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1. History and Thinking of EAA
-Relatively short history compared with AAA (60 years) and JAA (49 years)
-Objectives of EAA

2. Current Issues of Advertising Academy
(1)Interview for the President of EAA (Dr. P. Pelsmaker)
-Number of EAA members (almost one third of AAA/JAA)
-Joint membership with AAA
-Changing advertising industry is a big issue
-Characteristics of ICORIA (open, accessible, relatively small, warm atmosphere)
-Focused on advertising and marketing communication
-2017 theme is “Power to consumer: How contents become message)
(2)Interview for ex-president of AAA (Dr. J. Huh)
-Number of AAA members are 425(2.8 times of EAA)
-Advertising industry faced new trend and challenges
1) Data: competition with data based marketing
2) Personalization: how to communicate each person with appropriate advertising
message
3) 10T: many data can be connected with SNS
-Issue of AAA is how to encourage advertising research
-Comparison with AAA and EAA

3. Key Topics of ICORIA 2017
(1)Keynote Speech”New Forms of Content: Research and Responsibility” (Dr. M.
Nelson)
-Change of media and multi-screen
-Down trend of trust in media both US and EU
-Ad blocking



-Creativity: bold and provocative
-What is our responsibility, and opportunity for research?
(2)"Toward A Governance Framework of Advertising Output” (Dr. M. Kilgour et al.)
-Principle framework for governing agency relationship
-Key variables for agency governance
-A governance framework for advertising
-Contradiction between originality and appropriateness
(3)’Beyond Demographics: Adding Emotional Variables to Enhance Media Planning”
(Dr.D. Shultz et al.)
-Consumer impulsiveness and impulsive behavior
-Kahneman’s “Thinking Fast and Slow”
-System 1 and system 2 thinking
-Disinhibition scale and impulsiveness scale
-Time spent is critical variable
(4)”Blood-Stories, Storyscaping Engagement in Transylvania” (Dr. A. Craciun)
-Blood problem in Romania
-Pay with blood campaign (Cannes PR silver)
(5)”What is Advertising?”(J. Bullmore)
-Criticism to advertising
-Advertising and advertisement
-Definition of advertising (1991 vs 2017)
-History of advertising

4. In order to Encourage Advertising Research
-Number of Advertising Academy Members of EAA/AAA/JAA
-Number of papers from 2015 to 2017 by EAA/AAA/JAA
-Some idea to encourage Japan Academy of Advertising
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