
We Are What We Sell 



We Are What We Sell 

How Advertising Shapes 

American Life ... and Always 

Has 

Volume 3: Advertising in the Contemporary Age 

Danielle Sarver Coombs and Bob Batchelor, 

Editors 

Q PRAEGER

AN IMPRINT OF ABC-CLIO, LLC Sanla Barbara. California • Denver, 
Colorado • Oxford. England 



Contents 

Acknowledgments ix Introduction: Advertising in the Contemporary Age xi 

Chapter 1: Mad Men: Framing Advertising History 1 
Bob Batchelor and Norma Jones 

Chapter 2: David Ogilvy: Selling an Industry 14 
Kristin Comeforo 

Chapter 3: Creating Celebrity through Advertising, and 
the Role of the Account Planner 26 Isaac 11 Munoz and 
Jason Flowers 

Chapter 4: "I Hate the Way My Hair Looks": Controversies 
in Advertising to Women and Girls 43 Brian Cogan 

Chapter 5: Controversy in Advertising to Children 55 
Jennifer L McCullough 

Chapter 6: Cigarettes and Feminism: You've Come a Long 
Way, Baby 77 Sarah LaCorte 

Chapter 7: Branding the Gender Binary: Stereotypical 
Representations of Men and Women in Ads 88 Heather Ann 
Roy 



■ 

Copyright 2014 by ABC-CLIO, LLC 

All rights reserved. No pan of this publication may be reproduced, stored in a retrieval system, 
or transmitted, in any form or by any means, electronic, mechanical, photocopying, recording, 
or otherwise, except for the inclusion of brief quotations in a review, without prior permission 
in writing from the publisher. 
Library of CongTess Cataloging-in-Publication Data 

We are what we sell: how advertising shapes American life— and always has / Danielle and Bob 
Batchelor, editors, volumes ; cm Includes bibliographical references and index. 
ISBN 978-0-313-39244-3 (hardback) — ISBN 9-78-0-313-39245-0 (ebook) 

1. Advertising—Social aspects—United States—History. 2. Branding (Marketing)— 
United States—History. 3. Consumer satisfaction—United States. I. Coombs, Danielle 
Sarver, editor. II. Batchelor, Bob, editor. 
HF5805.W394 2014 
302.23—dc23 2013019253 
ISBN: 978-0-313-39244-3 
E1SBN: 978-0-313-39245-0 
18 17 16 15 14      1 2 3 4 5 

This book is also available on the World Wide Web as an eBook Visit 
www.abc-cho.com for details. 
Praeger 

An Imprint of ABC-CLIO, LLC 
ABC-CLIO, LLC 
130 Cremona Drive, P.O. Box 1911 Santa 
Barbara, California 93116-1911 

This book is printed on acid-free paper x 

Manufactured in the United States of America 

http://www.abc-cho.com/


Contents V I  

Chapter 8: Out of the Closet and Into Ads: Gays and 
Lesbians as a Target Market 100 Kristin Comeforo 

Chapter 9: Fast Food Advertising 115 
Jennifer L McCullough and Catherine E. Goodall 

Chapter 10: Selling Vice: Cigarettes and Alcohol 131 
Mitch McKenney 

Chapter 11: Party Down: Drinking Culture and TV 
Advertising 147 Huston Ladner 

Chapter 12: Break Time Is Game Time: A History of Super 
Bowl Advertising 157 Natalie Moses 

Chapter 13: Contemporary Television Advertising: From 
Disney to the Kardashians 172 
Leigh H. Edwards 

Chapter 14: Infecting the Internet: The Influence of Online 
Viral Marketing Techniques on Public Opinion 184 Refcha 
Sharma 

Chapter 15: (QWeb 2.0 and Advertising/Mobile Marketing 204 
Peter Fontana 

Chapter 16: This Boy's Bedroom: Product Placement, A New 
Masculinity, and the Rise of Geek Culture in the 1980s 227 
John Kenneth Muir 

Chapter 17: The Evolution of Product Placement: South 
Park and Guitar Hero 239 Patrick Mayock 

Chapter 18: Nike: Goddess of Victory, Gods of Sport 255 
Danielle Sarver Coombs 

Chapter 19: From Jumpman to Business Man: A Look at 
Michael Jordan as the Blueprint for Sports Advertising and 
Beyond 270 Phylicia McCorkle 



Contents 

Chapter 20: Voter Disdain: Twenty-First-Century Trends 
in Political Advertising Michelle A. Amazeen 

Chapter 21: Branding the City: Place Marketing and Class 
Politics in Washington, D.C. Timothy A. Gibson 

About the Editors and Contributors Index 



Acknowledgments 

I've had the great pleasure of getting to know some truly wonderful scholars and 
writers during this process, and I'd like to thank each of our contributors for their 
hard work and dedication. Thanks to all of you, we have a wonderful set here. Our 
ABC-CLIO/Praeger editor, James Sherman, was an active source of knowledge 
and wisdom; James, your advice was both useful and valued. Much appreciation to 
my coeditor Bob Batchelor for bringing me on board—I've learned much from this 
experience, so thanks for that. In terms of actual execution of these volumes, I need 
to thank Norma Jones, graduate assistant extraordinaire, for always being willing 
to jump in and help, and always knowing when to bring coffee! 

Working on projects like this takes a toll on everyone around you, and I could 
not have finished this without my academic support network: Amy Wilkens, Jan 
Leach, Fran Collins, Wendy Wardell, David LaBelle, Barb Hipsman, Ann 
Schierhorn, Michele Ewing, Jacquie Marino, and Gary Hanson. An extra-big 
expression of gratitude needs to be issued to the people who have suffered through 
every bump in the road with grace and humor, making me laugh at the height of my 
stress: Mark Goodman and Norman Mallard and Marianne and Mark Warzinski. 
Thanks, pals. 

Finally, I'd like to thank my family for reminding me about what really matters, 
including my wonderful parents, William and Patricia Sarver; my patient and 
loving husband, Lindsey Coombs; and my beautiful daughters, Alexandra and 
Genevieve. Much love, always and forever. 

—Danielle Sarver Coombs Kent, 
Ohio 

When my friend and former editor Dan Harmon asked me if I knew anyone 
who might want to edit a collection of essays inspired by the hit TV series Mad 
Men, I told him that if he did not let me do it, I would never 



Contents 

forgive him. Thankfully, he said, "That is exactly what I hoped you'd say." Within 
a couple weeks, he and I hammered out the structure of We Are What We Sell and 
began searching for a team to make the collection a success. 

Thanks to the team at Praeger for bringing this anthology to life, including 
editors James Sherman, Erin Ryan, and Mark Kane, and to the great designers who 
created the book covers. Unlimited thanks also go out to the team of scholars who 
worked so diligently on the collection. Danielle and I pulled from a cast of amazing 
writers across the academic and professional spectrum and benefited from their 
expertise. 

Personally, 1 have a group of wonderful friends and mentors who serve as the 
wind to my writing sail. Many are scholarly role models, like Don Greiner, Gary 
Hoppenstand, Jim Plath, Lawrence Mazzeno, and Keith Booker. Others, like 
Phillip Sipiora and Lawrence S. Kaplan, have taken a more hands-on approach in 
teaching me what it means to be a writer and teacher. Other friends offered cheer 
along the way, including Chris Burtch, Larry Z. Leslie, Kelli Bums, Thomas 
Heinrich, Anne Beime, Gene Sasso, Bill Sledzik, George Cheney, Josef Benson, 
Ashley Donnelly, Peter Magnani, and Tom and Kristine Brown. Thanks to my 
popular culture scholarly teammates: Brendan Riley, Brian Cogan, and Leigh 
Edwards! 

I would like to thank my Thiel College colleagues, particularly President Troy 
VanAken and Dean Lynn Franken. In addition, I appreciate the support of Laurie 
Morocco and Victor Evans in the Department of Communication, as well as other 
members of the Thiel family. The great James Pedas endowed the chair I now hold 
at Thiel College, which I do with what I hope is the honor and grace it deserves. 

My family is incredibly supportive, particularly considering that writing books 
necessitates long hours of writing and thinking time. Thanks to my parents, Jon 
and Linda Bowen, for everything they do to make our lives belter. My wife Kathy, 
an amazing teacher and scholar in her own right, teaches me a little more each day 
about what life is meant to be. Finally, our daughter Kassie is simply the most 
wonderful person in the world! My love for her is endless and always abides. 

—Bob Batchelor 
Munroe Falls, Ohio 



CHAPTER NINETEEN 

From Jompman to Bosiness Man: A Look at 

Michael Jordan as the Blueprint for Sports 

Advertising and Beyond 

Phylicia McCorkle 

The wee hours of the morning are not what you would expect for the normal gym 
shoe shopper. All across the country thousands of teens and adults alike stand in 
lines wrapped around malls and shoe stores as they await the stroke of 6:00 a.m. At 
6:00 a.m., the doors will open, gates will rise, and avid "sneakerheads" will rush to 
get their hands on the latest release. The latest release being described happens to 
be that of six-time NBA champion and basketball icon Michael Jordan. As his 
many accolades precede him, the irony falls in that in some cases, those anxious 
Jordan shoe collectors have never seen the man behind the name play one single 
game. He has the ability to sell a shoe with his name even after his final retirement 
in 2003, with some never knowing exactly all that he has contributed to the game 
itself This statement alone highlights the impact Michael Jordan has had not only 
on the court but off the court as one of the top advertising icons of our time. 

The Man, the Athlete 

As with other star athletes, this story has a humble beginning. Born February 
17, 1983, Michael Jeffrey Jordan's life began in Brooklyn with his parents James 
and Deloris and three other siblings. Hardworking parents provided a stable 
foundation for a young Jordan even as James and 
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Deloris moved the family to Wilmington, North Carolina. North Carolina has 
become synonymous with the makings of the future "Air Jordan" as he cultivated 
his talents through many trials and tribulations. 

High school is the prime opportunity for young aspiring athletes to develop their 
skills over the course of four years. Jordan was no exception. Laney High School 
proved to be the speed bump on his road to stardom. During his sophomore year of 
high school, Jordan found himself cut from the varsity basketball team. Such a 
decision would be a devastating blow to anyone's self-esteem, and Jordan was no 
different. It has been told that after being cut, Jordan devoted a majority of his free 
time practicing his jump shot and other skills in order to be better prepared for next 
year's try-outs. Such dedication paid off as the following year Jordan returned as a 
taller, stronger player ultimately making the varsity team. 

Upon entering the NBA, a young Jordan was destined to make a great impact on 
the game. During his time at University of North Carolina, Jordan stood out as a 
key player for the team. His freshman year alone was noteworthy as he made the 
game-winning shot against Georgetown to win the NCAA championship.1 
Ironically, Jordan had never thought of attending the university, yet his impact was 
felt and much appreciated. The Tar Heels became a force to be reckoned with 
during his time and continue to be a strong college basketball program to this day. 

In 1984, Jordan delayed his senior year in order to go professional. His stellar 
resume at the University of North Carolina made him an ideal candidate for the 
NBA draft. As the third overall draft pick, Jordan went to the then unsuccessful 
Chicago Bulls. At the time the Bulls were facing a losing record and possible 
franchise termination. The owners and coaching staff were not happy with the 
franchise's current state and sought a breath of fresh air to recharge the 
organization. The recharge they needed was found in Jordan himself During his 
first season as a Bull, Jordan managed to show his skills, although it would be a few 
more seasons before he truly shined. In addition to being a new player to the league, 
Jordan was a part of the 1984 gold medal U.S. Olympic basketball team and would 
do so again in 1992 as a part of the "Dream Team." To top it off, Jordan was named 
Rookie of the Year in 1985. 

In 1988, Jordan found himself under the eye of a new coach, Phil Jackson. After 
a major restructuring the Bulls picked up steam, making their presence known in 
the NBA with a 55-27 record, the team's first winning season since 1971.2 The 
Bulls were a power team with a roster including off-season draft picks Scottie 
Pippen and Horace Grant. On top of that, Jordan became the only player to win 
both MVP and Defensive Player of the Year in the same season. Such a feat 
emphasized his on-court skills 
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and power, making him a force to be reckoned with. This high-profile player did 
not go unnoticed by companies and brands alike. Soon, the world would be 
introduced to the Air Jordan himself. 

Jordan and Nike 

Philip Knight might be an unknown name, but his brand is recognizable. As a 
student-athlete, Knight was familiar with sport equipment and sought to create the 
best track shoe on the market. Starting off as a small idea. Knight sought to 
transform his dream into a reality. After a trip to Japan, the Blue Ribbon Sport 
company took shape on its journey to becoming a leading athletic shoe brand. 
Initial impressions were bleak as track athletes complained about the shoe make 
and quality. What Knight failed to take into account were the differences in climate 
between Japan and the United States, a huge factor in how athletes are able to 
perform. Many track athletes continue to train during the winter months. The 
original shoe cracked, split, and fell apart under the cold weather conditions of an 
American winter season. It was back to the drawing board as Knight soon 
developed his own technology and ideas toward track shoes, which soon helped 
propel his career and name to the forefront. 

Today, Nike has become synonymous with high-performance, state-of-the-art, 
technology-infused athletic shoes and clothing. The name itself is derived from 
Greek mythology. Nike, the winged goddess of victory, was first mentioned to 
Knight by Jeff Johnson in the 1970s.3 From that moment on, the name became 
official. In comparison, the name seems to have various connotations, and one can 
create their own interpretations. Nike, the goddess of victory, symbolizes all that 
the brand has become to this day. Many of the world's top athletes are featured 
wearing the brand in any way, shape, or form and rise to the top. Victory, and 
ultimately hard work, comes to those athletes draped in the clothing and shoes, but 
also to the brand and to Knight himself. 

Upon entering the NBA, Jordan became a superstar. Other top athletic brands 
were considering using athletes as endorsers but were skeptical about entrusting 
their product to one athlete. However, Jordan was the biggest name, an untapped 
source of potential revenue and stardom. At the time, Jordan had offers from 
Converse and Adidas, both vying for the chance to use his likeliness to push their 
product to the next level. A determined Knight and other Nike executives wanted 
Jordan in their shoes. They sought a way to take the brand to the next level as 
aerobic shoes gained popularity, an area Nike failed to tap into. After a meeting in 
Oregon at the Nike headquarters and a little persuading from his agent, David Falk, 
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Jordan agreed to the $2.5 million over the course of a five-year contract. Since then, 
Jordan and Nike have surpassed the $2.5 million mark, as Nike is a $10.7 billion 
company. 

After Nike signed Jordan as the brand's new face, Knight sought to stretch 
advertisement and commercial creativity beyond imagination. A key component to 
the new take on Nike commercials was up-and-coming director Spike Lee. In 1986, 
Lee directed She's Gotta Have It starring himself as Mars Blackmon, an overzealous 
super fan eager to express his passion for Jordan. Mars Blackmon highlighted and 
represented all fans at the time who could not believe such a basketball player 
possessed such skills and talents as Jordan. The first and subsequential 
commercials were successful as they showed clips of Jordan, who became known 
as "His Aimess," performing amazing moves and dunks that only he could do. Fans 
were quick to accept the new advertising, especially that of Mars Blackmon, The 
dynamic between Lee and Jordan was infectious and, in turn, propelled the careers 
of both men forward. In 1989, Lee released the cult classic Do the Right Thing, a 
film highlighting the racial tensions in Brooklyn, New York, on a hot summer day. 
Lee's passion for Nike and Jordan shoes continued beyond the commercial and into 
his personal life as he is frequently spotted wearing one of many pairs of the 
coveted shoes. 

The most influential aspect of the Nike and Jordan relationship lies in the shoes. 
Jordan's basketball skills were only trumped by his ability to jump high and 
complete dunks like never before. To capitalize on this, Nike sought to create and 
market a shoe specifically for Jordan. The Air Jordan 1, designed by Peter Moore, 
was the first in a long line of Jordan-inspired shoes. In April 1985, fans were able 
to purchase Air Jordan 1 for the first time. Young fans and adults alike clambered 
for the chance to own a pair of Air Jordan 1, the same shoe worn by their favorite 
NBA player. Over the course of a few days, stores across the country sold out of 
the shoe. In the first year, customers bought $130 million worth of Air Jordan 
shoes.6 Jordan's status as the top NBA player along with his charismatic personality 
off the court helped sell the shoes from day one. In keeping with the momentum of 
the original Air Jordan shoe, Nike continued to design and sell other styles 
influenced by the man himself. Currently, there are 27 different Air Jordan-style 
shoes. 

Brands Galore 

Although Nike has been, and still is, Jordan's leading endorsement brand, other 
companies were eager to jump on the bandwagon in hopes of using his likeliness to 
experience the hype of "His Airness." Since his 
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initial contract in 1985, Falk negotiated a seven-year contract for a guaranteed $18 
million plus royalties on every shoe sold.7 Offers for other brands poured in and the 
decision to endorse one over the other was solely based on strategy and image. 

In 1991, Falk met with the director of sports marketing for Gatorade, Bill 
Schmidt, to discuss the possibility of Jordan endorsing Gatorade. The parameters 
were steep, as Coca-Cola was extremely interested in pursuing a deal with the most 
sought-after athlete in the world. At this time other entertainers and athletes were 
signing deals for $1 million to $2 million over the course of Eve years. Falk took it 
upon himself to leverage this information in order to receive the best deal for 
Jordan. After much deliberation, Coca-Cola was unable to meet the demands, 
allowing Schmidt to offer to Falk and Jordan a 10-year $13.5 million deal and the 
rights as the exclusive spokesperson for Gatorade. 

Following the completed deal, a campaign was created around Jordan with the 
slogan "Be Like Mike. Drink Gatorade." Initial impressions were skeptical, as the 
company had never entrusted its product to one person. Gatorade prides itself on 
being a team-centered product, encouraging all members to be involved in their 
activity. In the end, the risk of giving Jordan exclusive spokesperson privileges 
proved to be successful. His young fans were anxious to drink the beverage in 
hopes of being like their favorite basketball player. Commercials featured Jordan 
himself playing basketball with kids followed by taking a break to enjoy his 
Gatorade. Along with commercials, a song was created incorporating the catchy 
slogan, which, in turn, pushed the brand forward with Jordan as its spokesperson. 
For months following the first airing of the commercial, kids could be heard 
singing along with the jingle, a sign the advertisement worked. 

Other brands continued to offer deals to Jordan. Even a worldwide franchise 
such as McDonald's was no exception. McDonald's struck a deal agreeing to pay 
him $3 million a year. Jordan was featured in various McDonald's ads, with the 
first following the Bulls' 1992 NBA championship. Jordan was filmed stating he 
could "go for a Big Mac" while walking off the court at the end of the game.8 It was 
only a short amount of time before the clip was used and broadcast across network 
television. In 1993, another major spot with the company featured Jordan and 
Larry Bird, fellow NBA player and Dream Team teammate, in a Super Bowl 
commercial entitled "The Showdown." The clip showed Jordan and Bird going 
back and forth in a game of horse, making shots in hopes of Bird winning Jordan's 
Big Mac but of course Jordan made every shot and yelled "nothing but net." This 
commercial is still considered to be one of the greatest Super Bowl commercials of 
all time. 



From lumpman to Business Man 14 

A third big endorsement deal for Jordan came with Wheaties. Since 1924, the 
Minneapolis-based cereal company produced ready-to-eat, whole-grain flakes. 
Wheaties soon made its way into the sports world in 1933 with a simple ad in an old 
Minneapolis baseball field. Soon after "Wheaties—the Breakfast of Champions" 
was used to promote the brand and has gone on to embrace many of the greatest 
athletes of all time.y Because of his status within the NBA, Jordan was sought after, 
and in 1988, he became a brand spokesperson. Being a Wheaties spokesperson is 
significant, as only a total of six people have been chosen for the position, each 
representing the best of the best in their sport, never-ending leadership in charitable 
causes, and the time and effort put into helping America's youth.10 Wheaties paid 
up to $3 million a year to Jordan during his time as a spokesperson. 

Gatorade, McDonald's, and Wheaties account for only a few other brands 
Jordan has had the privilege of representing and endorsing. In addition, Oakley 
sunglasses, Wilson sporting goods, Rayovac batteries, and, in a more recent 
revamp, Hanes, have struck deals with Jordan to represent their brand. With Hanes, 
it can be said Jordan's brand has taken a more refined approach to endorsements. 
Although he has represented Hanes since 1989, his Hanes advertisements today 
seem to focus and highlight his impact on the older generation. Today, the Hanes 
"Bacon Neck" commercials feature him interacting with older actors who 
remember him from when they were a child. This change in tone emphasizes his 
new role as endorser that being to the audience that originally watched him play as 
a new and young NBA star. Tapping into this audience seems to be a strategy 
employed, allowing Jordan to remain visible to the advertising world and to target a 
different demographic that might be left out view from other endorsement deals. 

Jordan's name and brand was even used within television and film with the debut 
of Space Jam in 1996. The film featured Jordan and a handful of other NBA stars 
who played against the MONstars to get back their talent. Jordan plays alongside 
the Looney Tunes characters in hopes of beating the MONstars. His reach extended 
beyond the food and beverage industry as he capitalized on his star status during 
his time in the NBA. 

The Downside to New Releases 

As Jordan's popularity grew, the need to own a pair of Air Jordan shoes created 
tension in some areas. Never before had an athlete's product caused violence as a 
result of fans attempting to purchase a pair of shoes. In the early 1990s, violence 
erupted at many stores as fans were injured, all in 
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hopes of owning their own pair of their favorite player's shoes. It must be 
acknowledged that such violence was not the intended outcome of Nike or Jordan 
himself when releasing a new shoe. However, many shoes were released in urban 
areas with a lack of security and crowd control to prohibit such events. 

Many critics argue the reason for such violence is in direct correlation to the 
high demand and low supply of the shoe. As hundreds of people wait in line for a 
single pair of shoes, store managers know they do not have enough for everyone. 
This, in turn, results in a mad dash to get the desired shoe at all costs. The 
probability of getting a pair of shoes is low, yet malls and stores have yet to find a 
way to inform customers of their supply. If stores found a way to let customers 
know inventory status, they might decrease the level of violence. This move would 
keep such violence from tarnishing both Nike's and Jordan's images. 

In addition to the supply and demand, the cost is up for discussion. Depending 
on the number, most Air Jordan's range from $100 to $200 a pair. The high price for 
a single shoe is hard to comprehend, especially since so many young people are 
eager to wear the latest release. It becomes a matter of importance and whether or 
not owning every pair of Air Jordan's is beneficial in the long run. Ironically, fans 
continue to spend the money, disregarding the potential violence and financial loss 
as a result of purchasing a pair of shoes. 

Jordan as the Blueprint 

Jordan paved the way for future athletes to be used as high-profile endorsers for 
various brands and companies. Before him, no other athlete had been used in such a 
way to represent a brand. In 1998, Fortune magazine estimated that Jordan had 
generated more than $10 billion during his spectacular professional career in terms 
of increase in tickets sold, television advertising revenue, increased profits of 
products Jordan endorsed, basketball merchandising exploiting Jordan's figure, and 
his own films, businesses, and product lines.11 At the time, such a large amount of 
money was unprecedented. To top it off, the amount of money he was paid in order 
to endorse all of the brands is what makes his rise as an advertising icon such an 
important factor in our understanding of athletic endorsement deals today. 

With Jordan at the forefront of athletic advertising and endorsements, his road 
to success proves to be valuable. Before Jordan, other brands were in fact using 
and looking to continue their relationship with top athletes as a way to promote 
their product. The difference with Nike and Jordan lies 
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within the athlete, so much so that in 1997, Jordan announced he was creating his 
own exclusive line of clothing. The brand, aptly labeled Jordan Brand, lacked the 
infamous Nike swoosh and "Just Do It" slogan. This created his own line of athletic 
clothing and shoes separate from the large brand that is Nike. It was projected the 
brand stood to gross $250 million in its first year. This number has been surpassed. 

Since 1997, other top athletes have impacted their respective sport similar to 
that of Jordan. For example, Michael Vick, Derek Jeter, Terrell Owens, and Chris 
Paul have all endorsed and been a part of Jordan Brand since its launch. Although 
some are considered veterans in their sport, Jordan has used this to his benefit to 
leverage their existing fans in hopes of drawing them to his brand. 

More recently, fresh and new athletes are being used in more innovative ways 
than ever before to push the brand and boundaries forward. For example, Miami 
Heat player Dwyane Wade and New York Knicks star Carmelo Anthony have each 
garnered their own shoe under the Jordan Brand. Both players even have their own 
clothing with individual logos representing their player persona. A new wave of 
basketball fans are eager to own the same shoes their favorite player wears on the 
coun. 

The key factor that should be taken away from Jordan as an advertising icon is 
the way in which athletes are being used today. Lebron James, Kevin Durant, and 
Kobe Bryant are three top players currently in the NBA. Their impact not only on 
the coun but off the coun is similar to that of Jordan during his career. Fans adore 
each player and are willing to support them by wearing what they wear. James, 
Durant, and Bryant each have their own brand within Nike. More recently, Kobe 
was given his own line of Nike products, the Kobe System, geared toward 
basketball and products intended to improve performance. 

In 2003, Lebron James signed a seven-year, $93 million deal with Nike geared 
toward athletic apparel and shoes.12 Since then another deal has been signed. In 
2011, his shoe was the number-one basketball shoe on the market. Granted, teens 
are not waiting in line to purchase his shoe but his status is one to be reckoned 
with. In addition to Nike, Lebron has several other deals with companies such as 
McDonald's, Coca-Cola, State Farm, Upper Deck, and watch company Audemars 
Piguet. Each deal will allow the star to gross millions of dollars as he is deemed 
"the King." His popularity and skills are comparable to that of Jordan where both 
players are able to capitalize on their presence to increase their salary via 
endorsement deals like never before. 

In addition to up-and-coming basketball players, other sports have found 
themselves giving way to outstanding athletes. For example, Serena 
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Williams has her own line of women's tennis clothing and equipment through 
Nike. She too has scored an endorsement deal with McDonald's along with Puma, 
and she has even extended her worth by becoming a part owner of the Miami 
Dolphins football team. Williams took the tennis world by storm and has not 
stopped as she continues to win countless titles. Her situation is slightly different as 
she has faced some hardships on her journey. It took time some time before being 
fully accepted as a top African American female tennis player, but once her skills 
superseded her race, she was unable to be stopped and has become a top earning 
female tennis player. 

Along with Williams, Tiger Woods must be mentioned as a top athlete receiving 
endorsement deals. Although he faced trouble during his personal life resulting in 
several companies dropping him as an endorser. Woods continues to be another 
highly paid athlete based on endorsements. He, too, has products in his name 
through Nike Golf tapping into a younger generation and the African American 
community. EA Sports, Netjets, Tag Heuer, and Upper Deck stood by him during 
his crisis. 

Baseball is a large sport industry in itself. Some of the top-paid athletes in the 
world play baseball including Derek Jeter for the New York Yankees. In 2006, 
Forbes magazine named Jeter the second-highest paid endorser in baseball, thanks 
to deals with Ford, Gatorade, Nike, Fleet Bank, and Visa.13 His deals are some of 
the largest in baseball history, encouraging other brands to lap into other baseball 
players for additional endorsement ideas. 

Jordan Today 

Jordan's NBA career is a storied one, filled with triumphs and memorable 
moments. It must be noted over the course of his career, Jordan retired and 
reactivated his eligibility with the league on two separate occasions. On October 6, 
1993, Jordan retired from the Chicago Bulls. During his retirement, Jordan played 
for the Birmingham Barons, the Chicago White Sox minor-league baseball team. 
His short-lived baseball career left him with a decent record consisting of three 
home runs and 46 runs scored. On March 18, 1995, Jordan returned to the Bulls 
and, in 1996, led the team in yet another championship winning season. In January 
1999, he retired from the Bulls again, marking his last time ever playing for the 
franchise. Two years later, Jordan found himself on the Washington Wizards 
roster and played for the Wizards over the next two seasons. His presence on the 
team sold out games and brought a renewed sense of excitement from fans to the 
team. Ironically, his final retirement was the result of him being unable to 
transition and take full responsibility as owner of the team. This 
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miscommunication left Jordan feeling used, ending his NBA playing career for the 
final time in 2003. 

After two reactivations and a final end to his career, Jordan is still connected to 
the NBA. Most recently, Jordan became the first former player to become full 
owner of an NBA team. In 2010, he paid $275 million to purchase the Charlotte 
Bobcats.14 In 2012, the Bobcats ended with the worst NBA season record in 
history. Although the team struggled during the season, Jordan has taken it upon 
himself to put forth necessary efforts in order for the team to move forward in 
upcoming seasons. 

The ability to sell the latest shoe or beverage is easy when one is at the lop of 
their game. Jordan played upon this notion, but he has also used his brand to give 
back to the community post NBA playing career. In 2001, the First Annual 
Michael Jordan Celebrity Invitational (MJCI) was held.15 The MJCI is a golf outing 
event that seeks to raise money for select foundations and charities each year. Since 
its inception, MCJI has raised over $6 million for charity. Jordan utilizes his sport 
and entertainment connections to get top names to attend and participate in the 
outing each year. The 2011 beneficiaries included the James R. Jordan Foundation, 
the Make-A-Wish Foundation, the Nevada Cancer Institute, and Cats Care. A 
portion of the funds raised go toward each charity to help their individual cause. 

Cats Care is Jordan's latest venture in hopes of giving back. As owner of the 
Bobcats, he realized the decision made by the previous owner to cut the community 
relations department hurt the team and fan morale. With Cats Care, players, 
coaches, and Jordan himself will travel to food pantries and soup kitchens to feed 
the homeless and hungry. In addition, a refrigerated Second Harvest Food Bank 
truck will be used as a mobile pantry for the poor in largely rural areas.16 This act 
alone shows his determination not only to get the team back on track, but to help 
the surrounding community in need. NBA teams that put forth an effort to give 
back to the community represent a sense of pride and concern for the city while 
increasing the chance for future fan support. 

Conclusion 

Today, Jordan is a global legend and icon. It is almost impossible to flash his 
jumpman logo without some sort of reference to the man and the brand he created. 
From a young boy in North Carolina struggling to make his high school basketball 
team to a leading NBA player, Jordan's career has paved the way for future athletes 
in more ways than one. 

Over the years critics, have found ways to criticize his life and actions. 
However, his image remains untarnished. Granted, Jordan has made 
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business moves some believe to be out of the ordinary, but his impact on the world 
of athletic endorsements and advertising cannot be denied. Because of his status 
and impact on the game, his name continues to be used as a historical benchmark 
for young basketball stars on their journey to the top. Coaches and fans cannot help 
but use and reference his impressive resume. The only difference today is a little 
more explanation and maybe clips for added support might be used, as today's 
youngest generation is not as familiar with one of the greatest NBA players of all 
time. 

Still, to this day, on any given release date, no matter the weather, price, location 
or potential for violence, "sneakerheads" alike wait in line for hours at a time 
anticipating their chance to purchase yet another pair of the coveted Air Jordan 
shoe. The number 23 has become synonymous with one single basketball player as 
the original NBA star. His efforts to give back to the community highlight his 
transition from NBA star to strategic businessman. A former force to be reckoned 
with on the hardwood alongside his captivating personality, Jordan continues to be 
viewed as the blueprint for future professional athlete advertising and 
endorsements. 
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The Editors 

Danielle Sarver Coombs is an assistant professor in the School of Journalism and 
Mass Communication at Kent State University. She received her undergraduate 
degree in media studies from Ohio University, returned there for a master's in 
international mass communication, and then earned her doctorate in mass 
communication and public affairs at Louisiana State University. A professional 
researcher by trade. Coombs worked as a brand consultant and researcher for 
Insight Research Group (now Insight Strategy) in New York. While there, she 
conducted brand studies and developed strategic insights for such clients as Payless 
ShoeSource, Gap Inc., Scripps Networks (HGTV, Food Network, Great American 
Country), and the American Museum of Natural History. Before this, Coombs was 
director of Election Research for Edison Media Research, the company responsible 
for conducting exit polls used by national media. Her research focuses primarily on 
the relationships between and among sports, politics, and branding, including 
extensive work on the trials and tribulations of England's Aston Villa football club 
and the National Football League's Cleveland Browns. Her work has been 
published in such journals as the International Journal oj Sport Communication, Sport 
and Society, and Public Relations Research, as well as the edited volume Soccer and 
Philosophy. With partner Anne Cunningham Osborne, Coombs's current research 
agenda includes work on sports journalists in the United Kingdom and the 
experiences and performances of women as fans in the United States and the 
United Kingdom. With Bob Batchelor, Coombs coedited the Praeger three-volume 
collection American History through American Sports. Coombs is also editing a 
two-volume Praeger series on Internet culture with Jacqueline Marino. 
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Bob Batchelor is James Pedas Professor of Communication and executive director 
of the James Pedas Communication Center at Thiel College. A noted cultural 
historian, Batchelor is the author or editor of 24 books, including three volumes in 
Greenwood's Popular Culture through History series: The 1900s, The 1980s, and The 
2000s. In addition, he edited the four-volume American Pop: Popular Culture Decade 
by Decade, the three-volume Cult Pop Culture: How the Fringe Became Mainstream, 
and the three-volume American History through American Sports. Batchelor has 
published anicles in Radical History Review, the Journal oj American Culture, the 
Mailer Review, the American Prospect Online, and Public Relations Review, as well 
as some 30+ book chapters. 

Batchelor is the book series editor for two book series, Contemporary American 
Literature and Great Writers, Great Books, published by Rowman & Littlefield. He 
is a member of the editorial advisory boards of the Journal of Popular Culture and 
the International Journal for the Scholarship of Teaching and Learning. An active 
member of the John Updike Society, Batchelor is director of marketing and media 
for the John Updike Childhood Home Museum in Reading, Pennsylvania. 

Batchelor's latest book is John Updike: A Critical Biography (Praeger, 2013). His 
next book will be the first in the Contemporary American Literature series, 
published in November 2013: Gatsby: A Cultural History of the Great American 
Novel. He is also writing a short biography of rock icon Bob Dylan. Batchelor 
received undergraduate degrees in history, philosophy, and political science at the 
University of Pittsburgh and earned his doctorate in English at the University of 
South Florida, where he studied with Phillip Sipiora. 
 

The Contributors 

Michelle A. Amazeen (PhD, Temple University, 2012) is an assistant professor of 
advertising at Rider University in Lawrenceville, New Jersey. She received her 
MS and BS in advertising from the University of Illinois at Urbana-Champaign. 
She has previously been an instructor in the Department of Advertising at Temple 
University where she taught courses on advertising ethics and media and society. 
Amazeen's career in the communications industry began by "selling air" and 
managing the student sales staff at WPGU Radio in Champaign, Illinois. Before 
returning to academia, she researched the effectiveness of advertising and 
marketing campaigns for companies including the Signature Group and Millward 
Brown. A post-midnight encounter with a brand equity scatter plot of toilet bowl 
cleaners led Michelle to reassess her professional aspirations. She now enjoys 
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challenging herself and her students to critically evaluate our media and 
communications environments. Amazeen's research interests primarily involve 
advertising and disinformation. She has examined the prevalence of inaccuracies in 
political advertising and how political actors are held accountable for their claims. 
She has also explored the authenticity of strategic communication efforts in the 
mediated information environment including the alignment of corporate social 
responsibility campaigns with advertising. Her work has appeared in publications 
such as Journal of Business Ethics, the Pennsylvania Communication Annual, and 
Social Semiotics. 

Brian Cogan is an associate professor in the Department of Communications at 
Molloy College in Long Island, New York. He is the author, coauthor, and coeditor 
of numerous books, articles, and anthologies on popular culture, music, and the 
media. His specific areas of research interest are media studies, music, fandom, 
punk rock, popular culture, comic books, graphic novels, and the intersection of 
politics and popular culture. He is the author of The Punk Rock Encyclopedia (2008), 
coauthor with Tony Kelso of The Encyclopedia of Popular Culture, Media and 
Politics (2009), as well as coeditor with Tony Kelso of Mosh the Polls: Youth 
Voters, Popular Culture, and Democratic Engagement (2008), which is about youth 
culture and political involvement. Cogan is also the coauthor, along with William 
Phillips, of the Encyclopedia of Heavy Metal Music (2009), and is the editor of a 
collection of essays, Deconstructing South Park: Critical Examinations of Animated 
Transgression (2011). He is also the coauthor/editor of two forthcoming books in 
2013: the two-volume Baby Boomers and Popular Culture: An Inquiry into America's 
Most Powerful Generation, coedited with Thomas 
Gencarelli (2013); and Everything / Ever Needed to Know About____________ * I 
Learned from Monty Python "Including History, Art, Poetry, Communism, Philosophy, 
the Media, Birth, Death, Religion, Literature, Latin, Transvestites, Botany, the French, 
Class Systems, Mythology, Fish Slapping, and Many More! cowritten with Jeffrey 
Massey (2013). He is on the editorial board of the Journal of Popular Culture and 
Pop Culture Universe: Icons, Idols, Ideas (ABC-CLIO), as well as the board of 
directors of the Media Ecology Association. 

Kristin Comeforo is a professor of marketing communications at Berkeley 
College in New York City. Before teaching, she spent several years working in 
advertising, direct response, and trade marketing. She tweets and blogs about 
industry news as BrandDR. She received her PhD in communication from Rutgers 
University in 2009 where she concentrated in media studies. Her current research 
interests include LGBT images in mainstream 
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advertising and how audiences envision the "gay" ad. She is a diehard New York 
Mets and New York Jets fan, and is often very sad. 

Leigh H. Edwards, PhD, is associate professor of English at Florida State 
University. She is the author of Johnny Cash and the Paradox oj American Identity 
(2009), The Triumph oj Reality TV: The Revolution in American Television (2013), 
and Dolly Parton and Gender Perjormance i n  Popular Music (2013). Her work in 
popular culture and media studies has been published in journals such as The 
Journal oj Popular Culture, Film and History: An Interdisciplinary Journal oj Film and 
Television Studies, Narrative, FLOW: A Critical Forum jor Television and Media 
Culture, Journal oj Popular Music Studies, Global Media Journal, and Southern 
Cultures. She is on the Editorial Board of Pop Culture Universe: Icons, Idols, Ideas 
(ABC-CLIO) and is a staff writer for PopMatters (popmatters.com). Her PhD is in 
English from the University of Pennsylvania. Writing on topics ranging from 
rockabillies to Twitter, she focuses in particular on popular music, television, and 
new media. 

Jason Flowers is a doctoral student at the University of Texas at Austin in the 
Advertising Department. His primary research interests focus on how brand 
communities function to inform and socialize consumers to the culture of a brand. 
He looks at the role brand communities have in reinforcing or weakening the social 
impact of brands. More specifically, he is interested in how communication flows 
within and through brand communities and examines how that communication 
affects consumer attitudes and influences purchasing decisions. 

Peter Fontana is a curious researcher with 10 years of experience in commercial 
media, both as an analyst and a content provider. With a career that has followed 
the advertising trend from off-line research methods to digital and now social 
media, his passions lie on the forefront of emerging media and with the research 
creativity the space requires for new tracking development. Fontana's research 
experience includes perceptual and qualitative studies at the custom market 
research firm Edison Research in New Jersey, digital advertising and web 
analytics at New York ad agency Deutsch Inc., and social media analysis at the 
agency We Are Social based in London. Each opportunity has presented 
measurement challenges in method selection, modification, and creation. First in 
digital advertising and presently with social media, Fontana has focused on 
defining client-catered key performance indicators applicable to new spaces while 
integrating these new metrics into more traditional marketing business objectives. 
Most recently, his research has surrounded social brand equity measures, media 
mix 

http://popmatters.com/
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model integration, and retum-on-invesiment methods. Recognizing the difficulty in 
teaching this nimble subject and the need to educate tomorrow's marketing 
professionals, Fontana is a regular guest lecturer on digital measurement at Kent 
State University and Emerson College, his alma mater. Peter holds a master's in 
integrated marketing communication from Emerson in Boston, as well as a 
bachelor's degree in communication studies and journalism from the College of 
New Jersey. On the content side, Fontana's experience includes both news anchor 
and music DJ positions for terrestrial and Internet radio. Staying in touch with 
commercial media and actively participating in social promotion has allowed him 
to remain both current in the latest content trends as well as credible in 
understanding social media platforms as an analyst. In his spare time, Fontana is 
grounded by his pursuit of cultural literacy via travel and regular volunteer work 
for the HIV/AIDS cause. Fontana currently resides in Brooklyn, New York. 

Timothy A. Gibson is an associate professor in the Depanment of Communication 
and a faculty affiliate in the cultural studies PhD program at George Mason 
University. His interests include critical media studies, the political economy of 
communication, and urban studies. He has published articles at the intersection of 
media and urban studies in a variety of communication and cultural studies 
journals. He is also author o f  Securing the Spectacular City: The Politics of 
Revitalization and Homelessness in Downtown Seattle, which explores issues of 
gentrification and urban poverty in Seattle during the 1990s, and coeditor (with 
Mark Lowes) of Urban Communication: Production, Text, Context. 

Catherine E. Goodall, PhD, is an assistant professor in the School of Com-
munication Studies at Kent State University. She teaches courses on persuasion, 
effects of the media, and health communication. She conducts research on 
processing and effects of health messages in the media, particularly product 
advertisements (for products such as alcohol, tobacco, food), news coverage of 
health risks and crises, and health public service announcements. Much of her 
work investigates the impact of alcohol advertising, and public responses to news 
coverage of alcohol-related tragedies. She has authored and coauthored over a 
dozen peer-reviewed scholarly research articles and contributed to four books and 
book chapters on these topics. Goodall received her PhD in communication from 
Ohio State University in 2009. She resides in northeast Ohio. During her free time, 
she trains, and competes in dog agility competitions with her three-time Master 
Agility champion, and nationally ranked Standard Schnauzer, Abby. 
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Norma Jones is a David B. Smith Fellowship recipient and doctoral student in the 
College of Communication and Information at Kent State University. Her research 
interests include popular culture, identity, and narrative. Specifically, Jones is 
interested in critically examining heroic narratives as related to cultural identities 
and representations of various groups in society. She is also collaborating with Bob 
Batchelor and Maja Bajac-Carter to edit two upcoming books focused on the 
exploration of heroines in media, popular culture, and literature. Additionally, she 
has contributed to the Asian and Pacific Islander Americans edition in the Great 
Lives from History series, American History through American Sports volumes, as 
well as popular press books regarding business management strategies and 
nontraditional student experiences. Earlier in her career, she spent more than a 
decade working in the media, as well as consulting for multinational companies in 
a variety of fields, including public relations, marketing, sales, high-end jewelry, 
and international telecommunications. Jones received her master's degree from the 
University of North Texas in communication studies, focusing on gender, race, and 
the mass media. Her bachelor's degree is also in communication studies, from the 
University of California, Santa Barbara. 

Sarah LaCorte is from Wickliffe, a small town east of Cleveland, Ohio. She 
attended Kent State University where she studied advertising and marketing. She is 
fascinated by the world of advertising and loves discussing the effects it has on 
society. Her chapter in this book is of particular interest to her because the history 
of advertising cigarettes to women shows how powerful advertising is and how it 
can both shape and reflect the culture it is part of. When she is not contributing 
chapters to books, she can be found crafting, listening to NPR, or watching a good 
documentary. 

Huston Ladner grew up just outside of Philadelphia, Pennsylvania, and attended 
the University of Miami, earning a bachelor's degree in English literature. 
Following graduation, he pursued his desire to play music, moving to Athens, 
Georgia, where he played guitar and bass for a number of bands. After realizing 
that that he would not become a rock star, he attended the University of Georgia, 
earning a master's degree in sports studies. His focus there was on the National 
Football League and the antitrust collusion surrounding the drafting of John 
Elway. 

Ladner next moved on the University of Southern California where he enrolled 
in the master's of professional writing program, focusing on fiction. While there he 
also tutored student athletes and ran an audiobook store. A move to Mississippi 
ensued, where he obtained a master's in library and information science at the 
University of Southern Mississippi. His 
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master's project examined the bibliometric publishing patterns of sport and culture. 
Soon after graduating, Ladner enrolled at the University of Hawaii-Manoa, in the 
American Studies department, where he is a PhD candidate. One of his academic 
interests is the examination of how NASCAR employs and exports southern 
identity to the rest of the nation. In addition, having lived in the South a number of 
years, Ladner continues to look at how the region creates what is commonly called 
southern culture. He has written for a variety of publications, ranging from local 
magazines to scholarly works. He continues to torment himself by being both a 
Philadelphia and a Cleveland sports fan, while also being one of the few Hawaii 
residents that follows NASCAR and hockey, while even giving some attention to 
soccer. 

Patrick Mayock is the international news editor of HotelNewsNow.com, an online 
news resource for the global hotel industry. He was integral in the launch and 
continued development of the award-winning digital platform, which serves a 
worldwide audience of hotel owners, investors, operators and developers. Patrick 
also contributes to Metromix, a national network of city-specific entertainment 
websites. He earned a bachelor of science in journalism from the E. W. Scripps 
School of Journalism at Ohio University and earned his master of arts in media 
management at Kent State University. Patrick lives in Lakewood, Ohio, with his 
wife, Emily, and dog, Coraline. 

Phylicia McCorkle, bom and raised in Cincinnati, Ohio, earned a master of arts 
degree in journalism and mass communication program with a concentration in 
public relations at Kent State University. She received her bachelor of arts in 
communication from Bowling Green State University in 2010. A sports enthusiast, 
her future career goals involve working using her public relations skills within the 
community relations department of a major or minor league sports team. With a 
passion for giving back and helping others, her journey toward earning a master's 
degree with a public relations concentration has proved beneficial. As a graduate 
assistant her bevy of skills have expanded, providing a well-rounded and much 
needed learning experience for the bright future ahead. 

Jennifer L. McCullough (PhD, The Ohio State University) is an assistant 
professor in the School of Communication Studies at Kent State University. Her 
research interests include the social and psychological effects of the mass media on 
individuals and the role interpersonal communication plays in altering these effects. 
In particular, she examines the role of the media and family communication in 
developing children and young adults' 

http://hotelnewsnow.com/
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consumer competency. This includes research on the effectiveness of parental 
mediation strategies designed to mitigate the unintended effects of advertising 
content on young children. 

Mitch McKenney is an assistant professor in the School of Journalism and Mass 
Communication at Kent State University. He joined the Kent State faculty in 
August 2008 following an 18-year career in newsrooms, including a decade at the 
Akron Beacon Journal and Ohio.com, where he supervised online news, features, 
politics, in-depth and crime news reporters. He previously was a reporter and editor 
for the Palm Beach Post in southern Florida and at the Times-Union in Rochester, 
New York. Among the courses McKenney teaches at the Stark Campus are 
journalism writing courses such as newswriting, media writing, fundamentals of 
media messages and the graduate-level reporting for mass media, as well as lecture 
courses such as mass communication and media power and culture. In the lecture 
courses he focuses on the First Amendment and where government intersects with 
media, so his ears perk up when federal and other agencies seek to put limits on 
media content or regulate advertising. He also puts an emphasis on taxpayer access 
to government records, including sunshine laws and open-records laws. He also has 
developed courses in journalism specialties such as international 
storytelling—which has taken students to China and India—as well as 
environmental reporting and citizen media. McKenney's research has included 
work on credibility of news sites, the effect of reader feedback on news coverage 
online, public records access, environmental coverage and international reporting. 
He also studies the use of newswriting techniques such as narrative and features 
section staples such as comics sections and religion pages. His bachelor's in 
journalism and master's in business administration are both from Kent State. He 
lives in Hartville, Ohio, with his wife, Kim, and their three children. 

Natalie Moses grew up in Pittsburgh with her face behind a Harry Potter book. She 
loved reading so much that she developed a passion for writing well before 
teachers started giving writing assignments. In high school, she was heavily 
involved with the Newspaper Club and by senior year became president and 
editor-in-chief. By this time it was clear that Hog-warts would not accept her, so 
she decided on Kent State University instead. She is currently majoring in applied 
communications with minors in PR and media literacy. During her second 
semester at Kent State, she became a features reporter for the Daily Kent Stater, 
where she quickly found a niche in humor writing. Reporting has provided 
opportunities that she never imagined possible, such as interviewing stars of her 
favorite movies and being the first to write about rising local music artists. Above 

http://ohio.com/
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anything, Natalie wants to write stories that will someday inspire little bookworms 
jusi like J. K Rowling did for her. 

John Kenneth Muir is the author of over two dozen books of film and TV 
reference, including award-winners Terror Television, Horror Films of the 1970s, 
and The Encyclopedia of Superheroes on Film and Television. His popular blog, 
Reflections on Cult Movies and Classic Television (hup:// 
reflectionsonfilmandtelevision.blogspot.com) was selected one of the "100 Top 
Film Study" sites on the net in 2010, and he is also the creator of the independent 
web series, The House Between (http://www.thehouse between.com). In 2009, John 
appeared in the documentary Nightmares in Red, White and Blue: The Evolution of 
the American Horror Film along with horror legends John Carpenter, Larry Cohen, 
and Joe Dante. John's most recent books are Horror Films of the 1990s (2011) and 
Purple Rain: Music on Film (2012). He lives in Charlotte, North Carolina, with his 
beautiful wife and young son. 

Isaac I. Munoz received his doctoral degree from the Department of Advertising at 
the University of Texas at Austin. He holds a master of science in marketing from 
Texas A&M University-Commerce with a focus on international marketing and 
branding, as well as a bachelor of business administration in marketing from Texas 
Tech University. His primary research focus is consumer behavior via the 
amalgamation of account planning, qualitative methods, film studies and consumer 
culture theory. Other research interests include entertainment and university 
marketing, marketing strategy, and health literacy, especially within the Hispanic 
population. Munoz has worked on account planning for accounts such as: General 
Mills, MillerCoors, the City of San Antonio, the University of Incarnate Word, 
Payless Shoe Source, Reynolds Wrap, the NBA, and Western Union. He is 
currently a customer insights manager in the Marketing Department at Southwest 
Airlines. He has presented his research at the American Academy of Advertising, 
the Texas Leadership Luncheon, the McCombs' Healthcare conference on 
innovative forms of communication, and Cross Cultural Business Research. He has 
also lectured at Texas State University, the University of Texas at San Antonio, and 
the University of Texas at Austin. Munoz's research has been published in the 
Journal of Advertising Education, fournal of Computer-Mediated Communication, the 
ARF (Advertising Research Foundation), and is under review in other academic 
journals. 

Heather Ann Roy (MA, Syracuse University, 2012) is a doctoral student at the 
University of Iowa in the Department of Communication Studies. Her 

http://reflectionsonfilmandtelevision.blogspot.com/
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research interests include rhetorical theory, gender studies, queer theory, critical 
cultural studies, and visual rhetoric. 

Rekha Sharraa (MA, MS, Kent State University) is a doctoral candidate in the 
School of Communication Studies in the College of Communication and 
Information at Kent State University. With a background in journalism and 
information use, her current research interests include the uses and effects of news, 
political media, and popular culture. Her dissertation will focus on government 
conspiracy theories about the presidency. Her recent publications have addressed 
the use of YouTube in the U.S. primary and general presidential elections. She has 
also published work examining the use of film in the articulation of ethnic identity, 
the impact of film on news agendas, political outcomes of infotainment, and 
messages about war in animated cartoons. Her academic anicles have appeared in 
journals such as Global Media Journal-Canadian Edition, Electronic News, Mass 
Communication and Society, and in the anthology War and the Media: Essays on News 
Reporting, Propaganda and Popular Culture. 
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