising”

10 am - 11:30 am
Advertising Division High-Density Research Paper 
Session:   “Use and Effectiveness of  Online and Mobile 
Media as Message Carriers”

3:15 pm - 4:45 pm
Advertising Division Teaching Panel Session with 
Cultural and Critical Studies Division:  “BULLS-EYE! 
Technology and Targeting, For Better or Worse”

5 pm - 6:30 pm
Advertising Division and Media Ethics Division 
Research Paper Session: “Advertising and Social 
Responsibility”
 
tHurSDay, auguSt 11, 2010
7 am - 8 am
Advertising Division Outgoing Executive Meeting

8:15 am - 9:45 am
Advertising Division Research Paper Session:
“Ad Division Top Papers”

5 pm - 6:30 pm
Advertising Division Teaching Panel Session with 
Small Programs Interest Group:
“Acing Assessment: How to Measure, Document, and 
Improve Student Achievement of  Learning Outcomes”

8:30 pm - 10 pm 
Advertising Division Off-Site Social
Flamingo Bowl, 1117 Washington Ave., three blocks from 
hotel.

FriDay, auguSt 12, 2010
8:15 am - 9:45 am   
Advertising, Public Relations, Cultural and Critical 
Studies Divisions and Entertainment Studies Interest 
Group: Joint Scholar-to-Scholar Poster Session

12:15 pm - 1:30 pm 
Advertising Division Scholar-to-Scholar Poster Session

1:45 pm - 3:15 pm
Advertising Division Off-Site Tour: Rodgers  
Townsend Agency. For reservations, contact  
Scott Hamula:  shamula@ithaca.edu

5:15 pm - 6:45 pm
Advertising Division Teaching Panel Session  
with Internship and Careers Interest Group:   
“What Should Tomorrow’s Graduates Be? Specialists  
vs. Generalists vs. T-shaped Talent”

7 pm - 8:30 pm
Advertising Division Members’ Meeting

8:30 pm - 9 pm
Advertising Division Incoming Executive Meeting

SaturDay, auguSt 7, 2010
7 am - 8 am
AEJMC COD Meeting

8:15 am - 9:45 am 
Advertising Division Research Panel Session: 
“Health Messages: Creation, Interpretation,  
and Evaluation”

ASSOCIATIOn fOR EDuCATIOn In 
JOuRnAlISM AnD MASS COMMunICATIOn  
Training Session:  Incoming Division and Interest  
Group Heads  
Training Session:  Incoming Division and Interest  
Group Vice Heads 
Training Session:  Incoming Professional Freedom  
and Responsibility Chairs 
Training Session:  Incoming Research Chairs 
Training Session:  Incoming Teaching Chairs 

10 am - 11:30 am
Advertising Division Pf&R Panel Session with 
Magazine Division:  “Advertainment: Advertising, 
Entertainment, and Engagement”

11:45 am - 1:15 pm
Advertising Division Teaching Panel Session with 
Public Relations Division:  “How the Management 
Function of  Marketing Communication Firms  
is Changing”

aeJmc 2010 convention | aDvertiSing DiviSion | ScHeDuLe oF eventS 
august10–13 | St. Louis, mo

Contact:  Frauke Hachtmann,  2010-11 Ad Division Vice Head  
fhachtmann1@unl.edu



off-Site agency visit
On Friday, August 12th, from 1:45 to 3:15pm, our 
division will be visiting Rogers Townsend at 1000 Clark 
Street, walking distance from the hotel. From a two-
person beginning in 1996, this a gency has grown to over 
100 professionals today. In 2006, r/t became part of  
Omnicom, which provided them with global reach and 
enhanced services. Rodgers Townsend is an integrated 
advertising agency, offering strategic planning, mass 
media, one-to-one marketing, digital, corporate identity, 
sales support, media, and employee engagement. Clients 
include St. Louis Rams, AT&T, The Hartford Insurance, 
Scotttrade, and Anheuser-Busch. Stay alert: We’ll be 
sending out an email soon to RSVP for this event!

Do ad Division members Have their minds in 
the gutter?
On Thursday evening, August 11, our division social will 
take place at Flamingo Bowl, 1117 Washington Ave., just 
three blocks from hotel. Flamingo Bowl offers 12 lanes 
of  bowling, as well as an extensive drink menu featuring 
classic, modern and signature cocktails. The full bar also 
offers a selection of  beer, liquors and wine, while the 
kitchen serves up an eclectic mix of  great food. We have 
the lounge area in the main room reserved for us from 
8:30 to 10:00pm. To check it out, go to: http://www.
flamingobowl.net/

it’s all about Me!
You’re invited to attend “BULLS-EYE! Technology and 
Targeting, For Better or Worse,” a convention panel 
co-sponsored by the Advertising Division and Critical and 
Cultural Studies Division, that will take place Wednesday, 
August 10, from 3:15 to 4:45 p.m.
     The hottest topic in media is audience targeting vs. 
content targeting. Basically, with advanced technologies 
available through software and in online marketing, 
brands can target their advertising and public relations 
messages on a blend of  demographic, online behavior, 
purchase behavior and many other things. Accordingly, 
one can segment out very finite audiences for message 
targeting, rather than just placing that message on a 
relevant site for a given product. What’s best for the 
agencies, for the marketers, and for the consumers? 
Where is this new technology going next? Will this lead 
to better one-to-one marketing? Panelists are Dan Curran, 
President and Founder of  4ORCE Digital; Morgan 
Noel, Senior Creative Strategist/Digital at Momentum 
Worldwide; Chris Copeland, CEO of  Outrider/GroupM 
Search; Robert Mews, Senior Digital Marketing Strategist 
at Geile/Leon Marketing Communications; and Kevin 
L. Keenan, Ph.D., Associate Professor at American 
University in Cairo.

THERE’S MORE THan MEETS THE EyE  
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The Advertising Division’s 
Research Paper Competition 
experienced a strong showing 
in paper submissions across many 
different areas of  advertising and 
utilizing a wide variety of  research 
methodologies. A total of  53 papers 
were submitted and 26 were accepted, 
yielding an acceptance rate of  fifty 
percent.  

The research papers accepted 
include a wide array of  advertising 
topics including the measuring of  
brand personality, direct-to-consumer 
drug advertising, and product 
placement in reality television and 
in the movies. The research papers 
used all the methodologies available 
including survey designs, qualitative 
methods, experimental designs, and 
theoretical analysis of  advertising 

concepts.The quality of  the accepted  
papers is evident through their 
attention to detail, their expert use 
of  methodology, and their creative 
choice of  advertising topic.

Nowhere is the quality of  the 
research paper competition more 
evident than in the top papers of  
the competition. The top three 
papers include “Seeing the Big 
Picture: Multitasking and Memory 
for the Ad” by Brittany Duff, Illinois-
Urbana Champaign; Sela Sar, Iowa 
State; Sangdo Oh, Illinois-Urbana 
Champaign; Yulia Lutchyn, Tennessee; 
and Sydney Chinchanachokchai, 
Illinois-Urbana Champaign, which 
was rated as the top paper of  the 
research competition by reviewers. 

The second-place research 
paper was by Chang-Dae Ham, 
Illinois-Urbana Champaign 

and Esther Thorson, Missouri, titled 
“Responses to User-Generated Brand 
Videos: The Persuasion Inference 
Model.” The third-place research 
paper as voted by reviewers was 
“Direct-to-Consumer Antidepressant 
Advertising, Skepticism Toward 
Advertising, and Consumers’ 
Optimistic Bias about the Future Risk 
of  Depression,” by Jin Seong Park, 
Tennesse; Ilwoo Ju, Tennessee; and 
Kenneth Eunhan Kim, Oklahoma 
State. As these top three papers 
show, the variety of  research topics 
continues to be hallmark the research 
paper competition and the quality of  
the paper submissions continues to 
grow every year.

Submitted by Scott Hamulain St. Louis...

The Advertising Division’s 
Research Paper Competition 

By Courtney Bosworth
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The Advertising Division’s first pre-
conference teaching workshop was 
held in 1997. Those of  you who 
have had the opportunity to attend 
any of  those workshops (if  not all 
of  them) know that for many, they 
are the highlight of  the conference.   
For those of  you who have never 
had the good fortune to attend, why 
not come this year? You won’t be 
disappointed.
     The morning speaker, Judy 
franks, will be joining us from 
Chicago. Judy is Founder and 
President of  The Marketing 
Democracy and will be  discussing 
“Media: from Chaos to Clarity. 
Making Sense of  a Messy Media 
World.” Judy’s 23-year career in 
Chicago includes a wide range of  
experiences in full-service, media 

service, and creative service agencies 
at places you’ll recognize: Euro 
RSCG, Leo Burnett, Starcom, 
EnergyBBDO. She teaches creative/
media integration for the William 
Wrigley Jr. Company’s Global 
Marketing College, and lest I 
forget, she is an award-winning 
teacher at Northwestern’s Medill 
School. She founded The Marketing 
Democracy in 2008. Check out Judy 
and The Marketing Democracy at: 
themarketingdemocracy.com
     In order to make time for those 
conversations we never seem to have 
enough time for, we’ll round out 
the morning with a “teaching free 
for all,” an open discussion about 
teaching. Bring your questions, and 
hey, bring answers too.
     

After lunch we’ll continue the “back 
to basics” theme we began at last 
year’s workshop. This year, Amy 
faukner (Syracuse) and Michelle 
nelson (Illinois) will talk to us 
about the challenges, concerns, 
controversies, and of  course, the 
methods they use in teaching the 
media course in today’s chaotic media 
environment. Karie Hollerbach 
(Southeast Missouri State), Teri 
Henley (Alabama) and Heidi 
Hennink-Kaminsky (UNC) will 
turn our focus to the capstone 
campaigns course.
     If  you are looking for a day rich 
with information, insights, teaching 
tips, and camaraderie, this year’s 
workshop will deliver.  
Why not join us?

Some info for the teaching workshop
The theme of this year’s workshop is 

    Strategic Solutions at the Intersection of Content and Channel.                    By Peggy Kreshel 

This year I had the honor of  coordinating the Professional 
Freedom & Responsibility paper competition for the 
Ad Division. Our paper call refers to PF&R committees 
throughout the organization as “the conscience of  
AEJMC.” Last year’s Ad Division PF&R competition 
attracted just seven papers, this year, three. What gives?

The first thought is that perhaps Ad Division members 
don’t think professional freedom and/or responsibility 
are worthwhile endeavors. The spirit of  1960s protest 
has quieted. For me, it’s been awhile since I’ve considered 
chaining myself  to an ill-placed billboard, although I am 
thinking of  sending an irritated Tweet to PBS over their 
decision to run sponsorship breaks in Nova.  

From just the number of  papers submitted to PF&R, 
it would be easy for me to conclude that we just don’t 
care. But I’d be wrong. Take a look at the topics of  papers 
accepted throughout all Ad Division competitions, and 
you’ll get a picture of  an Ad Division membership that 
is highly engaged in issues of  professional freedom and 
responsibility.

We have six student papers this year that deal with issues 
such as race, gender, and sexual orientation in advertising. 

In the teaching category, one of  the three papers to be 
presented will focus on how educators define diversity in 
advertising. In special topics, papers cover health issues 
such as binge drinking and skin cancer.

And in the overall research competition, try these topics:  
online privacy, “green” advertising, direct-to-consumer 
pharmaceutical advertising, overconsumption in beer ads, 
and promotion of  healthy foods.  

At least a third of  the 2011 Ad Division papers cover 
topics that are relevant to PF&R. To me, that indicates a 
membership that is highly connected to social issues.  

This is conjecture on my part, but I think we are seeing 
that the issues that are the drivers of  PF&R—gender, 
race, ethics, social and cultural values, free expression—are 
embedded in the research of  many of  our members. Those 
issues are as important as development of  theory and 
perfection of  practice. 

Perhaps we are reaching a time when the PF&R topics 
are considered so much in the mainstream that they don’t 
need a separate competition. But for now, I’m happy to see 
that we’ll be talking about the issues in St. Louis. See you 
in the sessions.

professional Freedom      responsibility& by Jay newell



Join some of  today’s leading thinkers in design, 
creativity and education (and me) to flesh out the 
ideal way to develop talent at the AEJMC Conference 
on Friday, August 12.  

How do we best educate people to lead innovation 
in the decades to come? Some argue that our digital 
world demands increased specialization. Others argue 
as vociferously that today’s students must be trained 
as creative generalists. Then there is the growing 
group of  digerati who argue that “T-shaped talent” 
is needed. Among the thought leaders on the topic 
is David Armano, SVP of  Edelman Digital, who 
we’re proud to have on our St. Louis panel. Armano 
firmly believes that the collaboration required in 
21st century business demands T-shaped--and not 
I-shaped--talent.

The term “T-shaped talent” describes both skill 
and temperament, the vertical of  the “T” representing 
deep subject expertise, and the top stroke indicating a 

breadth of  knowledge in many arenas and openness 
to collaboration. Tim Brown, CEO and president of  
award-winning global design firm IDEO, coined the 
term—and considers T-shaped talent the engine of  
IDEO’s creativity and success.

The questions are many, and the answers bound 
to be debated: Can colleges and universities educate 
T-shaped people? Should we? What does this mean 
for curriculum?Today, who demonstrates this kind of  
talent? Where are T-shaped people coming from, in 
terms of  educational background, race, and gender? 
Is it really possible to have broad expertise in a variety 
of  disciplines? Is a “T-shaped person” just giving a 
name to what the most talented and successful ad 
and design people have always been?  Find out.

The Ad Division and Internship and Career 
Interest Group have gathered a cadre of  senior 
industry executives to enlighten and engage you…if  
you’re there.

The panelists include: 
• DAvID ARMAnO, SvP Edelman Digital, expert in digital marketing and user experience 
design. Author of  one of  the world’s leading blogs, according to Ad Age. Cited by Forrester, 
Business Week and HBR.   
• JOn fulMER, Principal, Jf Marketing Communications, with experience as a 
Strategist, Account Manager, & Creative Director, who ran his own 5-person agency in Chicago   
• ERIC THOElKE, President and CD of  TOKY Branding + Design, St. Louis  
• AllAn MEYERSOn, Executive Creative Director, GROuP360 Worldwide, St. Louis  
• BOB TRuMPBOuR, Ph.D., Associate Prof. of  Communications, Penn State, Altoona. 
Head of  the COMM program /internship supervisor  
• KAREn MAllIA, uSC (moderator), advertising professor and former advertising  
creative director 

 

 
Attend the panel, 

ADV-ICIG Panel #78/#175  
Friday, August 12 from 5:15 - 6:45 pm. 

What shape should tomorrow’s graduates be?   
Specialists vs. generalists vs. t-shaped talent.  

By Karen mallia

It’s guaranteed to challenge your assumptions, 
and maybe your program.
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