
For most of us, the year is off to a cold, icy start. I read on 
CNN’s website this morning that 49 of the 50 states currently 
have snow on the ground, including Hawaii. Since I have 
no immediate plans to visit the Sunshine state, I find myself 
looking ahead to spring and the warm temperatures it brings. 
In addition to a rise in the mercury, spring also brings the 
AEJMC paper submission deadline. I hope all of you are 
planning to submit a paper to the Ad Division this year!

During the member’s meeting in August, I shared the goals 
set for the year to help the division grow and further its success, 
all of which cannot be realized without the participation of 
you, the members. I want to share with you how you can 
help the division move forward and grow. First and foremost, 
submit your excellent research for presentation at the annual 
convention. The high caliber and volume of research is what 
helps give our division its prominence in the association. 
Beginning this year, when you submit to the teaching paper 
competition, your paper will also be reviewed for possible 
publication in the Journal of Advertising Education. You can 
read more about this opportunity and the process in this 
newsletter. Get your submissions ready for the April 1st Deadline!

Also in this issue, your program chair, Frauke Hachtmann, 
shares this year’s schedule and highlights the panels our division 
will co-sponsor with our fellow divisions and interest groups. 
Frauke did an excellent job at this year’s Winter Meeting in 
securing conference slots and developing a copious conference 
schedule. The next step is filling in which papers will be 
presented. You can help in this process by not only submitting, 
but also reviewing papers. The ad division sponsors five 
separate paper competitions – research, special topics, teaching, 
professional freedom and responsibility (PF&R) and student 
papers. Each competition is separate. Submit to one competition, 
and review for another!

I have heard a few groans that St. Louis is not the most 
exciting destination for the convention. Craig Davis dispels that 
misconception in his article in this issue. He outlines the fun 
and history the Gateway city has to offer. I might add that with 
an all-day teaching workshop, five research sessions, two poster 
sessions, five co-sponsored panels, an off-site tour, a members 
meeting and a social, you should not be bored for a moment.  
Make your plans to travel to St. Louis in August, and prepare to 
stay all week!

The division’s signature all-day teaching workshop is always 
a priority when I am making plans to attend the convention. 
With the media and advertising industry in constant transition, 

the AEJMC annual convention becomes more interesting 
and relevant year after year, as we share our ideas and research 
on the changes in technology, economy, culture and business 
philosophies.  Through the teaching workshop and panels, the 
Ad Division always brings in academic and industry leaders 
who offer creative and pertinent insight that we can bring back 
to our classrooms. And this year is no exception. There is a 
great deal of creativity, planning, and organization that goes 
into the workshop and panels. Please reward the efforts of those 
involved and attend the workshop and the five exciting panels 
offered. Show up, listen, engage and learn!

In addition to submitting/presenting your own research and 
attending the various Ad Division offerings, you can help the 
Ad Division achieve its goals by encouraging your colleagues 
and graduate students to submit papers, attend the conference, 
and join the Division. For as long as I have been a member of 
the executive committee, increasing membership, particularly 
among ethnic minorities and graduate students, has been a 
goal. The fact that it is a continuing goal tells me that we are 
not doing enough to help increase our diversity and foster 
graduate students into the fold. Troy Elias, the student paper 
chair, has an excellent article in this issue of AdNews explaining 
how important encouraging graduate students really is. Get 
the word out about the Division to your colleagues and graduate 
students!

Finally, the last goal I want to discuss is improving and 
increasing the content, visibility and usefulness of the Division’s 
website. As I mentioned in the fall newsletter, I would like to 
see the website become a primary resource for its members, 
where we connect and share information. I would like to hear 
from you what type of information and material you would like 
to find and/or share on the Division’s website. Please email me 
(bobbikay.lewis@okstate.edu) your thoughts and ideas on how 
we can turn the website into a valuable resource. And perhaps 
more appropriately, I’ll post a thread on the website, so please 
feel free to get the discussion going there as well. To access the 
site, visit http://addivision.wordpress.com/  
Share your thoughts, ideas and expertise!

Thank you for your commitment to the Ad Division.  
I’m looking forward to seeing you all in St. Louis in August 
because the average temperature in the 90s sounds pretty  
good right now.
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Most Ad Division members are more than happy listening 
to cutting-edge research presentations or learning about 
new teaching strategies. After all, that’s the reason we 
attend the AEJMC National Convention every year. But 
we like to be social, and there’s no better place to be social 
than in St. Louis, Missouri.

I discovered that the social history of St. Louis might 
be noteworthy  to Ad Division members. According to 
Eric Felton of the Wall Street Journal, the first “cocktail 
party” was  thrown in St. Louis. It lasted an hour, and it 
was held at noon on Sunday, right after church. In 1917, 
the St. Paul Pioneer Press wrote that Mrs. Walsh, the 
organizer of the first cocktail party was “a leader in society 
activities,” and she was  “responsible for the innovation” of 
the cocktail social hour. As members of the Ad Division we 
like being social. 

We also like eclectic, trendy and historic places.
St.  Louis is sure to please. Blueberry Hill ia landmark 
restaurant and music club filled with pop culture 
memorabilia might be a place to check out. The menu 
has something for everyone. It also  features live music by 
touring St. Louis bands, and once a month rock and roll 
legend Chuck Berry plays in the Duck Room. So you can’t 
say we don’t have “no particular place to go.”

Crown Candy Kitchen is one of the oldest operating 
soda fountains in the oldest in the country. The restaurant 
has old-fashioned decor and memorabilia from the 1930s. 
It’s best known for its desserts and handmade malts. 
Maybe we can cheer our colleagues on as they take the 
Crown Candy Kitchen Challenge.  Should one of us drink 
five 24-ounce malts or shakes within 30 minutes, we’ll 
receive the malts for free and have our name inscribed 
upon a plaque in the store!   The Crown Candy Challenge 
was attempted on the Travel Channel’s television series, 
Man vs. Food, by the show’s host, Adam Richman, on an 
episode that aired on 25 Feb. 2009. I’m thinking one of us 
can break the record of seven malts in six minutes?  

If you have a big appetite and love southern BBQ, 
Pappy’s Smokehouse is the place. Pappy’s prepares 
delicious, juicy Memphis Style BBQ by slow smoking 
meats over apple or cherry wood.  
Yum.   

And be sure to check out the other tourist destinations in St. Louis.
1. Ride to the top of the Gateway Arch.
2. Visit Citygarden. It offers a vibrant blending of lush plantings and internationally renowned sculpture.
3. Browse the St. Louis Art Museum. Built as the Fine Arts Palace of the 1904 World’s Fair, it’s one of the nation’s 
leading comprehensive art museums. 
4. Tour Anheiser-Busch Company Inc. and see the historic Brew House, Budweiser Clydesdale stable, beech 
wood lagering cellar, packaging plant, hospitality room and Anheuser-Busch gift shop
5. Cheer for the MLB’s Cardinals if they are in town.

  We look forward to seeing you St. Louis.   
  This is sure to be our best  
   AEJMC Convention yet.  

“MEET ME 
IN ST. LOUIS, 

LOUIS”
By Craig Davis

St. Louis Citygarden
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Professor Eno Akpabio was appointed Head of  Department, Media 
Studies, at the University of  Botswana in September 2010.

Assistant Professor Tom Mueller, a member of  the communication 
department and faculty in residence at Appalachian State University, 
was awarded the Faculty Partnership Award at the NCHO (North 
Carolina Housing Officers) and NCCPA (North Carolina College 
Personnel Association) 2010 Annual Conference. The award recognizes 
“outstanding contributions of  a faculty member to the residence life 
department at their institution, who has helped to bridge the gap 
between faculty and student affairs professionals, has enhanced the out 
of  classroom experience of  residential students and has gone beyond 
the call of  duty to further the sense of  community on their campus.”

Michael Hanley has been promoted to Associate Professor of  
Advertising at Ball State University. He began teaching at Ball State in 
2004 after 22 years as an advertising and marketing executive.
The Mobile Marketing Association, publisher of  the International Journal 
of  Mobile Marketing, has named Professor Michael Hanley its new 
Editor-in-Chief. He has been Co-Editor since June 2006. The IJMM is 
the only global journal dedicated to the field of  mobile advertising and 
marketing.

Bobbi Kay Lewis (Oklahoma State University) and her colleague, 
Cynthia Nichols (Oklahoma State University), received a $10,000 grant 
award from Oklahoma Gas & Electric Foundation to conduct research 
on generating interest in math and science among elementary school 
children through Strategic Communications.

Scott R. Hamula, Associate Professor of  Integrated Marketing 
Communications, was elected chair of  the Department of  Strategic 
Communication at the Roy H. Park School of  Communications at 
Ithaca College.

Ad DivisionAd DivisionAd Division
compiled by scott Hamula
Kudos
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The 2010 AEJMC Chip Auction:  A Success for the Ad Division
By Frauke Hachtmann

In early December Bobbi Kay and 
I attended the legendary AEJMC 
chip auction in Albuquerque, New 
Mexico. I was quite curious about 
this event that is often described as 
“endurance test,” “battle,” and even 
full on “war.” What were we fighting 
for? The best possible time slots for 
research paper presentations, panels, 
business meetings, and other events 
for the different divisions, interest 
groups, and commissions we were 
representing (there are currently 31 
groups with programming rights).

The evening before the chip 
auction, everyone gathered for an 
informal reception, where everyone 
caught up and deals for co-
sponsorships were finalized. We had 
made most of our deals several weeks 
before so we felt confident that we had 
a solid plan for programming.

The chip auction itself follows 
a fairly complicated format to 
ensure that all of the 31 groups with 
programming rights have an equal 
chance of getting their preferred time 

slots. Each of the 31 groups receives 
a certain number of chips, and each 
chip entitles a group to either a sole-
sponsored 90-minute session or two 
co-sponsored sessions of the same 
duration. The advertising division 
received six chips and I am happy to 
report that we were able to stretch 
them to the limit. Please plan to come 
early to kick of the 2011 conference 
in St. Louis with our annual all-day 
teaching workshop and stay the entire 
week because it is packed with exciting 
ad division events.

The program this year includes 
four refereed research presentations, 
one high-density research session, 

two refereed research poster sessions, 
and five exciting panels. A big thank 
you to all of you submitted panel 
proposals this year. It’s your hard work 
that makes the ad division’s program 
what it is. Unfortunately, we were 
not able to accept all panel proposals 
because we only had six chips at 
our disposal. It became clear during 
the planning of the program that 
those proposals that actively worked 
with other possible co-sponsors 
(not just listed possible co-sponsors) 
beforehand had a much greater chance 
of being accepted as most “deals” were 
made well ahead of time.

As you plan your trip to St. 
Louis, please note that social and the 
members’ meeting are scheduled on 
different days this year. We hope to see 
all of you at the social on Thursday, 
Aug. 11 from 8:30-10 p.m. (location 
TBD). The members’ meeting is slated 
for the following evening (Friday, Aug. 
12) from 7-8:30 p.m. We will have 
the off-site visit on Friday afternoon.

I was quite curious 
about this event that 
is often described as 
“endurance test,” 
“battle,” and even 

full on “war.” 

our fearless Ad division “chippers,” Bobbi Kay lewis and frauke Hachtmann roll the dice at 2011 AEJmc chip Auction.
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Tuesday, August 9
8:00 am – 5 pm   
Pre-Conference Teaching Workshop

Wednesday, August 10
8:15 am – 9:45 am  
ADV Refereed Research Presentation
 
10:00 am – 11:30 am 
High Density Refereed Research Presentations
 
3:15 pm – 4:45 pm 
ADV/CCS Teaching Panel: “Bulls-eye! Technology  
and targeting, for better or worse”
This teaching panel is co-sponsored by the Cultural and Critical 
Studies division and will discuss the pros and cons of new online 
technologies and their impact on achieving message objectives. 
Social media, mobile advertising, and location-based apps are all 
pushing advertising to the borderland between traditional media 
and new technology, making effective targeting increasingly 
complex. The panelists will discuss how we can better prepare 
students for this ever-changing media landscape. Panel proposed 
by Scott Hamula (Ithaca).

5:00 pm – 6:30 pm  
ADV/Media Ethics Div. Refereed Research  
Presentation

Thursday, August 11
7:00 am – 8:00 am  
Outgoing EXCO Meeting
 
8:15 am – 9:45 am  
ADV Refereed Research Presentation
 
5:00 pm – 6:30 pm  
ADV/Small Programs IG Teaching Panel: “Acing 
assessment: How to measure, document and improve 
student achievement of learning outcomes”
An increased focus on assessment has left many journalism and 
mass communications programs wondering how they can es-
tablish a sustainable culture of assessment that improves student 
learning and documents the process along the way. This panel 
addresses several ways in which meaningful assessment can be 
accomplished in programs across the country. The panel is co-
sponsored by the Small Programs interest group. Panel proposed 
by Frauke Hachtmann (Nebraska).
 
8:30 pm – 10:00 pm  
ADV Social

Friday, August 12
8:15 am – 9:45 am  
ADV/PR/ESIG/CCS Refereed Research Poster Session

12:15 pm – 1:30 pm  
Refereed Research Scholar-to-Scholar Poster Session
 
1:45 pm – 5 pm  
Off-Site Visit
 
5:15 pm – 6:45 pm  
ADV/Internships & Careers IG Teaching Panel: 
“What should tomorrow’s graduates be? Specialists vs. 
generalists vs. t-shaped talent”
This teaching panel is co-sponsored by the Internship & Careers 
interest group and will discuss what kind of person is needed to 
succeed in a digital communication world. Some argue that the 
new knowledge worker should have great breadth of knowledge 
across all disciplines and deep expertise in one. Others contend 
that what is needed are specialists in digital communications 
production. Panel proposed by Karen Mallia (South Carolina).
 
7:00 pm – 8:30 pm  
Business Meeting (followed by Incoming Executive 
Committee Meeting)
 
8:45 pm – ?  
Gala

Saturday, August 13
8:15 am – 9:45 am  
ADV Refereed Research Presentation 

10:00 am – 11:30 am  
ADV/Magazine div. PF&R Panel: “Advertainment: 
Advertising, entertainment, and engagement”
In times of exhilarating changes in media technologies, it is criti-
cal to understand how to connect with consumers across emerg-
ing media using formats that generate consumer involvement, 
entertainments, and engagement, including advergaming, social 
media, and QR codes to name but a few. Do these features en-
gage readers and advertisers? What does all of this mean for tra-
ditional media like magazines? This PF&R panel is co-sponsored 
by the Magazine division. Panel proposed by Troy Elias (Florida).
 
11:45 pm – 1:15 pm  
ADV/PR Teaching Panel: “How the management 
function at marketing communication firms is  
changing”
The public relations division will co-sponsor this exciting panel 
that discusses how the management function at a marketing 
communications firm is changing, effecting both advertising and 
public relations efforts. Account management is one of the most 
popular career choices for advertising and PR students. Attend-
ees will learn from professionals and academicians how we can 
prepare students for the management function in a variety of 
different agencies. Panel proposed by Craig Davis (Ohio).

Here is the 2011 AEJMC Conference Ad Division Schedule at a glance:
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¶1. (C) Th
e Advertis

ing Divisi
on of the 

academic o
rganizatio

n, 

Associatio
n for Educ

ation in J
ournalism 

and Mass C
ommunicati

on, has 

several hu
ndred memb

ers. Almos
t all memb

ers have a
dvanced de

grees, or 

are workin
g on a gra

duate degr
ee. Almost

 all of th
e members,

 including
 

those with
 doctorate

s and mast
ers, get c

onfused ev
ery Spring

. The orig
in 

of the con
fusion is 

the types 
of session

s at the A
ssociation

’s annual 

conference
.   The ti

ming of th
e confusio

n coincide
s with the

 acceptanc
e 

of papers 
for presen

tation at 
the annual

 conferenc
e.

¶2. (C) As
 surely as

 winter pr
ecedes spr

ing, adver
tising edu

cators and
 

researcher
s from aro

und the wo
rld are in

vited to s
ubmit pape

rs for 

peer revie
w and pres

entation a
t the annu

al confere
nce. For t

he most 

part, ther
e is littl

e confusio
n about ho

w this pro
cess works

. Authors 

upload pap
ers to a w

ebsite, th
e papers a

re then di
stributed 

to qualifie
d 

referees, 
reviewed b

y the refe
rees, and 

then the b
est papers

 are selec
ted 

for presen
tation. Th

e acceptan
ce rate in

 the adver
tising div

ision is 

about 44%.

¶3. (C) As
 surely as

 spring fo
llows wint

er, advert
ising educ

ators and 

researcher
s who have

 had their
 papers ac

cepted bec
ome confus

ed when th
ey 

are inform
ed of the 

format for
 the paper

’s present
ation. The

 Associati
on 

has multip
le types o

f sessions
, and it i

s difficult
 for even 

these 

highly tra
ined and w

ell-inform
ed academi

cs and res
earchers t

o keep the
m 

straight.

¶4. (C) So
me of the 

papers are
 scheduled

 for tradi
tional “Pa

nel” 

sessions. 
In “Panel”

 sessions,
 4 to 5 pa

pers are e
ach introd

uced by th
eir 

authors. E
ach of the

 authors h
as about 1

2 minutes 
to discuss

 the paper
. 

Following 
the introd

uction of 
the papers

 by other 
authors, a

 discussan
t 

makes comm
ents and t

hen opens 
the sessio

n for ques
tions and 

answers. 

This forma
t is so in

grained in
 academic 

conference
s that edu

cators and
 

researcher
s assume t

hat their 
paper will

 be presen
ted in thi

s format, 
or 

matter wha
t. This is

 not the c
ase, and t

hus the co
nfusion.

            (con’t n
ext page)

Baseball legend Yogi Berra might have said, “You can 
observe a lot just by watching.” And you can learn a lot 
just by reading. Take Wikileaks, for example.  There are 
reportedly a quarter-million confidential government 
cables possessed by the website. Only a relative handful 
has been posted, but some of them make fascinating 
reading.For starters, the writing is uniformly clear and 
direct. 

In contrast to the official language of diplomacy, the 
writers say what they mean and mean what they say.  
I wish my students could write as well.

If you dig deep enough, past the cables that report 
on misbehaving governments and the content analysis 
of Canadian television action shows*, you might find 
some news you can use.  
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*An 1800-word cable in January 2008 from the us Embassy in canada discussed the rising number of  appearances in canadian primetime action shows of “nefari-
ous American officials carrying out equally nefarious deeds in Canada.”  You can look it up in the New York Times, Hollywood Reporter, or maybe even on TMZ.

¶5. (C) Some papers that are not placed into traditional panel 

sessions are scheduled for presentation at “Scholar-to-Scholar” 

sessions. For Scholar-to-Scholar sessions, the author(s) is (are) 

expected to create a poster. Outside AEJMC the same session format 

in which the author(s) displays and discusses a poster is called a 

“Poster” session. Scholar-to-Scholar sessions are designated as “S2S” 

on the AEJMC Conference Schedule.¶6. (C) In the past AEJMC had also designated some sessions in which 

the author(s) displayed a poster as a “Poster” session.   While 

the concept of “Poster” session is not at all confusing to anyone 

who has attended a middle school science fair, beginning with the 

2011 annual conference AEJMC will designate all poster sessions as 

“Scholar-to-Scholar.”  The situation means that while AEJMC will have 

no designated “Poster” sessions, it will have multiple Scholar-to-

Scholar sessions in which authors whose research is being presented 

will have to create and display a poster. ¶7. (C) There is one more session format for which papers are 

scheduled: the “High Density” session.  In “High Density” sessions, 

between eight and ten papers are introduced by their authors, with 

each introduction running just three to five minutes.  Following the 

brief presentation of papers, interested members of the audience 

will be given time to meet with the authors of the papers.  Authors 

at “High Density” sessions do not display posters, but may create 

handouts for interested audience members.¶8. (C) One additional source of confusion, and occasional paranoia, 

is the mechanism by which papers are routed into Panel, Scholar-

to-Scholar, Poster (soon to be called Scholar-to-Scholar), and High 

Density sessions.  With one exception (discussed in ¶9), the quality 

of the paper is unrelated to the type of session in which it is 

presented. Papers are scheduled for sessions based on groupings of 

topics, theoretical approaches, or methods. The scores or comments of 

peer reviewers are not taken into account for scheduling.

¶9. (C) There is one exception in the Advertising Division in which 

the quality of paper is taken into account in the paper’s routing in 

a “Panel,” “Scholar-to-Scholar” or “High Density” session.  The Ad 

Division schedules a Top Paper session in the “Panel” format.  

¶10. (C) To sum up the AJEMC presentations in the Advertising 

Division:Panel sessions have 4-5 papers, 12 minute (more or less) long 

presentations, and no poster.  Scholar-to-Scholar sessions have no 

presentation, but require a poster. Poster session are now called 

“Scholar-to-Scholar” sessions.   High Density sessions have 8-10 

papers, 3-5 minute presentations, and no posters.  Papers are routed 

to Panels, Scholar-to-Scholar, and High Density sessions based on 

their subject and approach, not on their quality or scores.
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Join in the grand experiment being conducted by the 
Ad Division and the new editors of the Journal of Adver-
tising Education, and you may very well have a confer-
ence presentation and a publication with one simple 
submission. Send a teaching paper to the Advertising 
Division competition for the 2011 conference. After 
peer review and conference acceptances are made, all 
submitted papers will be forwarded to the JAE where 
editors will evaluate them to determine if they fit the 
scope, mission and quality standards of the journal. 
Those judged acceptable will be sent for blind peer 
review to journal reviewers. 

All papers submitted to the teaching paper compe-
tition will be forwarded to the journal, regardless of 
whether or not they are accepted for the conference. 
Authors will be notified about the decision for publica-
tion in JAE directly after the AEJMC Conference (on or 
about September 1). Authors have the right to decline 
publication in JAE, if they wish to send their paper else-
where. However they should not send it out for review 

to another journal while it is under consideration with 
JAE. Due to the independent blind review processes, it 
is possible papers accepted for the conference may not 
be accepted by the journal, or vice versa. 

As the initial call for papers indicates, the Teaching 
Paper competition is for research papers on teaching, 
rather than teaching tips or personal reflections. The 
style and format of the paper should conform to the 
requirements of the Journal of Advertising Education. 
Submissions are due electronically via the All Academic 
Site by April 1, 2011.

Anyone with questions regarding this new JAE review 
procedure may contact co-editors Jami Fullerton (jami.
fullerton@okstate.edu) or Alice Kendrick (akendric@
smu.edu) for clarification. Questions regarding the 
review process for the conference should be directed 
to Teaching Paper Chair, Karen Mallia, University of 
South Carolina: kmallia@sc.edu or (803) 777-1154. 
Two. Two. Two reviews in one.   

BRAND NEW,  
FOR THE FIRST TIME EVER,  

AN OPPORTUNITY  
NEVER SEEN HERE BEFORE: 

2011 Ad Division Teaching Papers  
Get Twice The Exposure

By Karen l. mallia

The professional freedom and responsibility paper 
competition within the Advertising Division can be 
considered the conscience of the division.  According 
the Association of Educators in Journalism and Mass 
Communication’s Professional Freedom and Respon-
sibility Committee, all of AEJMC’s divisions need to 
exhibit the five areas of professional freedom and re-
sponsibility on a continuing basis.  These five areas are 
(1) free expression; (2) ethics; (3) media criticism and 
accountability; (4) racial, gender, and cultural inclu-
siveness; (5) public service.  Each area does not need to 
be covered every year by Advertising Division but each 
must be addressed on a continuing basis and the divi-
sion needs to “maintain a high level of PF&R activity.”  
The PF&R paper competition is one way the Adver-
tising Division keeps its high PF&R activity up.  By 
spotlighting this very important aspect of AEJMC and 

the Advertising Division, the Advertising Division’s 
members are encouraged to address issues of ethics in 
advertising and promotion, criticism of advertising in 
the media, inclusiveness in advertising, the portrayal 
of minorities in advertising, cultural differences in ad-
vertising throughout the world, advertising’s role in 
providing public services, and many other topics that 
may be included within the five areas of professional 
freedom and responsibility.  Submissions may take the 
form of traditional research papers, but essays or criti-
cal analyses are also welcome. 

The special topics paper competition within the Ad-
vertising Division is the place for creative new adver-
tising research themes, innovative methodologies, and 
pioneering theoretical analyses, such as case histories, 
ethnographies, and critical studies are encouraged for 
submission to this research competition.

By courtney Bosworth
Clearing it up:  PF&R and Special Topics Paper Competitions Defined
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Alice Kendrick and I are honored to step in as co-
editors of the Journal of Advertising Education, starting 
with the Spring 2011 issue. We are especially excited 
to build on the great success the journal has enjoyed 
under the guidance of Pat Rose and her team. 

True to the advertising-nerds that we are, we began 
our tenure as editors by drafting a Strategic Plan. We 
wanted to share the plan with the Division and invite 
any input that anyone may have for us. After all, this 
is your journal.  

Under our editorial guidance the primary mission 
of the journal with not change. JAE will continue 
to be a high-quality, peer-reviewed academic journal 
dedicated to research and commentary on instruc-
tion, curriculum and leadership in advertising educa-
tion. AEJMC’s Advertising Division will continue to 
publish the journal twice per year and distribute it to 
members as an automatic benefit of membership.
Beyond this, we’ve set three general goals for JAE for 
the next three years. Please send me any questions you 
have about this new plan. (jami.fullerton@okstate.)

Strategic Plan for JAE announced by new editors 
By Jami Fullerton  

1. Maintain the current economic viability of the journal 
2. Increase access to the journal for instructors, researchers and others beyond  
 the Ad Division 
3. Increase visibility/prestige of the journal within the academy

To achieve each of these goals we have set forth the following strategies: 

1. Economic Viability:
 a. Contract a vendor that can print and mail copies of the journal in a timely manner  
  for no more than $15 per year
 b. Separate the journal account from the general Ad Division account at AEJMC for  
  better accounting and budgeting
 c. Raise the subscription rate to institutions from $25 to $65 and for non-Ad Division   
  members from $15 to $25 to be more in line with other AEJMC published journals   
  (JMCE for example)
 d. Increase library subscriptions from four to 40
 e. Continue to provide AAF and AAA electronic copies of the journal for posting on   
  member-only sites at $500 per year 

2. Increase access:
 a. Achieve indexing on EBSCO and/or other academic databases
 b. Provide back-issues to subscribing libraries at no charge
 c. Post electronic copies of the journal that are 18 mos. or older on the JAE Website   
  (open access/non searchable)
 d. Require abstracts for all articles to facilitate electronic searching and indexing
 e. Change copyright/self-archiving policy to be in line with other AEJMC journals 

3. Increase prestige
 a. Expand the review board from 30 to 50 members
 b. Lower acceptance rate from 45% to 30% over three years
 c. Increase number of submissions
  i. Automatically review Ad Division Teaching papers for journal
  ii. Solicit special issues and high profile guest editors
  iii. Offer $1000 best article award (thank you Brett Robbs!)



http://www.aejmc.net/advertising/       10   Winter 2011 

The main objective of AEJMC’s 
Advertising Division is to serve 
the advertising industry, now 
and in the future, by bridging the 
gap between academia and the 
professional com-
munity. Two of the 
three major goals of 
the Division are to 
increase its mem-
bership, particularly 
among graduate students and 
ethnic minorities, and to find 
more ways to better demonstrate 
its appreciation for high-quality 
research activities. In order to 
achieve these dual objectives we 
must diligently encourage our 
graduate students to submit their 
research and join the Ad Divi-
sion. The benefits do not merely 
favor the Division.

Several years ago, when I was 
a graduate student studying Stra-
tegic Communication, I was en-
couraged to submit my research 
to the Ad Division. Although at 
the time I did not fully under-
stand the benefits of doing so, I 
quickly found the Ad Division to 
be the perfect breeding grounds 
for ideas, contacts, and support. 
Not much has changed. In fact, 
I am certain that if you were to 
consult the many successful pro-
fessors, faculty members and in-
dustry practitioners that make up 
this division about their own ex-
periences, their views would echo 
mine. 

Perhaps the single greatest 
benefit of the Ad Division for 
graduate students is the excellent 
feedback received from faculty 
members who have, themselves, 

been through the review process 
of major journals. The feedback 
from faculty members can signifi-
cantly help students prepare their 
manuscripts for submission to 

journals at a later date. The review 
process for journals can already 
seem fairly daunting and time 
consuming. By going through 
the Division’s review process, stu-
dents can gain insights that they 
may not have otherwise gleaned 
without having first received 
feedback at an earlier stage. Ad-
ditionally, should these papers 
be accepted by the Division, and 
students called upon to present 
their research, the response pro-
vided by participating scholars 
can go a long way in extending 
research ideas, spawning new 
ones, or developing relationships 
that can potentially lead to future 
collaborations. 

Indeed, graduate students who 
submit research and join the Ad 
Division are provided a great op-
portunity to network. By being a 
member, students get a chance to 
meet and interact with some of 
the leaders of their discipline in 
both academia and industry.  A 
few years ago at a meet and greet 
event for the Division I entered 
into a conversation on emergent 
media, social identity, and the role 
that people play in the dissemina-
tion of information with an indi-
vidual whom I had just met. At 

some point during the conversa-
tion I cited an article that I had 
I read and that I was particularly 
impressed with at the time. Irony 
being what it is, it turned out that 

the individual 
that I had been 
conversing with 
was the first au-
thor of that ar-
ticle. That con-

versation is still paying dividends 
today as I have on multiple occa-
sions been able to consult with 
that individual and I have even 
been fortunate enough to give a 
research talk at that individual’s 
institution. I am fairly certain 
that I am not the exception in 
this case and that a relationship 
like this is formed at AEJ’s Ad Di-
vision all the time. 

AEJMC’s Ad Division has an 
ideal size and is known for its cul-
ture of encouragement. In gen-
eral, the Division offers a great 
opportunity to network and meet 
people in not only academia but 
also in industry who can provide 
applied experience to the theo-
retical underpinnings that guide 
our research. Another great asset 
of the Division is its size as it is 
not too large that you feel lost 
in but also not too small that it 
makes networking moot. Osten-
sibly, the Ad Division provides a 
great opportunity to ensure your 
graduate students stay productive 
and continue to grow as research-
ers and educators. In reality, it’s 
the perfect vehicle to ensure we 
all continue to grow. 

MarriagePerfectA
By Troy Elias

Group  
SpECIfICATIonS

pApEr CALL



The AEJMC Advertising Division invites submis-
sions of original papers that clearly focus on some 
aspect of advertising or advertising education. 
Various theoretical orientations and methodologi-
cal approaches are welcome. Individual paper sub-
missions should not exceed 30 pages (including all 
notes, references, tables, and figures) and should 
be submitted to only one competitive paper cat-
egory in the Advertising Division: 1) Advertising 
Research, 2) Advertising Teaching, 3) Professional 
Freedom & Responsibility, 4) Special Topics, or 
5) Student Papers. Papers exceeding 30 pages, or 
papers submitted to more than one paper compe-
tition within the division, will not be reviewed for 
consideration.

rESEArCh pApErS: Submissions should be 
consistent with the style and format of Journalism 
& Mass Communication Quarterly or the Journal 
of Advertising. A cash award from the division will 
be given during the Denver convention to each of 
the top three papers in this competition. A cash 
award ($300) sponsored by the U.K.-based Inter-
national Journal of Advertising also will be given 
to the first-place research paper. For questions, 
please contact Courtney C. Bosworth, Research 
Paper Chair, Radford University. E-mail: cbos-
worth@radford.edu. Tel: (540) 831-5593.

TEAChInG pApErS: Teaching papers are 
invited on any research that addresses teaching: in-
novations, effective approaches, pedagogy, survey 
of the field, adoption of new technologies in the 
classroom, etc. However, keep in mind this com-
petition is for research papers on teaching, rather 
than teaching tips or personal reflections. The style 
and format of the paper should conform to those 
in the Journal of Advertising Education or Jour-
nalism & Mass Communication Educator. Papers 
submitted to the teaching competition will also be 
reviewed for consideration in the Journal of Ad-
vertising Education. For questions, please contact 
Karen Mallia, Teaching Paper Chair, University of 
South Carolina. E-mail: kmallia@sc.edu.  
Tel: (803) 777-1154.

profESSIonAL frEEDoM & rESpon-
SIBILITy (pf&r) pApErS: Often referred to 
as the conscience of AEJMC, the goal of PF&R 
papers is to extend knowledge about and under-
standing of gender, race, ethics, social, and cultural 
influences; values; and free expression. Submis-
sions may take the form of traditional research 
papers, but essays or critical analyses are also wel-
come. Historical as well as contemporary topics 
are appropriate. For questions, please contact Jay 
Newell, PF&R Paper Chair, Iowa State University. 
E-mail: newelljj@iastate.edu. Tel: (515) 294-3445.

SpECIAL TopICS pApErS: The special 
topics paper competition is the place for pioneer-
ing subjects, methods, and presentations. New 
approaches, innovation, and creativity are encour-
aged. A variety of advertising and advertising 
education topics and approaches (such as case 
histories, ethnographies, critical studies, visual es-
says, and methods as yet unknown) are welcome. 
For questions, please contact Craig Davis, Special 
Topics Paper Chair, Ohio University. E-mail: da-
visc7@ohio.edu. Tel: (740) 593-2605.

STuDEnT pApErS: Graduate and under-
graduate stuents are invited to submit original 
research dealing with any advertising-related topic. 
All sole- or co-authors of these papers must be stu-
dents; papers co-authored by students and faculty 
should be submitted to the Research Paper com-
petition. The style and format of the paper should 
conform to those in Journalism & Mass Commu-
nication Quarterly or the Journal of Advertising. 
A cash award from the division and ANOTHER 
award ($200) sponsored by the U.K.-based In-
ternational Journal of Advertising will be given 
during the Denver convention to the top student 
paper. For questions, please contact Troy Elias, 
Student Paper Chair, University of Florida. E-
mail: telias@jou.ufl.edu. Tel: (352) 392-5059.

&
Group  

SpECIfICATIonS
pApEr CALL

ADVERTISING DIVISION
rESEArCh ChAIr  

InforMATIon: 
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– Casting Call – 
What’s your approach to teaching the capstone campaigns course? The media strategy 
course? If you’d like to audition for a part in the 2011 Preconference Teaching Work-
shop,  send a brief paragraph or two about what you do in your class, how you do it, 
the learning outcomes, and the success or problems you’ve had.  What is special about 
your approach? We’ll sort through them and pick a group of folks with diverse ap-
proaches to be a part of our workshop panels. E-mail your audition materials (the sooner 
the better) to Peggy Kreshel at kreshel.uga.edu. Please put “workshop audition” in the 
subject line.

Gadgets. Apps. QRs. Groupon. Crowdsourcing. 
Restroom mirrors that are ads until someone 
stands in front of them. The Superbowl national 
advertising inventory sold out in October. Inter 
flora UK “reads” on Twitter that you are having 
a bad day and in a random act of kindness, sends 
you flowers.

This is the chaos (I use the term affectionately) 
of the fast-paced advertising world today. The 
professionals tell us the industry has never been 
more challenging. They should try to teach 
advertising.

Last year’s workshop, Back to the Future, met 
with rave reviews.  “Best ever.” “Can’t wait to try 
that.” “Award-winning.” “Not to be missed.”

In planning this year’s workshop, Jan, Sheri 
and I thought “How can we possibly follow 
that?”  Then, we struck upon it.  A sequel! 

The wheels began to turn.  “Hmmm. St Louis. 
Who might we bring in to give us the latest on 
the profession?“  Finally, we hit upon it. “Of 
course, we’ll bring in … …“  Oh, we can’t tell 
you because we’re still in negotiation with the 
star. (In advertising, we call this a teaser.) Okay. 
A bit of hint… what well -known company has 
been a St. Louis mainstay for over a century 
and a half? Need another hint? They have a 

stadium. YUP. You’ve guessed it! We’re working 
on something really special and we are very 
optimistic it will all work out. Keep your fingers 
crossed, and stay tuned. 

In the afternoon, our back to basics segment, 
we’ll focus on two of the “most-talked-about” 
courses in last year’s open forum:  media 
strategy (do you call it channels strategy?) and 
the capstone campaigns course. Here too, we’re 
going to try something a bit different:  three-
four-member panels  made up of folks who 
take different approaches to each class (see 
accompanying Casting Call). They’ll share their 
ideas, and then, we’ll morph (do people still do 
that?) into The View. Panel members will take 
questions from the audience.

Think of it… reality programming, followed 
by a talk show, closing out with a town-hall open 
forum. It’ll top the charts.

So, plan to come to the convention early; 
there’s a lot to see in St. Louis. The arch. The 
Soulard historic neighborhood. The oldest 
bowling alley west of the Mississippi. The all-day 
Advertising Pre-conference Teaching Workshop 
Check for the date to come! Don’t miss this 
“must see” event.

FUTURETO  
THEBACK     

 ThE SEquEL
By peggy Kreshel
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