
I have a very cool secret that’s time
to share. His name is David Fowler,
an executive creative director for
Ogilvy & Mather in New York. I met
him when he was a featured speaker
on Adweek’s “Creativity Never
Sleeps” seminar in Las Vegas in
September 2002. What told me
David was different was his interest
in helping new creatives and those of
us who teach them. He’s willing to
share his secrets, so how could I
keep him all to myself.

David has agreed to head up a
panel, co-sponsored by the Visual
Communication Division, in Toronto
this summer. Other professionals
from O&M/Toronto will join David. 

So who is this David Fowler guy
anyway?  

Those of you who were at the
2003 Pre-convention Teaching
Workshop in Kansas City received a
copy of The Creative Companion he
wrote. Each page contains a gem of
how to come up with an idea when
all you have is a blank piece of paper.
These are methods he developed
over the years while working for such
agencies as Goodby, Berlin &
Silverstein in San Francisco,
Ammirati & Puris in New York, Fox
Broadcasting in Los Angeles and The
Richards Group in Dallas. 

David is known for launching and
building strong brands. He’s the

author of “beyond petroleum” for bp,
the world’s second largest energy
company. He’s the godfather of the
girl-group “The Fantanas,” which
champions Coca-Cola’s Fanta as part
of its brand campaign. (That won his
team the coveted David Ogilvy
Award for 2002, a $20,000 prize
awarded by the chairman for
advertising effectiveness.)He’s also
the guy who gave Motel 6 soul with
his “We’ll leave the light on for you”
series — the longest running
campaign in radio history with more
than a thousand spots. Since he
joined Ogilvy in 1995 he has worked
on such clients as Kodak, Miller
Beer, and the U.S. Department of
State.

This panel will give you a chance
to steal some of David’s secrets for
yourself — and than pass them along
to your students. And don’t think
that this is only for those who teach
creative classes. Steve Hayden, vice
chairman for Ogilvy & Mather
Worldwide, said that quite a few
planners, clients and account
managers have found Fowler’s ideas
helpful. 

Don’t miss this great opportunity.
Look for David Fowler’s article in
the spring issue of AdNews for a peek
at the panel you’ll see in August. But
make your Toronto reservations now.
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DAVID FOWLER 
FROM OGILVY/NEW YORK 
HEADS UP TORONTO PANEL
By Sheri Broyles/Head Ad Division

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

Serving Up a 
New Web Location

The Advertising Division website
has been moved to the AEJMC
server. You can bookmark the
following to take you directly
there:

www.aejmc.net/advertising/

A huge thanks to Tom Weir for
making the transition. Tom not
only set up our initial website,
but he’s also kept it up to date
since its inception. Thanks, Tom.

David Fowler
Executive Creative Director
Ogilvy & Mather/New York
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Many readers will have heard that
Kim Rotzoll died prematurely and
unexpectedly in November. After
earning his Ph.D. in sociology at Penn
State, Kim moved to the College of
Communications at Illinois in 1971
and capped his many years there with
a long term as Dean. His retirement
last summer was followed all too soon
by his illness.

It was a tragic event for Kim, his family, and his
many students, colleagues, and others. We have lost his
many contributions to our activities in acquiring and
extending the knowledge of our field. We have lost his
leadership in developing, maintaining, and giving
credibility to our educators' organizations. Most of all,
we have lost a close friend.

Despite his extensive committee work and other
behind-the-scenes activities, the way in which most of
us enjoyed and benefited from Kim's presence was
simply in seeing him and talking with him. He was
known to more people in advertising education than
anyone else I can think of, owing to his presence in a
very major school in our field, and to his long service,
but surely most of all to his accessibility. Numerous
tributes already written have commended the great
extent of his interest in meeting people and being a
source for them not just of friendship but of
encouragement and assistance. We all have our
different stories to tell of such things.  

Those who have not seen the picture
story I placed on Adforum are
welcome to e-mail me to get it at:
ipreston@wisc.edu

Tom Bowers compiled comments
that also appeared on the Adforum.
There were many who shared both
touching and funny memories of Kim.
That compilation has been placed on
the Advertising Division’s website at

http://advertising@aejmc.net/advertising
(Scroll down to find the link.)

In these ways, and in our memories, a life that has
enriched our field and each of us so much already will
continue to do so. 

RROOTTZZOOLLLL
RREEMMEEMMBBEERREEDD

This photo came from Dean Ron Yates at
Illinois. He said that Kim always said it
was one of his favorite photos...taken of
him about two years ago while sitting at
his office desk.
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In the movie Mona Lisa Smile, Katherine Watson, a
college professor played by Julia Roberts, transforms a
group of repressed Wellesley students who see few
possibilities beyond the Mrs. Degree, into students who
"think and feel and question for themselves" (see Katha
Pollitt's "Young Ladies on the Verge of a Breakthrough"
for a discussion of a 1950s' Wellesley relative  to the
movie depiction in The New York Times, 12-21-03, 
arts p. 15).

OK, so it isn't 1950-something. We aren't teaching
at Wellesley (though many of our classrooms are nearly
female-only!). And we aren't Julia Roberts. But, as college
professors, we make an effort each day to transform
students' lives as we provide them with the skills,
experiences, and critical-thinking abilities that will serve
them as professionals and citizens of the world. Perhaps
it is through the revision of a curriculum or the
introduction of a new course. Maybe we tried a teaching
method that seemed rather extraordinary, "test drove" an
innovative new project, engaged in distance learning, or
discovered the potential of the Internet in our classes.

Sharing these experiences–both the successful and
the less-than-successful–with our colleagues is a
fundamental component of a vital "community of
teaching." The Advertising Division has a long-standing
commitment that community. The Division works to
enhance effective teaching and learning through  the pre-
conference teaching workshop, the syllabus exchange on
our website, and a paper competition devoted specifically
to research on issues related to teaching. 

Please, consider turning both your teaching
experiences and your teaching experiments into research
projects. Then, submit your findings to the teaching
paper competition. If you're not sure about whether your
project is appropriate for submission, contact me, Peggy
Kreshel, at (706) 542-5045 or kreshel@uga.edu. We'll talk
it over.

Why WAS the Mona Lisa smiling? Good
question.

WE MAY NOT
BE JULIA
ROBERTS,
BUT...
By Peggy J. Kreshel / Teaching Standards

By Ivan Preston, Professor
Emeritus, Wisconsin

We’ve created a new Case Studies Exchange

that you’ll find on our Ad Division website. Just

go to < http://www.aejmc.net/advertising/

and click on the Case Study Exchange button

on the left. Right now you’ll find one very

interesting and very lonely case study on

Clairol v. Ms Magazine. Thanks to Chuck

McMellon at Hostra University for getting us

started. If you have a case study you’d like

to share, just e-mail it to Sheri Broyles at

sbroyles@unt.edu.

WWEE  WWAANNTT  YYOOUURR
CCAASSEE  SSTTUUDDIIEESS

Kim will be remembered at Illinois by the
KIM B. ROTZOLL PROFESSORSHIP 

IN ADVERTISING ETHICS
To contribute send donations to:

Kim B. Rotzoll Professorship Fund
College of Communications
119 Gregory Hall
810 S. Wright St.
Urbana, IL 61801

The Advertising Division of AEJMC will be making a
$100 donation to the fund. In addition, the American
Academy of Advertising is planning to honor Kim
and will make that announcement at its annual
conference in March.
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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 2004
AEJMC Convention in August. The Advertising
Division provides several areas for submission. Please
choose the area below that best represents your research
topic and submit your paper to the appropriate chair.

RESEARCH
All research methodologies are appropriate for this
category. Each paper should be consistent with the style
and format found in leading publications such as
Journalism Quarterly or the Journal of Advertising. Your
paper should not exceed 30 papers — including all notes,
references, tables and figures. Send five copies to Jason
Chambers, 103 Gregory Hall, 810 South Wright St., Urbana, IL
61801. E-mail: jpchambe@uiuc.edu 

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 Hong Cheng, Bradley University, 1501 W.
Bradley Ave., Peoria, IL 61625.  E-mail: hxc1@bradley.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
Caryl Cooper, Advertising & Public Relations Department,
University of Alabama, Box 870172, Tuscaloosa, AL 35487.  
E-mail: cooper@arp.ua.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 Peggy Kreshel,
Department of Advertising, College of Journalism, University
of Georgia, Athens, GA 30602. E-mail: kreshel@arches.uga.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 Osei Appiah, Ohio State University,
3032 Derby Hall, Columbus, OH 43210. Tel: 614-292-6927. 
E-mail: appiah.2@osu.edu

ADVERTISING
DIVISION
CC AA LL LL   FF OO RR   PP AA PP EE RR SS   //   AA EE JJ MM CC TT OO RR OO NN TT OO   22 00 00 44
By Tom Robinson / Vice Head

1. All papers MUST be postmarked no later than
April 1, 2004. No exceptions. Be aware that mail is
sometimes delayed. To ensure that your paper arrives
in a timely manner, it is recommended that you send
your paper via a method that is traceable and efficient
(e.g., UPS, FedEx or USPS using priority or express
services). Electronic submissions or faxes will not be
accepted.

2. Send five (5) copies of your paper to the
appropriate session chair as noted in the descriptions
on page 4. Each copy should include a 75-word
abstract with the paper title at the top. Four of your
paper copies should in no way identify the author(s).
The fifth copy 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 enclose a self-addressed
stamped postcard with your paper.

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 Toronto 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.

All papers must be postmarked no later
than April 1, 2004.
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The Winter meeting was a huge success and I am
confident we are going to have a great conference in
August. We put 5 joint panels on the schedule that
cover a wide range of topics and interests. The panel
topics are as follows:

• The challenges communicating with different
cultures in and outside the U.S. Co-sponsored with
Civic Journalism

• Sparking creativity and other pointer from top
advertising professionals. Co-sponsored with Visual
Communication. (See David Fowler story on page 1 of
this issue of AdNews).

• Strategies for preparing students to find jobs in a

tight labor market. Co-sponsored with Internships and
Careers.

•  Sophisticated and aggressive marketing
techniques. Co-sponsored with Critical and Cultural
Studies. 

• Sex in advertising. Co-sponsored with Visual
communication (that should make it interesting).

• In addition, we also scheduled the co-sponsored
poster session with Critical and Cultural Studies and
Public Relations. Oh, and don’t forget about all of the
research sessions with competitive papers. As you can
see we are going to have a great time in Toronto. So,
plan now to attend the entire week!

AD DIVISION PANELS SET FOR TORONTO
Rookie professors rave. 
Tenured professors tout. 

Grad students gush. 

Year after year the Pre-
convention Teaching Workshop
receives well-deserved accolades as
one of the best parts of the
AEJMC convention. Tom Bowers
is working on another great line-up
for the 2004 Workshop. Here are
some highlights:
• Using the Internet across the
curriculum. How to use it, not as
distance learning, but to make
regular courses go more smoothly.
Tips for effective use of programs 

such as Blackboard and Angel. Use
of chat rooms or discussion boards.
Good and bad experiences.
Incorporating new media. There
will be handouts for the
uninitiated.
• New approaches to the
campaigns course. Looking at
campaigns beyond the student
competition. Unique ways of
running the course. How to get
good clients and use them well.
How to get for-profit clients to pay
without being responsible for the
final project. How much clients
should pay. How much control
clients have over grading. Again,
there will be materials to share.
• Special topics courses in the ad
curriculum. New and interesting
Special Topics classes that you’re
teaching. Share your syllabi.

• Open forum on advertising
issues.

A reprise of the successful open
session moderated by Tom Bowers
at the last Workshop. One question
already proposed:  How do you get
professors to teach well and do
research when normal teaching
loads are higher than for business
schools? If you have  other
questions, send them to Tom
Bowers at
<tom_bowers@unc.edu>

If you think you have something
to offer as a panelist for one of the
above topics, please contact Tom
Bowers ASAP. And if you haven’t
gone to a Teaching Workshop, take
the advice of grad student Coby
O’Brien (aka Mr. Yellow) from the
Fall 2003 issue of AdNews:  “Go
next year….  I will pilfer from the
speakers and their handouts for
years to come.”  

AA  TTEEAACCHHIINNGG
WWOORRKKSSHHOOPP

TTHHAATT  WWOORRKKSS

PPAAPPEERR  SSUUBBMMIISSSSIIOONN  • RRuulleess  aanndd  GGuuiiddeelliinneess::

By Tom Robinson / Vice Head



Back in the olden days (let’s say, the
70’s), advertising agencies had formal
training programs. If they found some
promising young turk, management
would enroll that person in a formal
training program. They’d start in the
mailroom, move from department to
department and then, six or eight
months later, they’d be a real, live ad
person.

Like dinosaurs and Phil Donahue’s
career, formal training programs are a
thing of the past.

The point is, these days advertising
is a lot like the NFL or NBA. Every
year come draft time you hear the
coach say the same thing, “What
we’re hoping for is a player who can
make a contribution right away.”
Which translates roughly to: we need
someone who can score some points
before I get canned. 

Despite everyone’s spoken desire
to grow their own talent or train
people in the agency’s incredibly
unique style, that doesn’t really
happen. At least, not in the traditional
way.

Let’s face it; advertising is a
business that feeds on its young. So if
you want to break into advertising, be
a tasty morsel. How? Depends on
what you want and what you got.

Remember, the interviewing
process is basically a talent show. If
you fancy yourself a creative person
you should know this already. Your
talent needs to be obvious to anyone
who looks through your portfolio. As
an account service or media person,
you need to demonstrate your talent
in the form of speaking the language 

or through relevant experience. This
is where an internship becomes
invaluable.

Trouble is, you won’t be the only
person with these wonderful skills.
Advertising, by nature is competitive.
We compete for accounts, compete
for assignments, compete for awards,
even compete for the really good
donuts. So be ready to battle it out.

Competing is one thing, but how
do you win? You have to find your
edge and play it up. Are you a brilliant
creative? Do you present well? Are
you funny? Do you have an
encyclopedic knowledge of celebrity
action figures? The key is to be able to
1) prove you’re capable of doing the
job and 2) be different enough to
stand out. When several talented
writers applied for an opening, we
hired the guy whose hobby was
traveling to places he wasn’t supposed
to go (East Germany, Cuba, etc.). We
figured he’d have crazier stories. 

Here’s one piece of time-honored,
threadbare advice: get in the door. It’s
time-honored because it works. So
what if you were hired in media even
though you want to be a producer. No
big deal. Even the largest ad agency
offices are technically medium-sized
businesses. And the big ad agency
networks wouldn’t even be a division
at IBM. Once you’re in, it’s pretty
easy to move. Cultivate the skills
you’ll need for your dream job, make
sure people know what you want to
do and recruit others to champion
your cause. Meet everyone, know
everyone, work like the devil.

Of course, there’s always graduate
school.
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TORONTO’S GOING TO 
BE SO COOL
By Sheri Broyles, Head/Ad Division 
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AEJMC is
heading north of the

border. Not only will the climes be
cooler than sizzling southern
destinations of recent con-
ventions, but the programming 
is going to be very cool, too.

Tom Robinson and I attended
the mid-winter meeting in Atlanta
in early December where the
infamous chip auction occurred.
That’s the mysterious system used
to set schedules, programming and
co-sponsorships for the convention
in August. The Advertising
Division has great times and a
superb line-up for you this year.

You’ll find more details in this
AdNews as well as in the spring
issue. But here are some of the
highlights:

The Ad Division kicks off the
convention a day early with our
always popular Pre-convention
Teaching Workshop on Tuesday,
August 3. The all-day workshop has
an impressive reputation and is
usually packed, so plan to register
early.

The official conference begins
on Wednesday and the Advertising
Division begins with a full slate of
four research sessions and two
panels. 

One panel looks at
overmarketing and overwhelming
consumers, and the other focuses
on helping students find jobs in a 
tight market. 

Thursday has research sessions
and a panel on sex in advertising.
The day ends with our Members’

Meeting followed by our social.
Friday might be called

“Professional Day” at AEJMC.
The day begins with a panel of
professionals from Ogilvy &
Mather in New York and Toronto.
See more about this panel
elsewhere in this issue.  Then in
the afternoon we’ll be going off-
site to J.Walter Thompson. More
details on that excursion in our
next issue of AdNews. The
convention ends on Saturday,
August 7, with two research
sessions.

We’ve packed a whole lot into
just a few days and given you lots
of choices. So mark you calendars
now for August 3 to 7 and come be
cool with us in Toronto.

GUEST EDITORIAL #2
This is the second in a series of articles for this year’s ADNews that will
explore some critical issues on the minds of professionals. 
The question we are asking is:  
“What do you, the professional, think are
some of the important core skills and
competencies advertising students
should have today and why.”

“START BY 
GETTING IN
THE DOOR.”

By Vinny Minchillo 
Creative Director for The Wolf Agency

in Dallas. Previously at Temerlin-McClain,
he has worked on such clients as Pilgrims
Pride, Subaru, American Airlines, and the

re-election of George W. Bush.

Wanna
pad your

vita?
We’re looking for
reviewers for all our
research sessions. Being
a reviewer is an
important service to the
Advertising Division
(and, yes, it can go on
your vita). It’s also a
good way to get involved
in the Ad Division. If you
want to be a moderator
or discussant, those
generally come from
paper reviewers.  

We have five different
areas for competitive
research papers:
research, special topics,
teaching, PF&R, and the
student competition.
Decide where you’ll be
submitting your own
paper, then choose a
different area in which
you’d like to review. Just
contact the paper chair
to be added to their list.

You’ll find paper chair
names and contact
numbers in the Call for
Papers on page 4 in this
issue of AdNews.

Rhetoric’s Three Musketeers
Pathos! Ethos! Logos! For emotion, guilt always works for

me: “Sign up just one new Ad Division member because it’s
the right thing to do.” I wondered about ethos, too: “Your
dissertation chair called to remind you to sign up a new Ad
Division member.” I also contemplated doing a little pathos
and ethos, but the result seemed like dirty pool: “Your mother
says to sign up a new member because it’s the right thing to do.”
For logos, I toyed with syllogisms until I confused myself.
(“Socrates was an ad man” and “All men are animals.”)

Psych!
Perhaps a little social psychology: Reciprocation usually

works, but sending everyone custom return address labels
just isn’t practical. I gave up on consistency because I always
end up sounding like a PBS drive: “Commit to signing up a
new member today—pick up the phone (our volunteer
operators are standing by).” Combining authority with liking
seems feasible: “Mary Alice Shaver, Tom Bowers, and Sheri
Broyles really want you to say yes to signing up a new
member.” Scarcity isn’t bad, either: “Time is running out on
the chance to win cash for the Ad Division in the AEJMC

member drive so recruit a doc student right now.” Peer
pressure, however, remains my personal favorite: “All your
friends are signing up their grad students and new faculty
colleagues.”

Say the Magic Word
Speaking of psych, remember the story about Leo Burnett

getting hold of the Yale Psychology Department’s list of the
12 most persuasive words? (I still don’t get how “free” didn’t
rank.) Legend has it Burnett’s copy crew made a game
writing sentences using as many of the words as possible.
Bingo. “The Ad Division’s discovery of an AEJMC member
drive offering money to the winning division means it’s safe
and easy to enjoy the proven results of saving the membership
chair’s health if you sign up a new Ad Division member, and
she will love you for it—uh—oh yeah—guaranteed.” Not my
best work.

I’m Repeating Myself
As a last resort, there’s always old-fashioned frequency so

repeat after me, “I will sign up a new member. I will sign up a
new member. I will sign up a new member.” I can’t hear you.
You want me to beg? Please sign up a new member. Pleeease! 

By Kim
Golombisky
Membership

I’ll be honest. As your membership chair, I’m struggling with how to persuade you to recruit new Ad
Division members for the current AEJMC membership contest. So let’s test-drive a few appeals:

Recruit a New Member Today…Our Volunteers are Standing By



Winter 2004

c/o Univ. of Nebraska-Lincoln
College of Journalism & Mass Communications
340 Andersen Hall 
Lincoln, NE  68588-0449

Non-Profit
US Postage
P A I D
Permit  46
Lincoln,  NE

A little history
The current Toronto site was originally called “York” in
honor of the Duke of York. In 1793, the location
consisted of a military garrison and a small settlement.  It
became Toronto in 1834. Growth was fueled by massive
waves of immigration and the opening of the St.
Lawrence Seaway. Currently, Toronto is home to 2.3
million people in the greater metropolitan area, the
largest Italian population outside of Italy, the starting
point of the world’s longest street (1,178 miles), and more
than 10,000 food businesses of one sort or another. 

A little geography
Toronto is located on Lake Ontario and is further south
than Minneapolis or Burlington, VT. Nearly 60% of the
entire U.S. population lives within a 90-minute flight of
Toronto. The Sheraton Centre is located right in the
thick of things with easy access to lots of sites and public
transportation. 

A little culture
There are four live theatre districts in Toronto; each
provides a unique flavor - from fringe to Broadway 

blockbuster. Similar to London’s Leicester Square or New
York’s Times Square, half price tickets are offered daily.  

Toronto is also one of the most culturally diverse
cities in the world. You can explore three different China
Towns, Little Italy, Greektown or the Gay Village among
others. 

A little fun 
I will personally purchase a beverage of your choice (as
long as it doesn’t cost more than $10) at the social
following the Ad Division Members Meeting to the first
Ad Division Member who emails me the correct answer
to the question below. The division executive committee
is banned from participating and you must be at the
conference to collect.

What Toronto location features a visual
representation of Pi (you know, 3.1415...)?  

You can find me at kendra.gale@colorado.edu. And
don’t forget to check out the cover of the January
AEJMC News or the last edition of AdNews for a recap of
the documents you need to get in and out of Canada. 

TORONTOTrivia By Kendra Gale / Secretary

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

The word “Toronto” is a Huron word for “meeting place” – and  what a place to meet for a few days in early August! 


