-

'DOCUMENT RESUME .
ED 248 503 ‘ CS 208 302
AUTHOR Schamber, Linda ‘ !
TITLE The Professor as Intern: Approaches to Teaching
' Advertising Creativity, ’ '
PUB DATE Aug 84 : .
* NOTE 12p.; Paper presentegf at the Annual' Meeting of the

: Assoclation for Education in_Joqrnglism and Mass
Communication (67th, Gainesville, FL, August 5-8,

1984),
PUB TYPE Viewpoints (120) -~ Speeches/Conference Papers (150)
) .~— Reports - Descriptive (141)
EDRS PRICE MF01/PC01 Plus Postage. .
DESCRIPTORS *Advertising; *College Faculty; Course Content:

*Curriculum Development; Education Work Relationship;

Higher Education; *Internship Programs; Job Skills;

*School Business Relationship; *Skill Development
IDENTIFIERS *Advertising Industry . :

ABSTRACT .

: Drawing upon the experiences of a participant in the
Visiting Professor Program sponsored by the Advertising Education
Foundation of the American Advertising Federation and the American

. Academy of Advertising, this paper discusses the advantages such

prograi's can have for both the host company and the participant. The
first section of the paper describes the Visiting Professor Program,

a summer program that place3 professors in advertising agencies for 8
weeks, and the experiences of one of the participants during a summer
with the Ogilvy and Mather agency. Thg second saction examines how '
the program has benefitted both host and participant, while the third
presents impressions of the experiences. The fourth section offers

teaching ideas for the advertising course drawn from the program, and - .

the fifth presents ideas for improving the advertising curriculum,
The sikth section discusses the roles of the visiting professor, .
specifically those of diplomat, represertative, and network builder.
The concluding section offers suggestions for develqping and

promoting the internship concept. (FL) . .

LY .
L .

A v . .
***************************t*******************************************

* from the original document. ' . *
******************************p*********w******************************

K ¢

- o ' é)

* Reproductions.gupplied by EDRS are the best that can be made *.

o




FD24850.3

.

= .

. . N U.S. DEPARTMENT OF EDUCATION -
- ¢ NATICNAL INSTITUTE_OF EDUCATION
. EDUCATIONAL RESOURCES INFORMATION

' T : CENTER (ERIC)
. . This docudhent has been reproduced as

ecarved from the person or organuzation

. ongnating 1t

<. ‘ : Minor changes have been made to improve
. reproduction quality

/ o Points of view or apirions stated in this docu “
ment do not necessanly represent offical NIE )
[ position of pohcy. - Q
, , .
4
- .
e
o
’ . ‘~ e
.
¢ ~
H
[4
4 , t
~, d C ,

- ’
THE PROFESSOR A8 INTERNI
RPpRDRCHES TD -TEARCHING ADVERTISING CREARTIVITY

v " By LINDA SCHAMBER
~ Assistant Professor
8. 1. Newpouse School of Public Communications
o , ~ 8yracuse University
’ . ' Syracuse, -NY 13210

. y "PERMISSION TO REPRODUCE THIS
. ', MATERIAL HAS BEEN GRANTED BY

o Linda Schamber -

‘ o~
TO THE EDUCATIONAL RESOURCES
INFORMATION CENTER (ERIC)." ¢

-

*

-

Association for Education in journaliam and -Mass Communications

% Advertisirg Divismion
1984 ’

-

-



xNTRooucrxon'

T >
. +

Mugﬁ discussion in advertising education concerns the qua11t§ '
. h ¥ o . i.
and quantity of contact between academic qugprof.ssiondl worlds.

’

.Most of our afforts sntail bringing profassionals into the class-

~ R

room to spaak-or .teach, and sending students into the prof.ssiondl
. . ¢ W ’ ¢

* A
. arena as.intprns.—Rn~a1t¢rnat4v0~$s_to_fipd_tho professor into .

the workplace as intern, ihus-.qundinglth. experience 'of -the

educator who is sager and able to pass it on to a maximum number’ /

'of‘ltudontsh This qﬁbréach is cspcciaily beneficial to younger

A } L]

~ professors or those with less professional media experience.

Thc'advcétisinn industry has an organized iﬁt.rnlhip program ¢
of Just thissnature. This paper describes ﬁhg program from the -

writer's personal experience as a: participant. It shares 1d¢a€ |

for teaching and for curriculum.pnsinn, and suggests development ' .
N . . ‘ » 1
of the internship concept, to serv ther communications areas. ‘

THE VISITING PROFESSOR. PROGRAM

. . - » R e ' "l
The Visiting Professor Program is sponsored'by the Adver- : <

.-

. . ‘éising’Education Foundation;of'th. American Advertising Fdderaj
¥ . :

L}

tion and the American Academy of Advertiking, It places profes-
- merica r !

~ ) sors in advertising agencies or corporate adv.ﬁfising divisioris, ‘

L v - .

in-dopaftmcnts of tnheir choice, fbhloiphi u.qks ip the summer.
Most of the ;ssignmcntsQQrclto top agencies in New York City. An
apartqcnt and living'oxppnsns are provi&od by the agency.
“Barton A. Cummings of Compton’ Advartising, lnc.&ornanizod thé
prégram in 1960 and is its primi;y cpordinator. Sevontymthéce
pgofcssoés have participated, from three in 1981 to 23 ih 1984.
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My experience in profelsional'advcrtikinn was narrower than
. N - " e - '

that of sone applicants, but my familiarity with public communica-
C > :

‘tions in general w;s.probably broader. Over the past 15 years 1!

¢ } . . '..‘
have porked as an advertising and public r.lationl design consul-

tant, a nculpapnr'deparémoqy editor, and a fhon—lance writer and

photogvapher. I have ﬁguuhf graphic arts, writing and principles

courl;p for f1§é yoar‘: > .

‘,&'ual,assinnod to'Dgilvyﬂ&mnathnn;_lnntlwgngwQf_ingﬁugﬁgdU!

1

four_l.rncié agencies, in summer 1933.'I was the first of O&M's

‘Visiting Professors to request the cr.atiQQ area. The agercy's

- ‘® . - [

executive Qicé-prosidont croativo,‘quman‘Borry,.placod me for my

4

first three weeks £n~acc6unt*nananomint so that I could sample

L]

the business end of advertising, b¢f$r¢ wmoving me to cr.ativg..

A}

?b, management account wis-Publishers’ Clearing House, just
b.fdbo its enormous June flinht of TV ‘commercials promoting %QF,'
su..pstak;i. It was'a very Suly'QQriod durinn_which 1 ittondod
‘location. shoots, studio.oditinq ?ossiqni and cliont prosok;a- ) -

tions.,Ono.o?‘my duties was  to de network rotation ICthulﬂl,;'

.assigning as many as four o a dozen available commercials to

¢ ) . v

N LN L 1

wach daytims soap opera. : : - ’ - .

~

On the cr.attvi‘siqo, 1 spent day;‘to weeks sitting with

|
\
|
\
. 4 v 1 N s l
creative teams on each of several adcounts, including Maxwell .
N . 'y‘ [ R {
House Coffee and several Lever Brothers products. I was involved

]
in concaptual brain-storming, strﬁtogy planning, production
sessions and presentations of television and_print ads. On one ) "
h.u product account, I studied laboratOryjand market ing rosearpﬁ' ’

g/

ronqrts, made some lkﬂtéhqs. and came Jp with'a visuai concept
that resulted in a.stéryboard:

[

: 4 L
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My experience in profclsional advortisinn wWas narrower than
\ .

that of some applicants, but my familiarity with public communica-

v

'tionl in q.neral ual probably broadnr. Dvor the palt 15 - years 1

v havo porked as an adv.rtis;nn and public r.lationl design consul—

A\

tant, a newspaper departmoqy editor, and a fhoo—lance uritor and-
photographer. 1 have tgunht graphic arts, writing and principles
cours;s for fiQi year‘. o .

I was assinnod to Dgilvy & Mathlr;_lnnLymonc of the, uorld’

A
four.largclt ageEncies, in summ.r 1933.'1 was the farlt of O&M's

'visitinn Préf.ﬁsors to rnqucstﬁtho croatiQQ area. The agency's

executive Qicd-prclidont cr.ativ.,‘thman‘Borry,.placld me for my

4

first three w;eks £n~acc6unt*maﬁanenént so‘thgi 1 Eould sample
the business end of advertising, bnférc moving me to cr.ativg;i
: .fbg management account wis-Publtshnrs‘Clo;rinn House, Just
before its enormous June flight of TV ‘commercials promoting its

Iuﬂlpltlk;I. It was'a very buly'qoriod durinn.which ) § Sttondcd

‘locat ion. shoots, studio oditinq sessions and client presenta- -

-

tions.,Onc.of‘my duties was to do network rotation schedules,

,apligning as many as four of a dozen ;Qail;blq,commorcials to

) ¢ \

. ) - L \
each daytims soap opera. ' - ’ . .

~

On the creative side, 1 spent days to weeks sitting with

.
L4 * d

creative teams on sach of several naéountl, including Maxwell
¢ N ]

Houso Coffee and several Lever Brothcrl products. I was involved

]
in conceptual brain-storming, strﬁt.ny planning, production

new product account, I studied laboratoryjand market ing r.searcﬁ'

reports, made some sketches, and came Jp with 'a visual concept
. - q . .

that resulted in a storyboard.:

- \ 4

RS

sessions and presentations of television, and print ads. On one ) -
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\ Disorientation is natural to any niw'ﬁq’ition; but mine was

- . /
compoundad: by having two offices in eight weeks, and having mail,

tolyph;né calls and even prohse_rnimbu#somopts delaxgd or lost

in an enormous agency. ‘My. itin?rary as'Viqifing Professor had

been outlined in a four;panQ 1cttdr. bﬁt'my dﬁ?ins.‘if any, weras
. nebulous. Once lﬁonnaa:d the help of 'a couple of gBod"ecre;;

taries, 1 was able to take charge of my schedule, The .more asser X

tive 1 got, the more 1 loarnéd. o |

v

1 asked a lot of questions in a lot of pluces. When I left

* Ogilvy & Mather, I had talked to more than 60 people in allv v
. ‘ L
positions, from Ken Roman, the president, to the front-door
security guards. I‘q?s improsiud by the complexity'of daily

operations, the many people involved in making decisions, the

*

large proportion of women in management positions and the number

of employees who toach, both inside and outside the agency.

1 discovorod ono vory sensitive aroal proprietary informa-

}t!on. N.rvousnoss .bout confidential matters appears to nrow in
’ []
’ direct proportion to the lixo ard newness of an account -- and in

an agency of Ogilvy's bizo, the stakes »un in tg: millions of .
! \
dollnrs. Dccasibnally I was frultratpd when diﬁfnr.nt people gavc

me conflicting directions ‘on what informition was confidential.

'TEACHING IDEARS FOR caehrive COURSES

The ideas were ov‘ryuhorc, many of them in the OOM's own .

training prour‘ms and literature. Dav!d Opgilvy's and Kon Roman's
books are of course very ﬁopulpr in classroomsr However, 1 was; .
sur&éis.d at the confpicﬁtiéusndsl with which employees quot’d“

;nd applied Ogilvy’s philosophies. This tcndoncyé plus my obser-- .

vations of creative pmople at work, b?;h confirmed and clarified
ERIC , , S | .




., ® Students should work tdni%ﬁnr in copy‘urigor/art director

P

»

the best of creative teaching tochniquos%\ -

.

) !
Creativity in advertising is, first, a team effort, from

ltratndy through. production. We too often ask students to work

‘

1ndividqaily. following a traditional pattern of lecture-assign-

1] » .

collect-grade-return. In advertising, this can be both unrealistic
and unstimulating. It is also easier to make up assignments than

to seek ocut real clients, when real cases inspire a much higbnr’

dogrcc'of motivation and participation, as woll\.s anhance the

Viphtd%i&n'ofﬁthﬁfichool'hnd”itsmitudonts{*Tﬁusi“”’

teams, sitting in circles instead of rows of chairs. They

should.tako turns at playing various roles, and at criticizing

.@ach others' work. )

¢

. - o N
® As individuals and as team members, students should be allowed
the time and freedom to explore and develop their creative
brain-storming skills, styles and judgment.

e Because conceptualization is a team effort, copy writers and.

art Wirectors both ?UIt q.velop verbal ;nd visualization skills.

e The student who learns only to write for television is missing
) ~

a vital dimengsion. Junior copy writers customarily write for

w

print beforas movihn into television:

® The creative person sﬁould be able to write campfinn stra%:sies-

as well as follow them. .

'
¢ L]

e Studont; must 5. &ble to express themselves clearly for Qvery~ -

occasion, but especially for client presentations, which they

£

should make in front of real clients. They should learn to deal

r

- . . 3 \
with sudden changes in strategy, and with rejection of their

ideas, both by pwers and clients.




The linnlo mott significant r.quolt prrollnd by the pooplo
at anlvy & Mather was, "Teach them how to think." Coﬁtainly

that's the todbhost challenge for any(kind of Qducation, and Jt

should be a function of the liberal arts curriculum as well as

[

" . ' R . \’\ * v ‘.
v . ' . .
« the professional major. But in terms of anouraginq them to think
|

\ ‘ .
i like ithrttling professionals, the teaching approaches listed
' ' . '

\’ are, at least, realistic. .
B . ]

N\

This supmer I am incorporating these ideas in a graphic arts '

production course iﬁ which students will team up to plan‘and

design a real advertising campaipn for presentation to a client.
~ Before we ltaét on this project, ‘1 will be makinﬁ practice assign-

u.nts_ba;od on my'an-ncy notes on strategy and campaign develop-~
~

| ment, product testing, storybqards and client presentations.

These assignments are designed tc be rcfovant, challenging and

Y

. . fun. Overall, ‘I have rosoﬂﬂqd to spéonfeed my students less and

make them dig more for their creative concepts.
‘ . » . 14

Notes are one reward of thé internship. Another is teaching

.

natgnjhlil examples of nood'copy-wniting, dnsigﬁ and typonraphy.\‘
I requested and got dozens of print ads, an apency reel, a tqu

font nonativé from a photocompositor, a set of color progs, and

®
-

some sketches. I took my 35mm camera to location shoots and

'éditgnn sthd;os to shoodt sli&os fbr classes.

o b

o ' QDVERTIBING CURRICULUM IDERB

-

4
. ‘'

INTEGRATE STUDENTS WITH DIFFERﬁﬂT MAJORS: In order to d.v.lop
an undor’tandinn of tho complcx, dynamic buyinoss of adyortising,
students should explore and play ﬁqny'rolos. For the brdfossor,".
this means making the extra effort to include art directors in

copy weiting courios; creative students in media cpurses, and so

8




L

forth.” Students should trade roles in various projects,. regard-

) -~ -

leas of their majors. Although 1 was told th;t prospective junior
employeses should apply'to specific departments, I hot an account
supervisor who transferred from media planning, creative people -

whd moved ovor;from account manag.miﬁt,‘and copy' writers who
‘4 hY ]

L 4
-

graduated from art schools.

TEACH TECHNOLOBICAL IMPLICATIONS: Students should learn how

to use botH print and~clqctionic media, including the nevest

- technolopies. In O&M's' ressarch department I observed new adver-

tising approicpos being developed for videotext. At a visual

communications trade show I attended while in Naw York City, I

'notcd'spocific trends in photographic media. In view of potential '

“merging” of communtcntioqs media as a result of electronic -
technologies, students should'ﬂtudy commonalitigy as well as ’
differences. -

y/PREPARE STUDENTS FOR CQREERBn.On? of my goals was to learn
as much as possib;i about the requirements ;nd procodhros.?or the
hfrinq of JuniOf copy writers and art directors. I did this by
interviewing creative hiring personnel at Ogilvy & Mather and -
prsécssional head-hunters in ”IN York City. I examined dozens of

. ' %
copy writers' and art dircctorsf portfolios. I concluded that:

@ Divclopmont of Greative books:shbuld start in the sophocmore

Quar. Books should be updated and reviewed hogularly, preferably
. ' . - A

by prof.ssionall.' . -

® Both copy writers' ‘and art directors' portfolios nust'contain
r N .
" art AND copy.‘Thox should include no more than a dozen samples

of original ads crested outside class. Bascause concepts are

v

A " . ‘ -
mor'e important than-art, &ds may be comped instead of finished.

9.

A 4 t
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e New graduates and prospective intorns should not approach

agancies to request interviews without FTirst itudy{nn the

-—

agencies’ accounts.

v ,

If the school cannct arrange for a course or a particular
faculty member to prepare creative students fon Job-huntinq,

perhaps a club can. Newhouse rlow has an crganization whose goals
A} ' M

are to advise students on developing their dortfolios, invite

professiconaly to review portfolioi. and contact recruiters on

’ \

behalf of graduating seniors. 1 am co-adviser to The Creative

(4

Club, which was started last year by a faculty member who is

Ncuhouso'iﬁtsbb participant in the Visiting Professor Program.

.

* ROLES OF THE_PROFESSORIAL INTERN

" The Visiting Professor is far more than an observer. He or

she also plays rolés of:

. I .
DIPLOMAT: Jock Elliott, Ogilvy & Mathor'l chairman emeritus,
is th; nan who, in an 1ntorviow in fid Rge in 1982, snid. i ¢ think

. ‘ Ccollege advertisinn education) ts a complete wasfo of timo coe
) . r
it's tragic that pqqplo should ppand_timr in cqllono on adver=-
A )

' tising or marketing ... that's their last opportunity to pboidon

their-horizons.. They've got the rest of their lives to study
their careers, to' study advertising ...."
When I intnrvi.wod Jock Elliott. ho nas somawhat more

60|1tivu. He admitted that advortisinn courses can help students

- '
brnak in. but he narnnd that thnri‘aron't many Jobs. He empha-

A L .

siz.d th. importanco of uriting and editing skills. His fAd égo
quoto was my opportunity to argue that the typical Bachelor's’
program includcs thres years of libqrar arts and one of pro(:r— o~

| , sional coursos. Certainly wgixinn s omphasiapd throunhout.

\»"10
a




REﬁRESENTRTIVEl The professsor ;s his or her own best ;xamplé,
not only as a person, but as a 6ro?olsionll educator. I think we
all make assumpt ions about l:fe on the "other side" of wﬁcrover
we are, whether it be acaduﬁic{profnssional. ag.ncy/éliont'or
whatever. Ong assumpiion about education is that someone who is
teaching a subgodt like atdvertising must be wafhéd uﬁ.as a

-

profcssional. ‘ ~ . S, ‘
The truth 1:, thcrc is no "other .side." we’ru really lharinﬁ

knowledge, and have been all q}onn. That’s the purpose of thol

exchanges that c’n result from an- internship, ®.g. professicnals

visiting classrooms, and educators premocting their programs and

graduates to potential empioyers.

METWORK BUILDER: Thb'intornqhip is an opportunity to build
' /
contacts in the school's job network. I‘contnctod Byracul.‘Univor-

 sity alumni at Ogilvy & Mathsr and attondod ‘4 Newhouse School SN

A

alumni rereption in Msnhattan. I askcd anoncy hiring porsonnel

and professional head-hurters where they look !or bright young

* people. OUne of Dgiivy & Mather's sources for craativq Juniori is

’ . ﬁ
the Un;vorsity of Texas at Austin. Now the Newhouse School has !

. invited Dr. Leonard Ruben of UT to tocch"in Syracuse during fal.

l.mcstir.,ﬂccruitors a#c most wiilinn to visit naw schools,

-

if only they are asked. ' : L <

DEVELOPING THE INTERNSHIP CONCEPT

Many of the Opilvy people -co&od to think that my experience
would convert mq to the 1doa of Jotninn an agoncy. Obviously it C i

. rdid nwots my occupationnl~£ntorostl are acadomic. Howovor. it did

|
convcrt me to the conc.pt of ARF's Visiting Professor Frogram. ‘
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' . T urge professors of creative courses to apply. Qlthéugh.the
. . . J

program overall has enlarged itslonvollmOnt bi nearly 800 °percent
‘in fivi years, fewer than 10 percent of itlhparficifants hqv.'
‘rcquostnd creative assignments. .

Of course, neither the cgpcopt sf ngfcslorial 1nt¢?plhips
nor tﬁ. pracfice of prof.ssional“ffmmer -mploymopt is new. Bu
the ides of an orgaﬁiz‘d'pronram thab processes - applications
and places educators in top-rankesd compani.s is v.ry\attraa{;ve. ‘.' ;
It brings participants up to. dato uith currerit trends in the |
largest markets. It makes contactl for prof.ssors that they m:nht

L

not be ablo to make for themselves. Young and 1.::4.up¢ri.ncad

’ ]

professors especially can benefit. An organized internship pfonnam. O

afforbl opportunities for faculty ﬁombcrs to advancq'the reputa~-

tions of their schools, their students and themselvebs.

It is with these ideas in wmind -that I suggest that ' the

Association for Education in Journalism and Mass Communications "
. . : .
.iﬁ_an ideal vehicle for sponsoring an internship program, not ®.
’ . RN
| o only in advertising, but in other Eommunicationl areas. In prac-
‘ ! / . " . *

tical terms, of course, ‘this would roquirc.n'lubltantial adminip7
’trativo pommitm;nt. But with coopcraﬁihg profcssionalloﬁuhniza-.
I,tionl and host companies paying all 6r'pa%t.of th¢ (doductiblo) .
nxpcnsns in the interests of oducatioﬁ, the urden'on REJMC ' -
would be greatly l.ll.ncd. The purpose of thil paper has been to-‘
demonstrate some of the rowardl actruing tao the host company as

. ) ' "
well as to the professor and his or hex students. C




