Advertising Division Program 2006

PRE-CONVENTION BDTUESDAY, AUGUST 1

8:00am B5:00 pm
Advertising Division Teaching Workshop

Moderating / Presiding: Sheri Broyles, North Texas; Peggy Kreshel, Georgia; Jan Slater,
Ohio

Part I:

Industry Immersion: A Look Inside Advertising from Agency Professionals
Moderating/ Presiding: Sheri Broyles, North Texas, and Jan Slater, Ohio
Panelists: name, affiliation

Part II:

The Case for the Case Study: Clues to Solving the Mystery An Interactive Session
--Kendra Gale, Colorado

--Peggy Kreshel, Georgia

Part III:

Pesky Predicaments and Solutions: How am I Going to Fit That into My
Already Full Class?

--Denise DeLorme

--Mary Alice Shaver, Central Florida

Restricted to pre-paid registrants.

OPENING DAY BDWEDNESDAY, AUGUST 2

10:00amto 11:30 am
High Dengty Research Session

Modeating/Presiding: Deborah Morrison, Oregon Eugene

7-Up: The Strategic Story of the Uncola Campagn
--William Barre and Karl Idsvoog, Kent State University

More Than Meets the Eye: Investigating the Hidden Impact of Brand Placementsin Television
Magazines
--Joerg Matthes, Christian Schemer, and Werner Wirth, University of Zurich

Publication Produdivity and Topic Trendsin Advertising Research: 1996through2005
--Jongsuk Choi, Hygin Yoon, HanaKim, and JooyoungKim, University of Georgia



Appeas and Culturd Symbdsin Chinese TV Commercids
--Feng Shen, University of Florida

Advertising Appedsin the Globd Men® Magazine: A Cross-Cultural Comparison
--Hong Ji, The Pew Research Center

Cultural Vauesin Interng Advertising: A Longtudind Study of theBanna Adsof the Top 100
U.S. Web Sites
--Lin Zhuang, Louisana State University, Xigen Li, Southern Illinois University Carbondae

Advertising StudentsOAttitudes about Advertising: A Nationwide Survey of Generation Y
--Jami Fullerton, Oklahoma State University, Alice Kendrick, Southern Methodist University,
Connie Frazier, American Advertising Federation

The Pursuit of Self-Regulatory Gods: How Counerfactud Thinking Influences Advertising
Persuasiveness,
--Xiaoli Nan, University of Wiscongn-Madison

Humor in Advertising and Audience Offense: An Exploratory Study
--Fred K. Beard, University of Oklahoma

Celebrity Endorsement in Cross-Cultural Advertising
--Jenny Kriensand Weigin Zhao, University of Nebraska-Lincoln

1:30pm to 3:00 pm
Refereed Paper Session )
PF& R Session: QRace and Regulation in AdvertisngO

Modeating/Presding: Frauke Hachtmann, University of Nebraska-Lincoln

QVhos Advertising is This? Examining the Social Communication in Television Advertising
for the General and African American AudiencesO
--Karie Hollerbach, Southeast Missourn State University

Asian American Females: Thell nfluences of Life-stage on Ethnic Media Use and Other
Important Advertising VariablesO
--Mariko Morimoto, University of Georgia and Carrie La Ferle, Michigan State University

Orruly Toffee and Raisin Hell: A Textud Andysis of Lipstick NamesO
--Debra Merskin, University of Oregon

CCallsfor a Temparary Ban on Direct-to-Consumer Advertising of News Prescription Drugs
Would Such Regulation Violate Freedomof Speech?0
--Terri AnnBailey, University of North Carolinaat Chgpd Hill



Discussant: Bobbi Kay Hoope, Oklahoma State University

3:15pmto 4:45pm
Mini-plenay BDResearch Pand Session
Co-sponsred Pand: Public Relations Advertising and History Divisions

Orhe History of the Concept of Relationship in Public Relationsand Advertising With Its
Evolutionin theField of Health ManagementO

Modeating/Presding: Osel Appiah, Ohio State

Pandists:

--Kurt Wise, DePaul
--Althenade Pre, West Florida
--JohnLedinghan, Capital
--Cynthia Frisby, Missour

5:00pm to 6:30pm
High Dengty Research Session

Modeating/Presiding: Glen Griffin, Southe'n Methodist

Attention, Attitudeand Experience as Predictors of Advertising Avoidance Behaviors Among
Five Different Media
--Jensen Moore, University of Missouri-Columbia

Promoting Televison: Synegy Effects on Cross M edia Promotion
--Tang Tang, Ohio University

TheJoint Produdion of Advertising and Film: Brand Placement in Korean Films
--Jongsuk Cha and Yongjun Sung, University of Georgia

Effectiveness of Produd Placements in Video Games. Game Players Perception
andVirtud Redlity Experience
--WondhunShin, Ygin Hong and Y uening Jang, University of Minnesota

TheRight Stuff: Brand Names and Logos on Clothing, Equipment and in Venues at
the 2006 Olympics
--Lois Bauman, Brigham Yourg University

Are You Ready for SomeE Sex, Violence and Gender Stereotypes? A Content
Andysis of Monday Night Football Commercids and Programming Promotions
--Jod Massey, Lousiana State University



A Chan-Reaction View of Word-of-Mouth Communication: Effects of Perceived
Group Norms on College Students Word-of-Mouth Communication Regarding the
Issue of Choosng a Spring Break Destination

--Jin Seong Park and Kenneth Kim, University of Florida

Consumer Responsesto Visud Hyperbolesin Print Advertising
--Mark A. Callister, Brighan Youngand Lesa A. Stern, Southern Illinois-Edwardsville

Videogsylein Presidentiad Campagns2000& 2004 An Informational Versus Transformationd

Approach
--Feng Shen and Kenneth Kim, University of Florida

DAY TWO BDTHURSDAY, AUGUST 3

8:15amto 9:45am
Refereed Paper Poger Research Session:
Joint Poger Session

GROUP 1 BDOrhelmpact of Culture on Advertisng®

Direct Mail Advertising to Hispanics: The Influence of Acculturationon AttitudeToward the Ad
--Kennegh Wilson Graham, Oklahoma State University *** Best Student Paper Award

Effects of Culture-Congmuent Visuds on Affect, Perception and Purchase Intention
--Shuhuazhou, Yinjiao Ye, and Jie Xu, University of Alabama

Hispanic TV Advertising, Where did All the Mariachis Go?
--Maria-Gracialnglesss, Felipe Korzenny, and Holly McGavodk, Florida State University

Do They See Wha We See? A Cross-Cultural Andysis of Advertising Visuds
--KatherineT. Frith and Kavita Karan, Nanyang Technological University

Discussant: Kwangm Ko Kim, Towson University

GROUP 2 B@Projecting Heath and WellnessO

Senior Citizenson Interpersond, Advetising, and Other Mediated Sources of Ry Drug
Information

--Denise E. DeLorme, University of Centra Florida, Jisu Huh, University of Minnesota, Leonad
N. Reid, University of Georgia

Direct to Conumer Advertising: Enhandng Patient-Provider Communication and Health
Literacy



--Paula Rausch and Debbie Treise, University of Florida

Generating Congruence: How Repeated Spon®rship Messages Enhance Evaluaionsof
Incongruent Sponrs
--Frank E. Dardis, Penng/lvania State University

DTC Advetising and the Perceived Sodal Reality of Depression: The Potential Effects of DTC
Advertising for Antidepressant Brandson College Students Perceptionsof the Prevalence and
Lifetime Risk of Depression

--Jin SeongPark, University of Florida

Discussant: Tien-TsungLee, University of Kansas

GROUP 3 D(Research Modds for the MillineumO

Krugmean Revisited: Brain Wave Measures of Media Involvement for Print and Television
--Jod Geske and Saraswathi Bellur, lowa State University

Peneration of Brand Pre-evaluaion on Hierarchy of Advertising Effect: A Structural Equaion
Modding Andysis
--Y anjun Zhao, Southern lllinois University Carbondde

The Development of a Popular Culture Identification Scale: A New Way to Investigate
ConsumersOAttitudes

--William Hoon Western Illinois University, Jyotika Ramaprasad, Southern Illinois University
Carbondae

Creative Strategiesin Vira Advertising: An Application of Taylor® Six-segment Message
Strategy Whedl
--Guy J Golan, FloridalInternaiond and Lior Zaidner, Jetix

Discussant: Padmini Patwardhan, Winthrop University

GROUP 4 D\ dvertising, Persuasion, and PoliticsO

BlueAds Red Ads Are ConnectionsBeing Madein the Political Blogophee?
--LauraF. Brightand Gracieli Scremin, University of Texas at Audin

Political Advertising, Political Cynicism and Affect: A Mediation Modd Account
--Changmin Yan and Carrie Sipes, Penng/lvania State University

Mediated by TV Campagn News:. Indirect Effects of Political Commercials on Voters Political
Knowledge
--Jason Jusheng Y u, University of North CarolinaChgpd Hill

Political Advertising Vaence and Candidae Respons Strategy



--Changmin Yan, Carrie Sipes and Pat Farabaugh, Penngylvania State University
Discussant: Courtney Bosworth, Radford University

GROUP 5 D(redlingthem Our Corparate StoryO

Untangling Knots: An Alternative Approach to Hybrid Corporate Speech
--Youngpu Sohn, University of Georgia

Building Trug and L oydty throughCorporate Soca Responsbility Advertising:
The Effects of Trangparency and Intent,
--Janas Sindair and Karen Mishra, University of North Carolinaat Chagpd Hill

Cross-Cultural Comparisonsof U.S. and Chinese Corporate Webstes
--Jie Zhang, Wan-Hsiu SunnyTsai, and Wei-Na Lee, University of Texas at Augin

The Different Effects of Involvement Types and Advertising Message Strategies on
Produd and Corporate Advertisements

--SoraKim and Yoon-Joo Lee, University of Tennessee

Discussant: Sloane Signd, Howard University

GROUP 6 D (Rethinking Advertisingin Mobile and Online CommunitiesO

Mobile Media Use and Its Impact on Consumer Attitudes Toward Mobile Advertising
--JongWbo Jun and SangMi Lee, University of Florida

A Cross-cultural Study of YoungAmerican and Taiwanese Consumers' Intentionsto Opt-in to
SMS Advertising
--Alexanda Muk, University of Wisconsn-Whitewater

Mobile Narratives & Mobile Citizens Wha Cell PhoneAds Say aboutthe Mobile World
--Jonghan JM. Lillie, Hawaii-Manoa

Blog AdsRevisited: A Follow-Up Andysis of Advertising on Weblogs
--Daniel M. Haygoodand Amandal. Miller, University of Tennessee, Cassandra Imfeld,
SunTrug Bank

Reconaeptudization of Advertising Clutter in the Online Environment
--Louisa Ha and Kim McCann, Bowling Green State University

Discussant: Susan Chang, University of Miami

11:145amto 1:15pm
Co-spon®red Pand: Magazine Media Ethics and Advertising Divisions



PF& R Pand Session: QProdud Placement: Goodor Evil?0
Modeating: Barbara S. Reed, Rutgers

Pandidts:

Ed Wasserman, Washington and Lee

Roy Harris, American Sodety of Busness Press Editors, CFO Magazine
Frank Zazza, ITVX

Patric M. Verrone Writers Guild of America, West

1:30pm to 3:00 pm
Scholar-to-Scholar Research Session

GROUP 1 DXKidvertisingd

Wha(@ Eating CARU AboutKids Food Advertisng?An Exploratory Andysis of Recent CARU
Food Advertiser Cases
--Mariea GrubbsHoy and Margaret Morrison, University of Tennessee

Learning AboutLogos Jamaican Children and Brand Advertising
--Anthea Eddere-Hendason, University of theWest Indies

OneGod, Three Voices: Content Andysis and Audience Evaluation of Antismoking
Advertisementsin Youth Magazines
--Hye-Jin Paek, University of Georgia

Advertising and Promotionsin Children® Programs in the New Millennium
--Nancy A. Jennings University of Cinanndi

Discussant: Amy Struthers, University of Nebraska-Lincoln

GROUP 2 DBecaus a Celebrity Told Meto Buy It: Fame, Bdievability and Advertising®

Effects of Third-Party Endasements on Information Strength and Purchase Intent: Information
Relevancy vs. Produda Communication Form

--Alex Wang, University of Connecticut-Stamford, Carolyn A. Lin, University of Conneticut-
Storrs

Of Her Name IsonIt, SheMusg Be FamousOThelmpact of Naming the Spokesperson on
AttitudeToward the Ad B
--Kartik Pashupdi, Southern Methodist University, Pushkda Raman, Texas Woman@ University

AttitudeCertainty and Resistance to Persuasion: Investigaing the Impact of Source
Trugworthinessin Advertising
--Jennifer Lemanski and Hyung-Seok Lee, University of Florida



Western Women in the Chinese Edition of Cosmopolitan Magazine A Preliminary Compaison
of Western and Asian Moddsin Advertising to aMiddle-Class Chinese Audience

--JohnC. Schwelitzer, Bradley University

Discussant: Xiaoli Nan, University of Wiscongn-Madison

GROUP 3 DOhelL atest in Advetising: Views from the Indugry and the ClassroomO

Direct-to-Consumer Advertising: Agency Perspectives
--Jm Avery, University of Oklahoma

An Andysis of Career Aspirationsof 1,200U.S. Advertising Students
--Jami Fullerton, Oklahoma State University, Alice Kendrick, Southern Methodist University
and Connie Frazier, American Advertising Federation

Why Not Qhe Best?Q Women Scarce When Adweek Ranksthe Best Creative
--Karen L. Mdlia, University of South Carolina

How to Improve Critical Thinking Skillsin the Media Strategy Course Using Online Peer
Collaborative Learning: A Mixed MethodsApproach
--Frauke Hachtmann, University of Nebraska-Linooln

Discussant: Jay Newell, lowa State University

5:00pm to 6:30pm
Refereed Paper Research Session )
@Building Brandsin the New Media WorldO

Modeator: Beth Barnes, University of Kentucky

Implicit Memory as a Complementary Measure of Brand Placement Effectivenessin Video
Games
--Federico de Gregorio, University of Alabama

Brought to You by...: Thelmpact of Televison Billboadson Advertising Effectivenessin Sports
Broadcasts
--Yongick Jeongand Joe Bob Hester, University of North Carolinaat Chgpd Hill

Does QPassing the CourvoisierOAlways Pay Off? Pogtive and Negaive Evaluative
Condiioning Effects of Brand Placementsin Rap Videos
--Christian Schemer, Joerg Matthes, Werner Wirth, and Samud Textor, University of Zurich

Popular Music Placement in Prime-time Television Commercials
--David Allan, Saint Josgph®@

Discussant: SandraH. Utt, University of Memphis



6:45pmto 8:15pm N
Bugness Session: Advertising Divison MembersOMeeting

Modeating/Presding: Caryl Coope, Alabama

8:30pm to 10:00 pm

Advertising Division Sodal

Location: TheFirehouse (the former home of Howard Gossage@® agency, 451 Pacific Street, San
Frandsco, 94133(currently the offices of Grant, Scott & Hurley). TheFirehous isashort cab
rideor 15-minute walk fromthehotel.

Hoging: Jason Chambes, Illinois

DAY THREE BDFRIDAY, AUGUST 4

7:00amto 8:00am
Incoming Executive Committee Meeting

Modeating/Presding: Jason Chambers, Illinois
Location: TBA

8:15amto 9:45am
Co-spon®red Pand: Gay, Lesbian, Bisexud, Tranggende Interest Group and Advertising
Division

PF&R Pand Session: @ Want My Gay TVO
Modeating/Presiding: Amy Falkner, Syracuse

Pandists:

--Karen Flischd, vice president, generad manager HERE TV, New York, NY

--Eleanor Overton, vice president, general manager, LOGO, New York, NY

--Seryl Feldinger, senior vice presdent, BRAV O Cable Entertainment Sales Research, New
York, NY

--Stephen Murray, marketing director, The Advocate LPI Media Corporate, New York, NY
--Scott Withespoon,Q Televison Network

1:30pm to 3:00 pm
Advertising Division Offsite Tour. DDB San Francisco

Modeating/Presding: Caryl Coope, Alabama



Members of the Advertising Division will learn about the creative and integrative marketing
strategies that DDB San Frandsco uses for clients such as Amor All, Banqué, Britaand Clorox.
The DDB proswill share ther indghts on direct respong, interactive event/trade marketing and
sales promotions Those wishing to join usfor this event should meet at the Marriott San
Frandsco® condergedesk by 1:10 pm.

DAY FOUR BSATURDAY, AUGUST 5

10:00amto 11:30am .
Refereed Papear Research Session: GGende, Beauty, and Consumer ConcernsO

Modeator: Kevin Keenan, American University in Cairo

Effects of GGendea Role OrientationOon Perceived Role Offendvenessin Advertising: A Cross-
cultural Study of Koreaand U.S.

--Daechun An, University of North Texas, Sang Hoon Kim, Inha University, Girl Jin Chung,
KyungBuk Nationd University

|s Beauty a Joy Forever? Y oungWomen@® Emotiona Responses to Varying Types of Beautiful
Advetising Modds, ***T OP RESEARCH PAPER AWARD

--J. Robyn Goodnan, Jon Morris, and John Sutherland, University of Florida

Gende, Humor and Sexud Appedsin Advertising

--Fel Xue University of Southern Mississippi, Tom Reichert, University of Georgia, Ignaius
Fosu, University of Arkansas

Real Women on Real Beauty: Perceptionsof Attractiveness and Thinnessin Doves Campagn
for Real Beauty

--Kimberly L. Bissell and Amy Rask, University of Alabama, Ron Leone Stonehill College
Discussant: Janas Sindair, University of North Carolinaat Chgpd Hill

1:30pm to 3:00 pm

Co-sponsred Pand: Visud Communication and Advertising Divisions

Research/PF& R Pand Session: Oralkingto the Avatar: News and Advertising in the World of
Video GamingO

Modeating/Presiding: Larry Dailey, Nevada, Reno

Teaching Game Designin a J-School
--Larry Dailey, Nevada Reno

10



Advertising Produd Placement in Games
--Susan Chang, Miami

Technology® Impact on Content
--James Ivory, Virginia Technology

Use of Game Artifactsin Non-game Contexts, Such as Documentaries
--Larry Pryor, Southen California

3:15pmto 4:45pm
Co-sponsred Pand: Public Relationsand Advertising Divisions

Teaching Pand Session: Orhe New Communications AgencyO
Modeating/Presding: Ed Russell, Syracuse

Pandists:

--Mike Shine, Partner, Butler, Shine, Stern & Partners, San Frandsco, CA
--Jeff Hicks, CEO, Crispin Porter Boguky, Miami, FL

--Dan Weiden, Weiden & Kennely, Portland, OR

--Jeff Goodby, CEO, Goodby, Silverstein & Partne's, San Frandsco, CA
--Johannes Kastner, CEO, Kastner & Partner's Worldwide, LosAngdes, CA
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