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Folks, this is my final newsletter as Advertising 
Division Head. But before I hand the Advil® 
Gavel to incoming division head Courtney 
Bosworth and jet off into the sunset on Ad Force 
One, we’re going to have a great time.  

Highlights for the conference are sprinkled 
throughout this issue of AdNews. There’s 
a truly impressive pre-conference teaching 
seminar organized by Sheri Broyles and Jan 
Slater. We have research, teaching and PF&R 
sessions throughout the conference, including 
special sessions with the Public Relations, 
Media Management & Economics, and the 
Community College divisions and groups.   

But because this is Washington and it’s the 
100th year of AEJMC, we’ve doubled up on the 
number of trips. Scott Hamula has scheduled 
a visit to the Ad Council on Thursday. On 
Friday morning we’ll head across the Potomac 
to National Media in Old Town, Alexandria. 
National is one of the country’s top political 
media buying firms, and will give us an 
insider’s briefing on what to expect in the next 
election cycle.

And we’ve doubled up (or down, depending 
on how things go) for socials. We typically have 
one social event, but this year we have two:  
following Wednesday’s pre-conference teaching 
session, we’ll be the guests of American 
Advertising Federation. And then on Saturday 
following the member’s meeting, we’ll get 
together at Fado’s Irish Pub for some inside-
the-beltway overconsumption.

Before my time as Division Head comes 
to an end, I want to thank board members 

George Anghelcev, Troy Elias, Heidi Hennink-
Kaminski, Karen Mallia and Sela Sar for their 
outstanding work throughout the year. And I 
want to especially thank Stacy James for her 
tireless efforts on newsletter design, and last 
year’s Division Head, Frauke Hachtmann, for 
being on-call for all those how-do-they-do-it 
questions. But I need everyone to know that 
the real make-happeners of the Ad Division 
are Scott Hamula, who works throughout the 
year to plan the socials and trips, and Courtney 
Bosworth, the vice head who sets the program 
and oversees the paper competitions. To them I 
am forever indebted. And the biggest thanks of 
all go to the 200+ members of the Advertising 
Division. Making and teaching advertising isn’t 
easy, but the members make being the Division 
Head a nearly stress-free activity.   

See you in DC!
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Think of Washington, D.C., 
the heart of our nation’s 
government. Turmoil. Scandals. 
Ethical dilemmas. It’s a never-
ending saga.

Now think of our world of 
advertising. Jamie Lee Curtis 
pushing Dannon’s Activia 
yogurt’s nutritional benefits 
– only it’s really just the same 
as every other yogurt. Or Taco 
Bell’s seasoned beef, which was 
really just oat filler. Or Kellogg’s 
Rice Krispies saying it boosts 
our kids’ immunities. What? 
Snap, Crackle and Pop have 
been lying to us? 

We’re taking advantage of 
being in D.C. and top experts 
who can give us insights into 
advertising regulations and 
ethical issues. We’ve called 
in professionals who have 
worked in different aspects of 
advertising to bring you up to 
date on what’s happening in our 
world of advertising

The workshop will kick 
off with Katy Bachman, the 
Washington Bureau Chief for 
AdWeek. Katy joined AdWeek 
15 years ago as a specialist in 
broadcast media and media 
research. As Washington 
Bureau Chief she now covers 
the policy and regulatory 
issues that shape the media, 
advertising and technology 
businesses. Her keynote will set 
the stage with the state of our 
advertising industry. 

If there’s one person who 
is dedicated to fostering truth 
and accuracy in advertising, it’s 
C. Lee Peeler. Lee is president 
and CEO of the Advertising Self-
Regulatory Council, formerly 

the National Advertising Review 
Board, which was founded 
in 1971 as a way for the 
advertising industry to police 
itself. Lee will share with us his 
experience in the self-regulating 
world of advertising. He’ll also 
relate some of the prominent 
issues today that we as faculty – 
as well as our students – should 
know. 

In the afternoon we’ll 
dig deep into the ethics of 
advertising. Wally Snyder, 
now president emeritus of 
the American Advertising 
Federation, has dealt with 
hundreds of ethical quandaries, 
first for 16 years at the FTC 
and then for 23 years at AAF. 
He’s considered one of the 
top industry experts, often 
appearing on national news 
programs such as CNN, MSNBC 
and Fox News. Wally will share 
some of the ethical issues he’s 
encountered from the past and 
today – stories you’ll be able to 
share with you students in your 
classroom. 

Peggy Kreshel is co-author 
of Media Ethics: Cases and 
Moral Reasoning, now in its 
9th edition. She’s an innovative 
teacher in the Grady College 
of Journalism and Mass 
Communication at Georgia and 
has long been known for both 
her expertise in ethics and as an 
outstanding teacher. Peggy will 
share some of her innovative 
ideas on how to help your 
students think through ethical 
situations that they’ll face in 
their careers in advertising. 

Closing out the workshop will 
be a familiar face to veterans of 

the Teaching Workshop. Tom 
Bowers is professor emeritus 
at the School of Journalism and 
Mass Communication at the 
University of North Carolina 
at Chapel Hill, but we might 
also call him our workshop 
emeritus. Tom, along with Mary 
Alice Shaver, was the founder of 
the Freedom Forum Teaching 
Seminars for advertising 
professors, which evolved into 
the Advertising Division’s Pre-
Conference Teaching Workshop. 
He’s a guru of advertising 
pedagogy, an award-winning 
teacher and mentor to many of 
us over the years. 

Tom will share his 
perspective of how teaching 
has evolved from virtual 
indifference to what students 
were learning to a deep concern 
for their classroom experiences, 
personal lives and learning. 
Tom has always been generous 
in sharing his ideas, his syllabi 
and his expertise. As time 
allows, we’ll end with your 
questions for Tom and sharing 
among the faculty. 

As in the past, the Teaching 
Workshop will give you ideas 
and material that you can take 
back to your classrooms. It’s 
also a place for those new to 
AEJMC to make connections 
before the rush of the 
conference begins. 

Washington is always a big 
draw. Register early to reserve 
your spot. And don’t forget the 
early-bird deadline for registration 
is July 12. We look forward to 
seeing you in D.C.

WHAT’S THE STATE OF ADVERTISING?
Teaching Workshop digs into truth, accuracy and the ethical way
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KUDOSAd Division
OSU-Tulsa faculty member Dr. Jami Fullerton was honored for 
her contributions to teaching and research during the university’s 
graduation ceremony at the Pavilion at Expo Square. Fullerton, 
professor of advertising and the Peggy Layman Welch chair in 
strategic communications, received the President’s Outstanding 
Faculty Research Award. The research award was created to 
celebrate a faculty member’s research contributions. Fullerton has 
gained national and international recognition for her research on 
the effects of mass media on international public opinion. She has 
authored a book and numerous journal articles and book chapters. 
In addition to her research, she mentors graduate students in 
strategic communications studies at OSU.

The “i’s” have it. Bruce Bendinger publishes a new iBook. 
Luke Sullivan writes (He’s head of the Ad Program at SCAD and 
author of Hey Whipple Squeeze This), “Bruce’s new iPad version 
of his famous Copy Workshop book is a delight. ALL texts should 
be like this. Full color or videos of every example cited in the text is 
just a click away. Good job, dude.”  The ibook features imbedded 
videos, and what Apple calls “Widgets,” which feature galleries, 
and touch-screen access to extra features. So you can see a whole 
gallery of DDB ads, or Leo Burnett “critters.” If you have an iPad, 
you can grab a free sample of a chapter on The Creative Revolution 
by going to <a href=”https://itunes.apple.com/us/book/
the-copy-workshop-workbook/id630828015?mt=11&uo=4”; 
target=”itunes_store”>The Copy Workshop Workbook - Bruce 
Bendinger</a>Bruce notes that “Apple doesn’t make it easy. You 
need a relatively new iPad and an account at the iTunes store. The 
good news - the download is free, and the book costs only $9.99.” 
Bruce also apologizes that he can’t give free copies to all of us. Sigh.

The tenure and promotion of Hongwei “Chris” Yang, Ph.D. was 
approved by the Board of Trustees at Appalachian State University. 
Chris Yang will serve as an associate professor of advertising in the 
Department of Communication, teaching Advertising Foundations, 
Media Planning and Communication Research Methods. Chris 
also published “Privacy Concerns, Regulation, & Social Media: 
Young American Consumers’ Online Privacy Concerns, Trust, Risk, 
Social Media Use and Regulatory Support” in the first issue of the 
fourth volume of peer-reviewed Journal of New Communications 
Research, and “Market Mavenism in Social Media:  Exploring Young 
Chinese Consumers’ Viral Marketing Attitude, eWOM Motives 
and Behavior” in the second issue of the fourteenth volume of the 
Journal of Asia-Pacific Business. It is probably the first study that 
identified market mavens in Chinese social media. (con’t on page 10)
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WEDNESDAY, AUGUST 7, 2013  
8 AM – 5 PM / 001 
Advertising Division Pre-Conference 
Teaching Workshop:  The World of 
Advertising:  What  
State Are We Really In? 
Moderating/Presiding:   
Jan Slater, Illinois at Urbana-Champaign 
Sheri Broyles, North Texas 
Pre-registration required. 

 
THURSDAY, AUGUST 8, 2013  
8:15 AM – 9:45 AM / 025 
Advertising and Public Relations 
Divisions
Teaching Panel Session:  
Teaching IMC Within a Mass 
Communication Curriculum:  Faculty 
Challenges and Rewards

10 AM – 11:30 AM / 039   
Advertising Division 
Refereed Paper Research Session:  
Playing with Your Food
 
1:30 PM – 3 PM / 076   
Public Relations, Advertising, Cultural 
and Critical Studies Divisions and 
Entertainment Studies Interest Group   
Scholar-to-Scholar Refereed Paper Research 
Session 
    Advertising Division 
    Cultural and Critical Studies Division 
    Public Relations Division 
    Entertainment Studies Interest Group
 
3:15 PM – 4:45 PM / 092   
Media Management and Economic and 
Advertising Divisions
Research Panel Session:  
Media Branding 2.0: Changes, Challenges  
and Conceptions

6:45 PM – 8:15 PM / 115 
Association for Education in Journalism 
and Mass Communication
Keynote Session

8:30 PM – 9:30 PM / 116 
Association for Education in Journalism 
and Mass Communication 
Opening Reception 

 
FRIDAY, AUGUST 9, 2013  
8:15 AM – 9:45 AM / 129   
Advertising Division
Off-site Tour: National Media
 
11:45 AM – 1:15 PM / 146
Advertising Division
High Density Refereed Paper Research 
Session
 
1:30 PM – 3 PM / 164
Association for Education in Journalism 
and Mass Communication
Scholar-to-Scholar Refereed Paper Research 
Session

Advertising Division 
Magazine Division
Mass Communication and Society Division 
Media Ethics Division
Media Management and Economics 
Division
Visual Communication Division
Civic and Citizen Journalism Interest Group 
Entertainment Studies Interest Group
Graduate Student Interest Group
Small Programs Interest Group

                         
                               

 (CON’T ON PAGE 5)
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ADVERTISING DIVISION SCHEDULE OF EVENTS

August 7-11, 2013 | Washington, DC



Summer 2013  5http://addivision.wordpress.com         

FRIDAY, AUGUST 9, 2013 
3:15 PM – 4:45 PM / 177   
Advertising Division
Off-site Tour: The Advertising Council
Media Management and Economics 
and Advertising Divisions 

PF&R Panel Session: Business 
Model of the Future 
Newspaper:  Multiplatform
Ad Sales and Subscription on 
Devices (in Memory of Mary Alice 
Shaver)

SATURDAY, AUGUST 10, 2013  
8:15 AM – 9:45 AM / 255 
Advertising Division
Refereed Paper Research Session: 
Around the World in 90 Minutes: 
Studies in Global Advertising

10 AM – NOON / 270
Association for Education in 
Journalism and Mass Communication
General Business Session: AEJMC 
Business Meeting

5:15 PM – 6:45 PM / 310
Advertising Division
Refereed Paper Research Session:  
I’m On Top of the World!   
(Advertising Division’s Top Papers)

7 PM – 8:30 PM / 325   
Advertising Division
Business Session:  Members’ Meeting

8:45 PM – 10 PM / 337   
Advertising Division
Off-site Session:  Divisional Social 
Fado’s Irish Pub and Restaurant 
808 7th Street NW.

AEJMC 2013 CONVENTION  
ADVERTISING DIVISION SCHEDULE OF EVENTS

ADVERTISING DIVISION 
CONFERENCE EVENTS  
by Courtney Bosworth

After starting out with another outstanding 
Pre-Conference Advertising Teaching Workshop 
and a reception sponsored by the American 
Advertising Federation at Mio Restaurant, 
the August conference starts out with a bang 
Thursday August 8, at 8:15 am with a teaching 
panel session on the IMC curriculum within 
mass communication programs co-sponsored 
with the Public Relations Division. Then at 10:00 
am, the Advertising Division’s first sponsored 
research session occurs. Titled “Playing with 
Your Food,” this session tackles subjects such 
as ethnic targeting in food advertising and 
the use of advergames in advertising towards 
children. Later in the day on Thursday, at 1:30 
pm, the first Scholar-to-Scholar session happens, 
co-sponsored with the Public Relations Division 
and the Entertainment Studies Interest Group. 
In this session, the Ad Division has three sub-
sessions, titled “Smartphones, Social Networks, 
and Advertising Everywhere;” “Consumers, 
Personality, and Persuasion;” and “Brands on the 
Run.” A total of ten papers are presented in this 
Scholar-to-Scholar session. Finally, to end a very 
busy start to the conference for our division, the 
Advertising Division has a co-sponsored with the 
Media Management and Economics Division titled 
“Media Branding 2.0: Changes, Challenges, and 
Conceptions.”  
Friday, August 9, starts out fast again at 8:15 
am with our first off-site tour at National 
Media.  Transportation will be provided and 
registration will be required as space will be 
limited. Later that morning at 11:45 am, a high 
density research paper session is scheduled 
with three sub-sessions. The  sub-sessions are: 
“Workplace, Marketplace, and Texting Space: 
Advertising Everywhere;” “Advertising Creativity 
and Applications;” and “Wonder Women, Super 
Kids, and High School Students” and have a total of 
ten papers presented. This high density research 
paper session is followed by the AEJMC-wide 

 (CON’T ON PAGE 6)
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scholar-to-scholar paper session at 1:30. In 
this S2S session the Ad Division has sessions 
titled “Products and People;” “Advertising 
Through the Looking Glass: Social Media 
Advertising;” “Sound Bites and Other 
Advertising Appetizers.” Research papers in 
this S2S session include: “Product placement 
advertising and consumer socialization: How 
are emerging adults influenced by parents, 
peers, and media?;” “Novelty effects in 
augmented reality advertising environments;” 
and “Team teaching creative applications for 
advertising and public relations.”  

At 3:30 pm on Friday, the Ad Division 
has another off-site tour at the Advertising 
Council at 1702 L Street NW. Participants 
will walk from the conference hotel to this 
off-site event. The final event on Friday is 
another co-sponsored event with the Media 
Management and Economics Division at 
5:00 pm and it titled “The Business Model 
of the Future Newspapers: Multiplatform 
Ad Sales and Subscription on Devices.” The 
co-sponsored PF&R Session is in memory of 
Mary Alice Shaver.

On Saturday, August 10, the Ad Division 
starts the day with a refereed research paper 
session at 8:15 am titled “Around the World 
in 90 Minutes: Studies in Global Advertising.” 
Then after resting from a hectic Thursday and 
Friday, the Ad Division culminates a Saturday 
with a refereed research paper session 
highlighting top research papers titled “I’m 
On Top of the World” at 5:15 pm. Following 
the top paper research paper session, the Ad 
Division will hold its Members’ Meeting from 
7:00 to 8:15 pm. The Members’ Meeting is 

sponsored by the Washington Media Scholars. 
To close the evening, the Ad Division Social 
will offer members a wonderful opportunity 
to socialize and reacquaint with colleagues 
and friends from other universities and 
institutions. The Social will be at Fado’s Irish 
Pub and Restaurant at 808 7th Street NW, 
walking distance from the hotel.

To close out this year’s conference, a 
teaching panel co-sponsored with the 
Community College Journalism Association 
and the Advertising Division will occur at 9:15 
am on Sunday, August 11, titled “Relevancy, 
Trust, and Profitability.” The last session of 
the conference is a refereed research paper 
session at 11:00 am on Sunday, titled “Brands, 
Advertising, Interactivity – Oh My!”  

The Advertising Division has a many 
wonderful opportunities to experience top 
research presentations, connecting with top 
advertising researchers, and learning new 
and innovative advertising techniques. The 
conference is highlighted with collaborative 
panel sessions with the Public Relations 
Division, the Community College Journalism 
Association, and two panels with the Media 
Management and Economics Division, with 
one of these in honor of the memory of Mary 
Alice Shaver.  All this is punctuated with two 
outstanding off-site tours, one to National 
Media and the other to the Advertising 
Council.  And the whole conference is again 
preceded with another of the Advertising 
Division’s “world famous” advertising 
teaching pre-conference sessions.  With 
so many opportunities, the Ad Division’s 
members will find much to do this year. 
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Media, Ministration, and Mojitos: Special Events in Washington, DC  
for Advertising Division Members

 
 
Wednesday, August 7 
5:30 – 7:00 pm  
Our resourceful and supportive national 
professional organization, the American 
Advertising Federation, is sponsoring an 
offsite reception for us at Mio Restaurant, 
1110 Vermont Avenue NW, across from their 
offices (we’ll likely need to taxi over from the 
hotel). If you were in DC last time around for 
the conference, this is the same location and 
Mio’s will be serving up those same, wonderful 
Mojitos. This event will occur immediately 
following our pre-conference teaching 
workshop.

Friday, August 9 
8:15 – 9:45 am  
National Media,  Research, Planning and 
Placement (NMRPP) is one of the largest and 
most successful Republican communications 
planning and implementation agencies in the 
United States. Their core business is providing 
unique, research-driven approach to media 
planning and placement for local, statewide, 
and national campaigns. National Media is 
sponsoring an off-site visit to their offices at 
4700 Minnesota Ave NE. They have graciously 
agreed to provide round-trip transportation 
from our hotel for up to 30 Ad Division 
members. Please email me ASAP if you would 
like to reserve a seat: shamula@ithaca.edu

Friday, August 9 
3:15 – 4:45 pm   
They’ve encouraged us to help prevent wildfires, 
donate our time and blood, buckle up,  not drive 
drunk, and take a bite out of crime. The Ad 
Council is a private, non-profit organization that 
marshals volunteer talent from the advertising 
and communications industries, the facilities 
of the media, and the resources of the business 
and non-profit communities to deliver critical 
messages to the American public. We will visit 
their offices at 1702 L Street NW, Suite 600, 
which are within walking distance from our hotel. 
Just show up in the hotel lobby at 3:10 and we’ll 
walk over together.

Saturday, August 10 
7:00 – 8:30 pm   
The refreshments at our Advertising Division 
Business Meeting are being graciously sponsored 
by the Washington Media Scholars Foundation, 
a non-partisan, non-profit, organization that 
connects deserving students with top executives 
through two initiatives: the Media Scholars 
Program and the Media Fellows Program. Kara 
Watt, executive director, will speak to us about 
these signature platforms and how they fulfill 
their mission to create scholarship, learning and 
career advancement opportunities for college 
students interested in public policy media 
strategy, research and management.

Saturday, August 10 
8:45 pm – until?   
Fadó is an Irish term meaning ‘long ago’. 
Immediately following our Business Meeting, 
we’ll stroll over to Fadó Irish Pub and Restaurant, 
located at 808 7th St NW, within walking distance 
of our hotel. At Fadó they tell the tale of Ireland’s 
rich and celebrated Pub culture - a culture 
of hearty food and drink, good music, warm 
hospitality and friendly banter. In the tradition of 
Irish Pubs today and long ago, let’s get together 
and raise a few Irish spirits! 

When we’re not learning how to be 
better teachers or expanding our 
minds through our members’ insightful 
research, our division has put together 
a variety of exciting and worthwhile 
events for its members. Note: One has 
limited seating capacity, so make your 
reservation as soon as possible, please.
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Last year the Advertising Division led the 
Association in the initiation of the “conference 
mentor” program. We paired up about a half-
dozen newcomers, both students and faculty,  
with a half-dozen Ad Division members who 
knew the ins and outs of conference-going. The 
result was a better first-time experience for the 
newcomers who often find their first attendance 
at the conference to be a bit overwhelming. 
The members who participated got to meet 
some new folks, and all had the opportunity to 

attend the new members breakfast. It worked 
out well, and the Ad Division received an 
award from AEJMC for making the conference 
program a success.

Several members have already expressed 
interest in continuing this year. If you’re a 
current member who would like to be a 
mentor….or if this is your first time at AEJMC 
and you’d like to have a friendly source of 
advice, please let Jay Newell know by email, 
newelljj@iastate.edu.

We are happy to report that PF&R paper submissions 
were up this year! Seven papers were submitted 
and four will be presented at the annual AEJMC 
conference.   
     The Top PF&R Paper Award went to Kasey Windels 
of Louisiana State University and Karen Mallia of the 
University of South Carolina for their paper, “How 
gender situates learning in advertising creative 
departments.” Other PF&R papers to be presented 
include:
 
 “LinkedIn: An impediment to workplace  
 diversity?” by Troy Elias, Megan VanRysdam  
 and Jung Won Chun of the University of  
 Florida; 
 
 “Distorted ethnic targeting in food   
 advertising: A content analysis of Ebony,  
 Essence, and People,” by Jung-Sook Lee of  
 Towson University; and 
 
 “Selling or selling out?: An analysis of   
 children’s snack packages and implications     
 for advertising practitioners and educators,”  
 by John Wirtz, Regina Ahn, Gina Song and  
 Zongyuan Wang, all of the University of   
 Illinois at Urbana-Champaign.

“PF&R” stands for “Professional Freedom and 
Responsibility” and AEJMC has an elected, standing 
committee dedicated to this issue. This committee 
seeks to show intellectual leadership within the 
association and each division and interest group is 
encouraged to include PF&R activities that touch on 
one or more subject area.  

The five subject areas that comprise the PF&R mission 
include: 

(1)	Free Expression:  AEJMC is committed to 
protecting the open exchange of ideas.

(2)	Ethics:  Ethical standards should 
remain high through education and 
research, although ethical issues vary by 
communication professions and AEJMC 
groups.

(3)	Media Criticism and Accountability: 
Educators and practitioners should 
inspire constructive evaluation of the 
professional marketplace.

(4)	Racial, Gender, and Cultural 
Inclusiveness:  AEJMC programming 
should include women, minorities at all 
levels, and segments of the population 
historically excluded from public 
communication due to lack of opportunity.

(5)	Public Service: Educators have a mandate 
to serve society beyond their teaching 
and research by offering services related 
to professional fields. This can include 
assistance to media organizations, 
practitioners, or counterpart scholarly 
organizations. 

This year’s PF&R Ad Division submissions focused 
mainly on ethical issues, media criticism and 
accountability, and racial, gender and cultural 
inclusiveness. The Ad Division is evaluated every 
five years as to its PF&R activities, so thank you for 
considering PF&R as an area to which to submit your 
papers and panel session ideas.

• 
 

•

 
•

2013 Ad Division PF&R Paper Submissions Flourish

Conference Mentor Program Enters 
Sophomore Year
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Research and teaching are fundamental 
components in the process of education. For 
decades, the annual conference of AEJMC 
has been recognized as a venue for the 
presentation and recognition of high-quality 
research in advertising. Given the mission 
of AEJMC as a teaching organization, I am 
pleased to announce that, starting this year, 
the Advertising Division will also formally 
recognize and reward excellence in teaching.

The inaugural winner of the AEJMC 
Advertising Division Distinguished Teaching 
Award will be announced at the business 
meeting of the Advertising Division during 
the 2013 AEJMC annual conference in 
Washington, DC. The award is intended 
to encourage and recognize individual 
excellence in undergraduate teaching over a 
sustained period of time. 

The members of the committee for the 
teaching award (Heidi Hennink-Kaminski, 
North Carolina; Alice Kendrick, SMU, ex-officio; 
Peggy Kreshel, Georgia; Hal Vincent,  
USF; Carson Wagner, Ohio University; and 

George Anghelcev, Penn State, Chair) have 
been impressed with the outstanding quality 
of this year’s applicants. 

At this stage, as announced in the call for 
nominations, we are selecting the winner 
from a group of most impressive finalists. One 
thing is certain: the inaugural award will be 
earned by a person whose achievements as 
a teacher will be hard to match in the years 
to come. What more can we expect from the 
inaugural year?

An expression of gratitude is in order 
to all past and present members of the 
Teaching Award Committee who were 
involved in the planning stages. Apart from 
the aforementioned current members, they 
include (in alphabetical order) Jami Fullerton, 
Joel Geske, Frauke Hauptmann and Keith 
Quesenberry. We hope this will become 
the most prestigious national award for 
excellence in teaching advertising.  
 
 
See you at the award ceremony in DC!

Celebrating teaching achievement 
Inaugural Winner of National Award for  
Excellence in Teaching Advertising,  
to Be Announced in DC
by George Anghelcev
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KUDOSAd Division

Dr. Mark Stuhlfaut, School of Journalism 
and Telecommunications, College of 
Communication and Information, at the 
University of Kentucky was promoted to 
associate professor. “I’m glad, and more glad 
that the tenuring process is over.” Kasey 
Windels, assistant professor at LSU, and 
Mark not only won the best paper award at 
the recent American Academy of Advertising 
conference in New Mexico with, “Confined 
Creativity: The Influence of Creative Code 
Intensity on Risk Taking in Advertising 
Agencies,” they also were recognized for their 
white paper, “How to Unlock Your Agency’s 
Creative Code,” that was written as part of a 
competition sponsored by Advertising Age and 
the Temerlin Advertising Institute. 

Mark and Kasey are pictured here with Karen Lancendorfer, 
chair of the conference paper committee and associate professor 
at Western Michigan University.

Another submission to the Ad Age/Temerlin 
sponsored research paper competition that 
was honored at the AAA’s annual meeting 
award ceremony was the paper, “How to 
Integrate Social Media: Best Practices for Social 
Media Management,” co-authored by Keith 
A. Quesenberry, lecturer at Johns Hopkins 
University, and Michael K. Coolsen, associate 
professor at Shippensburg University. 

Scott R. Hamula, associate professor of 
Integrated Marketing Communications and 
chair, Department of Strategic Communication, 
was appointed as an academic representative 
for District Two to serve on the American 
Advertising Federation (AAF) National 
Education Executive Committee (NEEC). “I’ve 
wanted to be on this committee since learning 
about it almost a decade ago. I’m much honored 
and very excited to serve.”

 Dr. Huan Chen, assistant professor, 
Department of Communication, Penn State Erie, 
The Behrend College, co-published an article in 
the new peer-reviewed research journal, Young 
Consumers, “College-aged Young Consumers’ 
Interpretations of Product Placement in Social 
Games.” 

A 2013 - 2014 Leadership Grant (second 
consecutive) for $3,000 was awarded to Karen 
Mallia, associate professor at the University of 
South Carolina, School of Journalism and Mass 
Communications. The money will support her 
new fall course in Creative Leadership and help 
launch CreateAthon@USC, an intense, 24+ hour 
creative marathon developing and producing 
marketing communications of all kinds for 
nonprofits. CreateAthon@USC will include 
student volunteers, student leaders from the 
Leadership class, faculty and professional 
mentors from throughout the community, 
and becomes the newest member of the 
CreateAthon network.

(continued from page 3)
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TRACK 1: COMPETITIVE PAPERS AND 
INTERACTIVE SCHOLAR-TO-SCHOLAR PAPERS 
Competitive Papers 
You are invited to submit competitive papers relevant 
to any aspect of advertising in consideration for 
presentation at the 2014 American Academy 
of Advertising (AAA) Conference. All research 
related to the various aspects of advertising will be 
considered. This includes advertising effectiveness, 
advertising ethics, global advertising issues, 
and methodological issues. In addition, papers 
that examine the economic, political, social, 
and environmental aspects of advertising are 
welcome. Please note that the AAA uses the term 
advertising in a broad sense and will consider 
manuscripts that address topics including integrated 
communications, sponsorships, event marketing, 
product placement, corporate advertising, public 
relations, sales promotions, and direct marketing. 

Interactive Scholar-to-Scholar Papers 
Continuing what we started at the 2013 conference, 
we will present an innovative Interactive Scholar-
to-Scholar Session. Interactive Scholar-to-Scholar 
Presentations are designed to encourage alternative 
forms of presentation and one-on-one interaction, and 
bring together presenters from across the conference 
into high-density interactive programs, providing 
a site for free-flowing dialogue and the sharing 
of ideas. For this special experience, we invite 
submissions using interactive formats such as table-
top posters, laptop displays, or other experiential 
activities. If you are willing to have your competitive 
paper submission considered for presentation as 
an Interactive Scholar-to-Scholar Presentation, you 
must designate this willingness at the time of paper 
submission. 

TRACK 2: INDUSTRY BRIDGE PAPERS 
Because the conference will be held in an advertising 
hub and to begin to bridge the gap between 
rigorous academic research and industry advertising 
practices, we welcome a new category of Industry 
Bridge papers. Industry Bridge papers are academic 
research papers that include specific actionable 
implications for industry in the discussion section. 
These implications should be information that 
someone from the industry (in management, creative, 
research, media or account planning) can use 
immediately in the workplace. As part of the paper, 
you will be required to submit a 1-2 page Executive 
Summary in place of a traditional abstract. Please 
place the Summary at the beginning of the paper 
submission. If you are submitting an Industry Bridge 
paper, you must designate it as such at the time of 
submission. 

TRACK 3: SPECIAL TOPICS SESSIONS  
You are invited to submit proposals for special topics 
sessions that cover an entire meeting period (usually 
90 minutes). These sessions are designed not only 
to offer information but also to stimulate discussion 
and debate among panelists and audience members. 
Special topics sessions tend to focus on key issues 
of importance to advertising education and practice 
(e.g., current practitioner issues, creative topics, and/
or pedagogical matters) and are not the venue for 
competitive papers. Accordingly, preference will be 
given to proposals that involve and attract advertising 
educators who might not typically be interested in 
sessions that focus solely on refereed research. 

Complete submission information can be found on the 
AAA website at: http://www.aaasite.org. 
Electronic submissions will be accepted beginning 
September 1, 2013 and must be received no later 
than MIDNIGHT CST, October 1, 2013. 

For more information, please contact Professor Jisu 
Huh at jhuh@umn.edu. 

CALL FOR CONFERENCE PAPERS AND PROPOSALS FOR SPECIAL TOPICS SESSIONS 

Submission Deadline: October 1, 2013

American Academy of Advertising 2014 Annual Conference  
March 27-30, 2014 • Atlanta, GA
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status, standing, esteem – and cash.

By Karen Mallia and Sela Sar
Lightning almost struck twice in the Faculty Research Paper Competition

TO THE WINNERS OF THE 2013  
AD DIVISION PAPER COMPETITION:

Forty-seven papers were submitted; the competition 
closed. When the madness settled and the reviews 
and scoring were completed, the stats were run. In 
the Ad Division Faculty Research Paper Competition, 
24 papers were accepted. 

Which paper scored above all the rest? Who goes 
home from Washington, D.C. with peer envy and 
a nice monetary reward? Po-Lin Pan of Arkansas 
State and Juan Meng, University of Georgia, are the 
proud recipients of the Advertising Division’s Top 
Faculty Paper Award for 2013. Their submission 
“Are They Celebrity Followers? Examining Third-
Person Perception in the Context of Celebrity Endorsed 
Advertising” was the highest scoring paper. Reviewer 
comments highlighted its merits: “Excellent paper. 
Well researched, written and organized. Made for an 
interesting read.” Another reviewer said, “This was 
one of the best papers I’ve read this year.”

The 2nd place paper came from four researchers 
at the University of Florida, Wonseok Jang, Yong Jae 
Ko, Jon D. Morris, and Yonghwan Chang, “Scarcity 
Effects on Luxury, Limited Edition Products.” The 
third-ranked paper, “Taking a Closer Look at 
Green Ads. Consumers’ Green Involvement and the 
Persuasive Effects of Emotional Versus Functional 
Advertising Appeals,” was authored by Jorg Matthes, 
Anke Wonneberger and Desiree Schmuck, all of the 
University of Vienna. If you’re still waiting to resolve 
that lightning metaphor: Jorg Matthes took the Top 
faculty paper prize at last year’s conference, and 
came very close to winning it again this year. 

The competition among the best papers was close, 
very close. The second ranked paper scored just .03 
percent below the first (4.60); third place was just 
one tenth of one percent below that. Obviously, all 
three papers were exceptionally well done.  So be on 
hand when the winning faculty papers are presented 
in Washington, along with the top student paper, on 
Saturday, August 10 at 5:15 p.m., immediately before 
the Division’s annual business meeting.

First place winners, Pan and Meng’s study, added 
an important dimension to research into celebrity 
advertising, assessing measures of third-person 
perception in persuasion, along with factors of 
source credibility and advertising skepticism. The 
subject was particularly timely, considering the 
growth and ubiquity of celebrity endorsement as 
well as the number of brands associated with Tiger 

Woods, Lance Armstrong and other celebrities 
whose once-golden images have been tarnished.

The paper included a clear and concise review of 
the pertinent literature on celebrity endorsement, 
advertising skepticism and on investigation of the 
third-person hypothesis, which were all substantial. 
Heretofore, most celebrity advertising research 
has focused on source characteristics, such as 
attractiveness, expertise and trustworthiness, and 
their impact on purchase intent.  

There was little surprise in finding support 
for their first hypothesis; that respondents 
believed celebrity endorsed advertising would 
have a greater impact on others than themselves 
(confirming the third person hypothesis). Yet 
their findings regarding advertising skepticism 
were counterintuitive and counter to their H3; 
that consumers with a higher level of advertising 
skepticism would have a higher level of level of 
third-person perception of celebrity endorsed 
advertising. Their data suggested that source 
trustworthiness was the most powerful predictor 
to third-person perception of celebrity-endorsed 
advertising, followed by source attractiveness—
while advertising skepticism was least important to 
third-person perception. 

Pan and Meng’s well-designed survey research 
was comprised of 445 US adult respondents 
between the ages of 20 and 30, from a national 
media consumer panel, representative of the 
population segment most engaged with media 
and with celebrities. Source credibility in celebrity 
endorsed advertising was measured by using 
Ohanian’s three-dimension (e.g., expertise, 
trustworthiness, and attractiveness) source 
credibility scale. Ohanian’s credibility scale has 
been shown to be effective in persuasion studies. 
Skepticism toward celebrity endorsed advertising 
was measured by adapting Obermiller and 
Spangenberg’s 1998 scale of advertising skepticism.

Both source credibility and advertising 
skepticism had negative relationships with third-
person perception. Celebrity trustworthiness 
was most influential to third-person perception, 
while advertising skepticism was the weakest 
predictor. Yet, neither third-person perception 
nor trustworthiness was significant to influence 
purchase intention. (con’t. on page 13)
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In the 2nd place paper, “Scarcity Effects on 
Luxury, Limited Edition Products,” Jang, Ko. Morris, 
and Chang made theoretical contributions to scar-
city and conspicuous consumption literature by 
examining the relative effectiveness of LTS and LQS 
message appeals on conspicuous and non-conspic-
uous products. The main finding of this study was 
that two different types of scarcity messages (LTS 
vs. LQS, or limited-time scarcity vs. limited quantity 
scarcity) have significantly differential impact on 
consumer purchase intentions. 

Specifically, LQS messages had a greater impact 
on consumers’ purchase intentions for conspicuous 
LE products than LTS messages, while the effects 
of LTS messages produced a higher purchase inten-
tion for non-conspicuous LE products than LQS 
messages. They attributed this finding to consum-
ers’ ability to signal status with conspicuous prod-
ucts, and that uniqueness may manifest when sup-
pliers restrict the LE product in the marketplace to 
a small quantity. 

In the third place paper, “Taking a Closer Look at 
Green Ads,” Matthes, Wonneberger and Schmuck 
added an important (and previously missing) 
dimension to the study of persuasive appeals in 
green advertising. For the first time, the moder-
ating role of green involvement was examined, 
in addition to evaluating the impact of various 
appeals. Participants in this study were exposed to 
one of four print ads: functional, emotional (using a 
visual representation of a pleasant natural scene), 
an ad combining functional and emotional strate-
gies, and a control ad. Both the emotional and the 
mixed-type ads significantly affected brand atti-
tude, mediated by attitude toward the ad. These 
effects were independent from green involvement. 
Functional ads, in contrast, only impacted brand 
attitudes when involvement, measured as green 
purchase behavior or green product attitudes, was 
high. 
 

For the Ad Division Student research paper compe-
tition, co-authors Soojin Kim and Jihye Kim, third 
year PhD. Students from the University of Florida 
earned the top student paper award for 2013.  The 
title of their paper is: “Metaphor as visual think-
ing and its effect in advertising: With a focus on con-
sumers’ brand familiarity and involvement”. These 
co-authors explored the impact of visual meta-
phors in advertising on consumers’ attitude toward 
the ads, attitude toward the brands and purchase 
intention. Furthermore, they examined the interac-
tive effects of visual metaphors, brand familiarity 
and participants’ perceived product involvement on 

attitude toward the ads, attitude toward the brand 
and purchase intention. 
     Soojin and Jihye posited several interesting 
hypotheses that visual metaphors in ads with 
higher brand familiarity would have a greater 
impact on consumers’ attitudes and intention than 
those ads with low brand familiarity. They also 
predicted that visual metaphor ads for low involve-
ment products would be more likely to have an 
impact on consumers’ attitude toward the ads, 
attitude toward the brand and purchase intention 
than visual metaphor ads for high involvement 
products. Furthermore, they also predicted that 
brand familiarity would also change the impact of 
visual metaphor ads more for high involvement 
products than low involvement products, such that 
with low brand familiarity, a visual metaphor ad for 
high involvement products was more likely to have 
an impact on consumers’ attitude toward the ads, 
attitude toward the brands and purchase inten-
tion than visual metaphor ads for low involvement 
products. 
      Soojing and Jihye tested these predictions in 
an experimental setting. Opposite of their predic-
tion, they found that participants in their study had 
a more positive attitude toward visual metaphor 
ads for an unfamiliar brand than a familiar brand. 
Consistent with their prediction, their results 
showed that when a combination between low 
brand familiarity and metaphor ads existed, par-
ticipants in their study had a more positive attitude 
toward a low involvement product, such as deter-
gent, rather than a high involvement product, such 
as a car. These results suggest that visual meta-
phors ads have a greater impact on attitude toward 
the ads, attitude toward the brands and purchase 
intention when the product is a low involvement 
product vs. a high involvement product. Based on 
their findings, Soojing and Jihye suggest that visual 
metaphor ads may be more effective than non-met-
aphor visual ads in terms of changing consumers’ 
attitudes toward the brand for low brand famili-
arity, regardless of types of product involvement. 
They also suggest that it may not be effective to 
use visual metaphors in ads for products with high 
brand familiarity and high involvement products. 
They suggest that it would be more effective for 
advertisers to use visual metaphors with unfamil-
iar brands, including new brands because consum-
ers may not have yet formed an attitude toward an 
unfamiliar brand.   
     Hopefully, this review of prize-winning papers 
will encourage you to come to the presentations of 
these papers and to meet the authors. Join us at the 
referred research session, On top of the world! This 
session will be held between 5:15 to 6:45 p.m. on 
Saturday, August 10 at the conference.  

Hats off to the student 
competition winners


