
It’s not every year that an 
organization gets to celebrate a 
landmark birthday . . . However, this 
year the Advertising Division will 
celebrate its 40th birthday at the 
annual convention in San Francisco! 
During the American Association 
of School and Departments of 
Journalism’s (now AEJMC) 15th 
annual convention in 1965, members 
of the organization voted the 
Advertising Division and nine other 
divisions into existence. Michigan 
State’s John Crawford was the first 
chairman of our division. Those must 
have been heady and exciting times 
for educators in our field. Our own 
Ivan Preston, division head in 1971, 
agreed to write an article about what 
it was like to be in the Advertising 
Division during those formative 
years. You’ll find his article on page 
four of the newsletter.  Reflecting 
on Ivan’s comments about the 
Ad Division’s past should provide 
some context for the upcoming 
convention.
     Several weeks ago, Jason 
Chambers and I attended the mid-
winter meeting in Savannah where we 
discussed several important issues. 

Electronic paper submissions was 
one of the most important topics. 
As many of you know, this year the 
Advertising Division is one of 14 
divisions and interest groups that will 
accept and distribute manuscripts to 
reviewers electronically (a complete 
list is provided in this newsletter). 
Please read the call for papers on 
page two of this newsletter very 
carefully. If you are submitting a 
paper, a pdf format of the manuscript 
needs to be emailed to the paper 
chair no later the 11:59 p.m. EST on 
April 1. Those of you who live in the 
Central and Pacific Time zones need 
to plan accordingly.  The reviewers 
will not accept anything submitted 
after that time. If you have any 
questions, please don’t hesitate to 
contact the paper chair. 
   We also scheduled our research 
paper sessions and forged alliances 
with other divisions for panels. Our 
division will co-sponsor panels with 
the GLBT, Visual Communication, 
Public Relations, Media Ethics and 
Magazine divisions. This year, our 
division, along with several others, 
had one less chip to work with so 
finding the right mix of refereed 

research and panel sessions was 
extremely important. With Jason’s 
savvy maneuvering, we were able to 
secure two high-density research 
sessions. Along with the poster and 
the scholar-to-scholar sessions, we 
should be able to showcase all of the 
top-quality research papers submitted 
to the division. In addition, we will 
participate in a mini-plenary with 
the History, Public Relations and 
Newspaper divisions. You’ll receive 
specific information about the 
convention in the spring newsletter. 
 The Standing Committee 
on Professional Freedom and 
Responsibility is also interested 
in increasing the visibility of the 
committee by showcasing research 
papers. The committee has 
established an award for the best 
PF&R paper. Each division will send 
its best PF&R paper for evaluation 
and selection. 
    Although we’ll do a considerable 
amount of celebrating in San 
Francisco, we’ll also concentrate 
on showcasing the best research 
submitted to our division for review. 
So get your research ready and bring 
your hearts to San Francisco!
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The AEJMC Advertising Division invites submissions 
of original papers that focus clearly on some aspect of 
advertising or advertising education. Any theoretical 
orientations and methodological approaches 
appropriate to the research are welcome. Papers will 
be blind reviewed and selected for presentation at the 
2006 AEJMC Convention in August. Please read the 
following guidelines for paper submissions carefully.

researCH
The AEJMC Advertising Division invites submissions 
of original papers that focus clearly on some aspect of 
advertising or advertising education. Any theoretical 
orientations and methodological approaches 
appropriate to the research are welcome.
     Each paper should be consistent with the style 
and format found in leading publications such as 
Journalism & Mass Communication Quarterly or the 
Journal of Advertising. Your paper should not exceed 
30 pages including all notes, references, tables, and 
figures. Send your submission (as a PDF attachment 
via e-mail) to: Hong Cheng, chengh@ohio.edu Tel: (740) 593-
2619.

speCial TopiCs
Special Topics is a big tent — where clear, well 
organized and, most of all, innovation papers take 
center stage. This is not an arena for standard 
research papers. A wide range of topics and methods 
are acceptable:  perhaps an essay on advertising/
postmodernism, or an ethnography of Super Bowl 
Sunday, or a path model analysis of the “credibility” 
of fictional characters in novels and movies about 
advertising. Case histories and critical studies are also 
welcome. Just make sure your scholarship relates to 
the ad industry or ad education. Send five copies to Jami 
Fullerton, jamia@okstate.edu

professional freedom & 
responsiBiliTy
This session is known as the conscience of 
AEJMC. The goal is to extend knowledge about 
and understanding of such issues as gender, race, 
ethics, social and cultural influences, values, and 
free expression. Submissions might include research 
in the traditional sense, as well as essays or critical 
analyses. Historical as well as contemporary issues are 
appropriate. Send five copies to Osei Appiah, appiah.2@osu.
edu

TeaCHing sTandards
The goal for Teaching Standards papers is to address 
any topic that reaches, teaches or motivates students 
— particularly with respect to how you’ve met the 
challenge with effective and innovative teaching. The 
paper is a means for sharing classroom experiences, 
your best teaching ideas and your research related 
to teaching advertising. This is a research session 
however, not a teaching tips session. Send five copies to 
Kendra Gale,  kendra.gale@colorado.edu 

sTudenT paper CompeTiTion
This competition is for graduate and undergraduate 
students. Please encourage your students to send 
papers. All papers must be entirely authored by 
students. No co-authorship with faculty is allowed.  
Top papers will be presented in research and poster 
sessions. The author of the top student research paper 
will receive a check for $100. Send five copies to W. Glenn 
Griffin, wgriffin@smu.edu 

 
How to submit your paper...read on

adverTising
division 
Call for papers | aeJmC San Francisco 2006

Note: This year, all Advertising Division-hosted competitions for research 
papers, PF&R papers, special topics papers, student papers, and teaching 
standard papers will ONLY accept e-mail attachment submissions (preferably 
as PDF files) to their respective competition chairs. Neither hard copy nor fax 
submissions will be accepted. 

all papers must be e-mailed no later than april 1, 2006.
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all papers must be e-mailed no later than april 1, 2006.

adverTising
division 
Call for papers | aeJmC San Francisco 2006

1. All papers MUST be postmarked no later than 
April 1, 2006. No exceptions. 

2. Send two versions of electronic copies–preferably in pdf file 
format–of your paper to the appropriate session chair as noted 
in the descriptions on page 2. Each document should include a 
75-word abstract with the paper title at the top. One version of 
your paper should in no way identify the author(s). The other 
version should include a title page identifying the author(s), their 
affiliation, complete address/information for the primary author 
(mailing address, phone number, fax number, e-mail address). 
Also include on the cover page the name of the paper session 
(research, special topics, professional freedom & responsibility, 
teaching standards, or student paper competition).

3. If you wish to receive confirmation that your paper has been 
received, please let the reviewer know and you will receive an e-
mail confirmation.

4. Completed AEJMC and ERIC Reproduction Permission 
Forms must be included with the paper. Please note that giving 
AEJMC permission to reproduce your work on the Internet may 
be considered a publication by some journal editors, thereby 
making your work ineligible for some journals.

5. Papers previously published, presented, accepted or under 
review are ineligible. In addition, the paper can only be 
submitted to one AEJMC division for review.

6. If your paper is accepted, at least one author for each paper 
must be at the San Francisco convention to make a 15-minute 
presentation of the paper.

7. All papers are blind-peer-reviewed. Authors of accepted papers 
will be notified by the end of May and will be required to submit 
the paper on disk and supply audio-visual requirements at that 
time.

8. Any questions you might have regarding which area might be 
most appropriate for your paper should be directed to the paper 
session chairs.

suBmiTTing 
papers:
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Here I am losing a bushel of brain 
cells a day, and along comes Caryl 
and wants me to talk about what 
the Ad Division was doing way 
back in the sixties. Yikes! It’s an 
old joke that if you can remember 
the sixties you must not have 
been there. I’m having trouble 
remembering, but I know I was 
there. 

Caryl says the Division was 
started in 1966, and I recall my 
first AEJ(not MC) was in 1964 at 
the University of Texas. I went 
with colleagues from Penn State, 
where I had my first faculty job. 
I also recall, though only after 
Caryl mentioned it, that I’d been 
division head in 1970-71.

A major aspect of those early 
years was that we always stayed 
in dorms, mostly at universities 
that hadn’t yet invested in air 
conditioning, thankfully not 
including Texas. I remember I 
took Robbie along to Kansas in 
August of 1968 and she was so 
grossed out that she never went 
to meetings with me again until 
later when we were safely in 
hotels.

A problem in trying to 
remember those early times 
was that I started going to AAA 
along with AEJ, so my memories 
probably represent a blend of the 
two. The activities and the ad 
people attending were much the 
same, and of course they were of a 
generation mostly gone now.  I’m 
reminded of some of the names, 
such as John Crawford and Ken 
Atkin, who are listed as past 
presidents in the AAA Directory. 
Sorry to say that those are likely 
to be unknown names to most 
members today.

A significant characteristic of 
the sixties, and into the seventies, 
was the greater participation than 
occurs today of industry folk, 
both those teaching for us while 
holding day jobs in the industry 
as well as those who had become 
faculty after long careers in the 
industry. As I said in remarks in 
San Antonio about Bill Arens’ 
participation with us, we don’t 
have as many such people now 
and I wish there were more.

In the sixties, however, many 
faculty including myself felt 

there might have been a few too 
many people from the business, 
or at least too much control by 
them, in light of the way they 
tended to think of professors as 
primarily being ad people rather 
than primarily being academics. 
At stake was whether the Ad 
Division, and AAA too, would 
mainly support the needs of ad 
workers or of ad educators.  

The right mix of those two 
worthy goals is a subtle matter, 
and everyone will have a different 
opinion on what makes the right 
balance. My memory is that the 
clash of views about the balance 
came to a peak when a conference 
was organized jointly in 1971 by 
the AAA and the AAAA. It was 
referred to, naturally, as the Seven 
A’s, and it was held at Illinois, to 
the delight of some, but not all, 
of the impressive and influential 
faculty there. Eventually the 
balance worked out more to 
emphasize academic needs, and 
attendance by industry people 
faded over the years. Whether 
that was for better or for worse, 
that’s how it played out.

  way back in the 60s.WHAT  THE  AD  DIVISION  WAS  DOING

a blast to the past                              w i t h  i v a n  p r e s t o n

(con't. on page 5)
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“In the newsroom we have a door over by the 
far wall, and if you go through that door you are 

in the ad department, but I make a point of never 
going through that door.”

Another characteristic of 
the early years was the great 
proportion of faculty who were in 
journalism programs, along with 
the lesser proportion of their 
students who were in advertising 
as compared to journalism. That 
was also a far lesser tolerance of 
advertising by journalism faculty, 
of which my biggest memory was 
when I met the managing editor of 
a Wisconsin newspaper who came 
to speak to a journalism class. On 
learning of my interests he said, 
“In the newsroom we have a door 
over by the far wall, and if you go 
through that door you are in the 
ad department, but I make a point 
of never going through that door.” 
Thanks so much, buddy, and it 
was nice to meet you, too! Today, 
of course, the door, and in fact 
the whole wall, have come down 
almost everywhere.

I remember it was in 1979 
when the Wisconsin ad sequence 
first became the largest of our four. 

A colleague, whom that apparently 
disturbed, told me “That won’t 
last,” but he was wrong: journalism 
declined even further after that. 
It was a combination of greater 
interest in advertising, and PR too, 
and a lesser interest in journalism, 
of which I have been pleased with 
the former but always regretful 
of the latter. It’s distressing that 
a media company’s interest in 
advertising can lead to reducing 
news and other content, which 
leads to smaller audiences, which 
leads to advertisers’ lessened 
interest in buying space or time. 
Were things better overall for 
society when the main goal of 
the media was to convey non-
advertising content while regarding 
advertising primarily as support for 
that effort?

Another memory is that the 
earliest books I used in teaching 
the beginning advertising course 
included very popular texts, first 
that of Sandage & Fryburger, 

then that of Dunn. I also used 
Mayer’s Madison Avenue U.S.A.. 
from 1958. It was written for a 
general audience, but I considered 
it nonetheless to be the best 
text I ever used. It eventually 
became outdated, and it was the 
parts on media that were the first 
to become unusable, which is 
probably true of many published 
works on advertising. 

Of course email, and 
newsletters on the web, and many 
other exciting things didn’t exist 
in the sixties, so while I consider 
that era to be a good place to visit, 
in my mind, I’m happy not to be 
living there anymore.

IVAN L. PRESTON, Journal 
Communications Professor 
Emeritus University of 
Wisconsin; 4015 Monona 
Drive, Madison, WI 53716; 
608-221-2546. If no answer, 
office phone: 608-263-4898; 
Office fax: 608-262-1361

— the managing editor of a Wisconsin newspaper



The Ad Division is well recognized for its commitment 
to teaching. Each year the Division sponsors a refereed 
paper session specifically for research devoted to 
teaching. There is a unending stream of issues that come 
up in the classroom. Are we keeping up the impact of 
new technologies and agency structures in the industry 
in the classroom? Have you done research on distance 
learning? Do you have a technique that increases student 
learning? Papers on any and all pedagogical issues 
are welcome but they must be research papers, not 
personal reflections or teaching tips. If you aren’t sure 
whether your topic is a good fit for the teaching paper 
competition, feel free to contact Kendra Gale. Papers 
should be sent in pdf format by midnight, April 1, 2006 
to Kendra.Gale@colorado.edu 
     The submission should a 75-word abstract with the 
paper title at the top. The body of the paper should 
include a running header but no names or other 
identifying information. The paper must not exceed 30 
pages  including all notes, references, tables and figures. 
Author names, affiliations and contact information 
should be included in the email.  

Call 
     for 

Teaching 
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Well it was my first time at the AEJMC’s vaunted chip auction and midwinter 
meeting and I had little idea what to expect. I had heard many descriptions 
(especially of the chip auction) including that it was a “battle,” “war,” and “stress 
test.” Let me just say that the descriptions were a little overblown because the 
actual process was much more amicable. In fact (if people still smoked in public 
places) I think the more accurate description would have been that of a smoke-
filled bargaining room. With panel descriptions in hand delegates circulated 
around a room and made deals with one another to co-sponsor panels or develop 
mini-plenary sessions. All around the room you heard phrases like, “We’d be 
willing to co-sponsor, but we’re waiting to hear back from the Law division on 
one of our panels.” And, after hours of discussions, which had been preceded by 
a furious spate of e-mails in the days leading up to the midwinter, we entered the 
actual chip auction with co-sponsoring agreements in place.
     The one thing that actually being at the midwinter meeting clearly illustrated 
for me (aside from all of the work that goes into planning the AEJMC 
convention) was the need for panel proposals to take into account possible co-
sponsors when they are being crafted. You stand a much greater (though not 
guaranteed) chance of having your proposal accepted if there is clear evidence of 
where another AEJMC division may fit. Co-sponsored panels offer the division 
the chance to maximize its programming options and choices while at the 
midwinter. But, if your proposal was not selected this year, please re-craft and re-
submit it for next year, or even solicit feedback as to possible reasons why it was 
not chosen.               

At  the  2005 Midwinter: 
THe aeJmC CHip auCTion and 

seleCTed panels
By Jason Chambers, Vice-Head, Ad Division

PF&R Papers should focus on one of five areas of Professional 
Freedom and Responsibility (PF&R): 1) free expression; 2) 
ethics; 3) media criticism and accountability; 4) racial, gender, 
and cultural inclusiveness; or 5) public service. Any theoreti-
cal orientations and methodological approaches appropriate 
to the research are welcome. Each paper should be consistent 
with the style and format found in leading publications such as 
Journalism & Mass Communication Quarterly or the Journal of 
Advertising. Your paper should not exceed 30 pages including 
all notes, references, tables, and figures. Submissions should 
be made only via email as a PDF attachment to Osei Appiah, 
Ph.D., School of Communication, The Ohio State University. 

e-mail: appiah.2@osu.edu

Office telephone (614) 668-5217

Call    for  
       pf&r PaPers
               

By Kendra Gale Papers  By Osei Appiah

See you in San Francisco!
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major: 75% were Ad Majors.

nsaC participation: Half participated in the 
Yahoo! Campaign.

sex: 82% Female.

ethnicity: 81% Caucasian/6.4% Asian-
American/5% Hispanic/3.4% African-American.

year in school: 53% were graduating seniors.

plans after graduation: 74% plan to work in 
advertising after graduation.

desired markets for a job after 
graduation: (students could select more than 
one): Chicago (51.7%), LA (51.6%), Boston (36.4%), 
San Francisco (28.4%), Philadelphia (20.8%), Atlanta 
(18.2%), DFW (15.8%), New York (15.2%).

preferred type of company: (students could 
select more than one): advertising agency (83.1%), 
client company (48.7%), media company (47.8%), 
production company (24.9%), research firm (20.9%), 
consulting firm (10.4%).

preferred type of position: (students could 
select more than one): Account management 
(56%), sales (40%), creative (30.5%), media (29%), 
corporate communications (21%), marketing (17.8%), 
public relations (11.0%), research/account planning 
(5.4%).

Job offers: Of the graduating seniors (n=645), 
9% had accepted jobs while 15% had job offers but 
had not accepted.  

salary offers: Ad majors had significantly 
fewer and lower salary offers than non-ad majors 
and NSAC members had significantly more and 
higher offers than non-NSAC members.  Most 
offers were in account management (25%) followed 
by marketing (18%) and sales (13%), with a reported 
mean salary of $35,743.

salary expectations: Students expected 
to earn on average $32,000 in their first job and 
$59,000 in five years.  Men expected to earn 
significantly more than women although there was 
no difference between the sexes in terms of actual 
salary offers.

recruiters:  Half said their campuses were visited 
by recruiters including Campbell-Ewald, GSD&M, 
Ogilvy and Y&R.

In spring 2005 the American Advertising Federation’s Academic Committee conducted its first 

nationwide survey of AAF student chapter members – 1227 students (a 20% response rate) from 187 

colleges and universities participated. 

       During the Ad Division Member’s Meeting at the AEJMC conference in San Antonio, I provided 

a one-page summary of preliminary survey results. For those of you who were not at the member’s 

meeting or missed picking up a copy, the top-line findings are re-printed below. Please note that some 

slight adjustments have been made to the data from the earlier version.

for more information please contact:
Jami A. Fullerton – Oklahoma State University (jamia@okstate.edu)
Alice Kendrick – Southern Methodist University (akendric@smu.edu)
Connie Frazier, EVP Mosaic Center & Education Services, AAF (cfrazier@aaf.org)

first aaf national student survey Nets 1200 Responses

findings:

By Jami fullerton
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•  Advertising Division
•  Communication Technology Div.
•  Comm. Theory & Methodology Div.
•  Cultural & Critical Studies Div.
•  International Communication Div.
•  Mass Communication & Society Div.
•  Media Mgmt. & Economics Div.
•  Newspaper Division

•  Public Relations Division
•  Radio-Television Division
•  Entertainment Studies IG
•  Entertainment Studies IG
•  Internship & Careers IF
•  Small Programs IG
•  Science Communication IG

The following groups will accept research papers via 
electronic files only:


