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Deborah Magnuson-Elliot
Co-Owner, Marketing Matters

by Cody Perkins
 For my interviewing assignment I had the opportunity to interview Ms. Deborah Magnuson-Elliot, 
co-owner of Marketing Matters in Austin Texas. Marketing Matters serves as a full service advertising agency 
which employs thirteen advertising specialists in four categories. Ms. Deborah Magnuson-Elliot and Pat 
Stark co-own the company and serve as principals or managers over the whole agency. Six employees serve 
in the account service department under Aleah Rouse, the senior account manager, and work towards client 
satisfaction. These are the men and women who insure the client is happy and communication is flowing back 
and forth between the agency and their clients. The creative department is made up of four members who are 
in my opinion the background of Marketing Matters in Austin and work under Matt Carlson, the senior art 
director. These members create the campaign and give it the visuals it needs to go to the next level. Last but not 
least Christian Ellsworth manages the interactive department of Marketing Matters. His job is to insure client 
websites are running well. Overall these five teams make up Marketing Matters in Austin.
 Marketing Matters has gone on to serve many local businesses in Austin focuses on all levels of 
marketing and advertising. They believe in strategic planning and make it a point to lay out their plan to their 
clients. As a part of their strategic planning they take these steps: Set up a timeline, establish a budget, create 
a brand identity, target their client’s consumers, refine their message, choose which media outlets to use, and 
deliver their message (2014, http://mmaustin.com/services/strategic-planning). 
 Marketing Matters also serves as a brand building service. On their webpage Marketing Matters states 
(2014, http://mmaustin.com/services/creative), “Your brand is one of the most important decisions that you 
can make for your business. A brand communicates a personality - a visual, emotional and cultural image. 
Marketing Matters can help you create that image whether it’s for your entire company or an individual product 
or service.” Many companies are looking to create a brand in today’s economy as this is vital to the success and 
growth of a company and Marketing Matters is there to help.
 From a production and creative standpoint Marketing Matters understands people still enjoy watching 
television, listening to the radio, and watching videos online. Because of this they provide these visual and 
audio services to their clients, TV Commercials, radio commercials, infomercials, product videos, video 
testimonials, web video, and photography services (2014, http://mmaustin.com/services/production). 
 From an interactive standpoint Marketing Matters offers different services for their clients when it 
comes to the World Wide Web. This proves to be helpful as the future of the advertising industry most likely lies 
on the Internet. Consumers are looking for interactive media where they may access what they want when they 
want it. Their interactive services include: web development and design, email marketing, AdWords campaigns, 
search engine optimization and marketing, and social networking (2014, http://mmaustin.com/services/
interactive)
 Unfortunately when I interviewed Ms. Deborah Magnuson-Elliot she was out of the office 
conducting business. Because of this I was not able to speak with her directly but rely on email as a means of 
communication. She was excited to help me with my assignment and was happy to give me advice as the owner 
of an advertising agency. Below are my questions in italics and her answers in bold. 
 Q: What made you decide to go into the advertising industry? 
 A: For me it was sort of a fluke.  I got into sales in radio and worked there for nearly 25 years.  Once 
radio became more about stocks and buyouts I didn’t like it so much.  One of my sales managers and I started 
Marketing Matters in 2012 so we could work more closely with clients and be involved in the entire business.
 Q: How did you prepare yourself for the advertising industry? 
 A: I had worked in the field for so long it came natural. I found some key people in the advertising 
industry and met with them to learn more about it.  I tried to develop a few key people that I could call mentors.
 Q: What do your average day to day activities in the advertising industry look like?

http://mmaustin.com/services/strategic-planning
http://mmaustin.com/services/production
http://mmaustin.com/services/interactive
http://mmaustin.com/services/interactive
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Jack Cravy
Owner, Crave Win Marketing

by Shelby Rinehart
 Q: How did you prepare yourself for this profession and how did you get into it? 
 A: I went to high school at East Chambers in Winnie, TX and that’s where I learned I wanted to do 
graphics for a living. There was a design contest I was entered into by my computer teacher, and actually made 
it to nationals and won 3rd place. I guess that’s where I got my initial idea that is was going to be my career 
choice. Originally went to school for a graphic design (a horrible college with no reputation). Didn’t learn a 
whole lot, but I was able to build work on class projects that built my portfolio. 
 I applied to over 130 different jobs when I graduated college and was interviewed only 3 times. No 
one was hiring, but they liked my work. I did get a few freelance projects, which ultimately lead me to a man 
who had started an advertising agency in The Woodlands, TX. He was looking for someone young, passionate, 
cheap, and with a hard work ethic. That was me to a “T”. It was just me and him at first, then after 18 months of 
working there, I had over 4 other designers underneath me and I was working on projects for multimillion dollar 
companies (at the age of 23). It was here that I learned almost everything I know now. Eventually me and the 
boss had a falling out, and I decided to branch out on my own.
 Q: What do your normal working days look like?
 A: Get to the office between 9-10am, then open up my emails. I probably have about 15-20 unread 
emails by the time I’m getting to my computer on a daily basis. I spend 85% of my day communicating with 
clients, and the other 15% actually performing work. I leave at around 7-8pm.
 Q: How does your work look in the whole picture of the company?
 A: I am the owner, and we are a small company. So my work is about all you see. I have two other 
designers and one other developer - all of which work remotely. 
 Q: What are the greatest challenges in your work?
 A: Convincing business owners to advertise. That’s the worst thing ever. If a client comes to you 
because they know they need to advertise, it makes it much easier to sit down and create a good strategy. But 
some clients need to be convinced to advertise. And that’s probably because they are 1. stubborn, 2.uneducated, 
or 3. they’ve been burned by an ad agency. However, if you can convince a client to advertise the right ways 
and get your foot in the door and actually produce awesome results - they’ll love you forever and send great 
referrals. Two sides to the coin on that one.
 Q: What are the greatest satisfactions of your work?
 A: Seeing work I’ve done in public. For example, you can go to Spec’s in Beaumont and buy a bottle of 
Railean Rum. I designed that label and logo for that company. Going to the store and buying something I helped 
create is an amazing feeling.
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications?
 A: We are seeing a lot of the web development projects going towards “responsive” designs that change 
according to the device being used to browse (mobile, tablet, pc, etc). That’s one thing in particular that’s hard 
to keep ahead of. On top of that there are several different prominent resources that have realized some of 
the changes in rank factors in Google’s recent algorithm updates that show that social shares and citations are 
playing an increased role in page authority. What this means is - Getting websites to rank well in search engines 
is changing in a big way. Social sharing now takes a role (even if just a small role) in a websites ability to rank 
well. That is going to be a major game changer in the world of SEO.
 Q: If you are recruiting a new person for your company, what types of students are you going to hire?
 A: Students that don’t need their hand held. I wouldn’t mind training someone, but the less training I 
have to do the better. Passion is a must.
 Q: What are the most critical characteristics, knowledge, and skills that you are looking for from a 
candidate?

 A: There is no average day to day.  Each day is very different because you have many different kinds of 
clients and projects going on.  You might be filming a commercial for one to designing a logo for another.  You 
may be strategizing a brand or buying a digital campaign, it is always different and that’s what I love about the 
business.
 Q: How does your position relate to other positions in your agency? 
 A: I am the owner so I have to know about every position and person in the agency so I can make proper 
decisions.
 Q: What do you enjoy most about your job? 
 A: Helping clients grow their business and growing the career path for my employees. 
 Q: What is the most challenging part of your job? 
 A: Finding and hiring the right people that fit into our team and that are also talented at what they do.  
Also it is tough when you do a campaign and it does not work, that can happen.
	 Q:	In	your	opinion	do	you	see	the	advertising	field	growing	in	the	future	and	why?
 A: Absolutely. There are so many different avenues today than there were 20 years or even 10 years ago.  
It is almost becoming better to be specialized that to try to do everything.
	 Q:	Do	you	see	upcoming	challenges	in	the	advertising	field?	
 A: Yes, applies to question 7 – there are so many choices today.  I think digital is going to hurt 
traditional media because it is so trackable.  The client is going to control more of what they do because they 
can see tangible results.
 Q: What are the qualities and skills you look for in potential hires?
 A: I look for someone who can show me what they can bring to the table.  Do they interview me like 
they would interview a client or just sit and wait for questions.  Are they engaging and curious.  The position 
depends on whether I need experience or not so sometimes that matters.  There are also cases where I look for 
character, you can train skill but you can’t train character and attitude.
 Q: If you were to choose between a potential hire who has a degree but no experience or an individual 
with no degree but advertising experience which would you consider and why?
 A: I think this applies to the previous question, for me a degree is nice that they have educated 
themselves in the field but if the people skills and the character is not there I am not interested.
 Q: In your opinion how helpful is a degree in advertising? 
 A: I think it is important, especially for certain areas, design, management etc.  However that said again 
I also look for a fit and character and attitude and experience helps.
 Looking over the interview questions and answers I feel as if I learned a lot about the advertising 
industry. For the most part I did not realize how much diversity there is in the advertising industry. Before 
this class and this assignment I mainly thought of advertisements on television or the radio in the form of 
commercials. I had not thought much about how print and digital media fit into advertising. As far as an agency 
goes its people and departments are as diverse as the industry it serves. As Ms. Deborah stated the industry 
is growing to the point where agencies almost need to specialize in a particular field instead of trying to be 
generalists. I was also surprised at Ms. Deborah’s answer to my questions about potential hires. From what 
I gathered she is more interested in the personality of the person she is hiring over their potential to do good 
work.
 As a university student studying advertising I realize the work I do may not be everything to an 
employer. I also need to take the time to work on and develop my personality. If I am not a people person 
who can meet with and relate with clients I may have a hard time finding and keeping a job in the advertising 
industry. It is important for people looking into the advertising field to look into and take communication classes 
as a part of their studies to insure they have the best chance at having a successful career. 
 Overall I greatly enjoyed this project and hope I will get to speak with Ms. Deborah more often. She 
was incredible kind to me as she helped me with my project. I can tell by her responses she is passionate about 
advertising and helping her clients grown. Her answers indicate it is not about the money or the fame but about 
the client and producing an advertising campaign which will help them grow as a company. 
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Jarred DeMore
President & CEO, Cornerstone Advertising and Design

by Dakota Rowley
 Since 1982, Cornerstone Advertising and Design has opened their doors to many clients, including La-
mar State College- Orange, Nissan of Silsbee, Market Basket, STI Group, Itex, and numerous more companies 
in Southeast Texas and Southwest Louisiana. Located in Beaumont, TX and Lake Charles, LA the company has 
a in-house web design team, television and radio team, graphics arts team, and many more marketing cam-
paigns. I had the pleasure of talking to the president/CEO, Jarred DeMore about what it is like working in an 
advertising agency.
 What every interviewee wants to know is how you prepare yourself for the profession and how do you 
get into it. I, myself, have always been curious how someone with no experience just hops into a profession like 
this.
 Mr. DeMore has a unique story behind why he became CEO of his company. He was actually forced into 
the business by really harsh circumstances. As I was talking to Jarred, he told me that he had no formal school-
ing and received his GED, not a regular high school diploma. His dad struggled with diabetes when Jarred was a 
young boy. By the age of 17 he started off as an office currier, but didn’t take the job seriously until he turned 24 
when his dads disease progressed. “I buckled down and started working in the sales department”, Jarred says. 
He followed his dad around while he discussed business with clients for many years. Jarred states that, “As my 
mentor, my dad a jovial spirit, was a great communicator, was an outstanding listener and always had a way to 
create solutions to problems. I would say without any hesitation that those were some of the strongest attributes 
that have helped prepare me for the job.” 
 With being the CEO of the company, Jarred has more responsibilities than a lot of the other employees. 
I asked him what his normal working days looked like and he does numerous things around there, not just look 
pretty.
 Jarred gets to the office around 7:30 and walks around the office to say good morning and starts help-
ing employees problem solve and interact with the projects they have going on. He states that, “I believe it is 
important to engage and be a part of the work and personal issues if I’m invited into them, because the effect 
otherwise would be less productivity and not understanding people skills. I would rather not have to always be 
the one who has to deal with all of the issues because it’s really tough and a lot of pressure but I pride myself on 
being compassionate and understanding as well as a problem solver or just a good ear for someone who may be 
in need.”
 As being the main person for a large company in Southeast Texas, Jarred has multiple rolls that he plays 
throughout the day. Some of these rolls include being a leader, a mentor, an advisor, an accountant, and a per-
son who critiques the assignments going on. He says that, “It is a very hands on job in any area of the business. 
From the Art Director to the Production Manager, Graphic Designer, and Interactive Web Manager, they all play 
a roll in communicating with the creative process and communicating one on one with the client.”
 To this day there are many challenges that Jarred still faces, but with these challenges comes satisfaction 
with his job. You really have to give and take with a job like his. 
 He enjoys the relationships he builds with his clients/friends. “It is very satisfying to be able to help a 
business grow by dissecting them and really understanding the different avenues that can be taken to help them 
achieve success with their advertising and marketing”, says Jarred, but with this comes challenges whether it be 
on projects he is doing, understanding client needs, or even social media. “There are new challenges we have 
been seeing in terms of the evolution of the digital platforms that appear to have no solid backing in terms of 
tangible results other than a set of eyeball seeing the ads. For example Facebook, Twitter, and Instagram. These 
are all heavily used social mediums that offer targeted demographics yet limited results in tangible data.”
 Advertising and Marketing communications are changing every minute, every hour, and every day. With 
being an advertising agency, companies who compete for clients are looking to broaden their horizons and over-

 A: It would depend on the position in which I would be hiring:
 If I hired a graphic designer - portfolio means everything. Experience doesn’t matter, and a degree 
doesn’t matter. 
 If I am hiring someone to help with Internet marketing, then experience is the only thing that matters. 
There is no degree you can get for SEO certification and there never will be.
 If I am hiring an assistant - the strongest characteristic needed would be patience. I’m difficult to work 
with and my hours are super crazy.
 If I’m hiring a media buyer or something like that - they better know how to do much more than that. 
Media buying will only keep someone so busy for so long and it doesn’t take a degree to be able to do it.
 In the long run - a degree doesn’t mean that much when I decide to hire people (it looks nice though). 
It’s all about what they can actually do for me. When looking at graphic designer portfolios - some of the worst 
work I have ever seen comes from people with master degrees. 
 Q: Is there any advice you would give to aspiring advertising students?
 A: Don’t worry about getting paid right out of college. Worry about getting experience first and 
foremost. Make sure you are %100 passionate about what you are doing. Remember “advertising” is a very 
broad term. That can be a thousand different job descriptions. Know “exactly” what you want to do - then do 
everything you can to be the best at it.
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Erica Eiseline
PR/Account Executive, MMI Agency

by Aliyah E. Thomas 
 Q: Erica, I would like to thank you for taking time out of your busy schedule to answer a few of my 
questions.
 A: No Problem
	 Q:	Okay,	Let’s	get	started	with	the	first	question.	What	is	your	higher	Education	background?
 A: I graduated from Baylor University with a Bachelor Degree in Marketing and Media business.
 Q: What exactly do you do?
 A: Account Executive, represent four different clients in sports, economic development and two in real 
state. I write media coverage for them in addition to press releases, social media, and advertising and public 
relations.
 Q: Awesome, so what you think helped prepare you most for the job that you acquire now?
 A: I think having a lot of internships is what really helped me. I’ve had several public relations 
internships as well as other fields in the Human resources and relations field. 
 Q: So you would say that it is important for kids to be involved in lots of intern opportunities?
 A: Absolutely! 
 Q: Well, that’s good to know. Speaking of internships, Does MMI Agency offer internships, and if so 
what do they look for during the selection process?
 A: Well, I’m not exactly sure on what the company looks for because I am not the one who selects 
the interns, but if I were the one selecting, I would say, I would be looking for someone involved in a lot of 
organizations on their campus, as well as keywords on their résumé such as, organized, friendly etc. I also 
would want to know if that person had any leadership roles, previous experience and of course the interview has 
to go well. I would look for someone who is enthusiastic about the company and ready to work!
 Q: That sounds fair! So to round up the internship questions, what do the interns that come to MMI 
agency get out of the experience?
 A: the interns that come to work for us will learn how to compile reports, learn how to take news 
coverage, Online, Print Television and Radio. They will learn how much the cost of advertising really is, 
research project and conduct media audits. We also would expect them to compile information for the website 
and social media networks. 
 Q: What are the major skills that you use on a day-to-day basis?
 A: Communications skills in all forms writing press release, on the phone and through email. Also, 
organization skills to balance the press release deadlines are very important.
	 Q:	What	about	your	job	do	you	find	the	most	enjoyable?
 A: I like the agency setting, every day is so different we are in and out of the office a lot. I also enjoy 
getting my clients in the news. When I see a story pop up it the news it makes me very excited.
 Q: How many hours is in a regular work week for you?
 A: A typical work week is about 46- 60 hours. We work a lot of events so even though my office hours 
9-5 we office work long or late hours.
 Q: Which season is the toughest in your line of work?
 A: Fall, because we have so many events in Houston and it is cooler and people usually want to hang out 
outside more due to holidays coming up. I also tend to get busy in the spring because I have to help with a lot of 
golf tournaments. 
	 Q:	How	would	you	describe	your	offices	culture?
 A: At MMI just moved to a three story building downtown it is designed with a very casual and modern 
style. We have five different departments but we are not spread out. Our workers are also very hardworking 
perfectionist. 

come great changes that the future has in store for them.
 I asked Jarred what he thought the greatest changes were for in the future of advertising and marketing 
communications and this is what he contemplated.
 “I continue to see the Internet and digital platforms playing a much larger roll in clients communicating 
and interacting their brands with their customers. The traditional media outlets (TV, Radio, Billboards, etc.) will 
not go away, actually television viewership is up among many demographics across the board. But what we do 
see in the industry is more interaction with those consumers sitting in their very own living rooms watching TV 
and interacting with the ads they are watching (enter in social media and the new media we will come to see in 
the near future.)
 With having great future changes in advertising and marketing communications, recruiting highly so-
phisticated people can become a challenge, but not for Jarred DeMore. 
 “Whats funny is I constantly tell my fellow workers I’m eager for them to take my job from me. Often 
I issue the challenge. My objective is to see how bad they want the job and to see the effort they are willing to 
put into it. Thankfully no one has taken it yet, but it reinforces the understanding of the facts, they are. “Be what 
you want to be within your industry, but realize that the only one holding you back is you. If you want it bad 
enough it will show and you will have it.”
 I am looking for the people that are going to be the driving force behind the concept, (Visionaries, inno-
vators and the we won’t stop till it’s done mentality type of person.) 
 As far as schooling goes, it is very important to have the foundation but reflect on my situation and un-
derstand that anything is possible if you want it bad enough.
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Preston Mattingly
E-Signature

by Andrew Messina
 A friend of mine that I work for worked for the company e-signatures, also known as electronic 
signatures, when he was done playing professional baseball and decided to return to school to get his education. 
My friends name is Preston Mattingly, and yes he does play for the Lamar Basketball team. Preston has a 
unique story; he was drafted by Major League Baseball in 2006 and retired from the game of baseball in 2012. 
After Preston retired from baseball, he applied to work for e-signatures before returning to school to play 
basketball. He gave me some insight on how they would promote their company by advertisement. Here is how 
the interview went:
 Q: A, tell us something about yourself that not many people know?
 A: A lot of people think that since my dad was so great in baseball that I had to be like him, it wasn’t like 
that for me and my dad, my dad wanted me to be my own person and enjoy life the way I want to enjoy it, and 
hey look at me, I am the best 27 year old sophomore in college basketball. 
 Q: Who would you consider would be your role model?
 A: I’ve met a lot of famous people since my dad is who he is, but I would have to say that my role model 
would have to be Derek Jeter. The way he went about his business on and off the field, and the consistency 
he had throughout his 20 year career made me look up to him. I met him a couple times growing up and we 
remained friends. He really is one of the most down to earth guys you will ever meet. 
 Q: One more question about yourself, if you played your dad in basketball in his prime, and during 
your prime, who’d come out on top?
 A: What kind of question is that? I would dominate my dad! My dad and I always joke around about this 
a lot. He thinks he would win, but let’s be honest on who would win. 
 Q: Alright, let’s get serious, you worked for electronic signatures, e-sign for short, how did you 
prepare yourself for the profession and how did you get into it?
 A: I really didn’t have much time to prepare for this profession like most people did. I was fortunate to 
have a friend that already worked for them, and so I called him up after I retired from baseball and asked for 
some help, and sure enough he did, and I really enjoyed my time working for them. 
 Q: What did your normal working days look like? 
 A: I didn’t really have a normal work day. My job was traveling to all different types of sporting venues 
and getting different types of signatures to send off to the people who would put the professional athlete’s 
signature on memorabilia. See the way it works is that I would get a signature, send it off, and then the people I 
work for would use it for authentication. It seems complicated, but it really isn’t. 
 Q: How does your work look like in the whole picture of your company?
 A: My work is just simple work really. It was a lot of travel which I enjoyed, but in the grand scheme 
of things, my job was really simple and all I had to do was do what I was told, and get the signature to the right 
person and the rest was taken care of. 
 Q: What were some of the greatest satisfactions you had during this job?
 A: I didn’t really have many great satisfactions. Traveling to places and getting to see places that you see 
on TV and seeing them in real life was pretty special. I met a lot of famous people, old and young, and it was 
great being able to talk to them just as regular human beings and see a different side of them that most people 
don’t get to see, so I would say that was pretty much my greatest satisfaction.
 Q: What were some of the challenges that you faced during your time with e-sign?
 A: A lot of travelling you would think would be great for a young guy like me, but it really isn’t all that 
great. I was never home for more than two days, I was always on the road, being in professional baseball, I got 
a taste of that traveling on a bus or a plane to different places, and I thought I was done with all that but it was 
always being on a schedule and being at a place at a certain time gave me difficulty but I wouldn’t trade my 

	 Q:	What	would	be	a	reasonable	salary	range	to	expect	if	I	entered	this	field?
 A: An entry level salary would be about $32.00-$36.00 an hours.
 Q: How did you get the job you currently have?
 A: At MMI we have a really a strong internship program, so I went to intern there and when I went back 
to college I remembered how much fun I had and I wanted to go back so when I graduated I applied for a job. A 
good number of the employees had internship there as well.
 Q: If you could start over and pick another career path would you still pick advertising and 
marketing? 
 A: I would pick it again. I get a great deal of satisfaction from what I’m doing and I think it fits my 
personality.
 Q: How long would you say it takes to “rise to the top” in your company?
 A: I think it depends, here you have to just work your way up and improve your skills, and we are a little 
smaller so the higher senior level roles are a little more limited in nature.
	 Q:	Why	do	you	think	most	of	the	people	who	have	chosen	this	field	work	in	advertising	agencies	
versus in- house?
 A: The agency setting allows much more flexibility, you learn about a lot of industries and you get way 
more experience. There also can be less politics in a agency setting
 Q: why did this type of work interest you?
 A: It interests me because I get to use the skills I love like writing. I also have a genuine interest that my 
client’s success and I love to help people.
	 Q:	Is	there	flexibility	related	to	dress,	work	hours,	vacation	schedules,	place	of	residence	etc.?
 A: There is, our time is all billable, every hour is billed on an hour rate. We just have t make sure we are 
doing 40 hours of work. It’s a standard two weeks a year when you have been here for a year that›s when you 
are able to take your vacation
 Q: If your job progresses as you like, what would the next step be?
 A: Senior Account Executive, more responsibly especially in the strategy side
	 Q:	what	major	advice	would	you	give	to	someone	looking	to	enter	your	field	or	do	your	particular	job?
 A: I would say, get all the experience you can with organizations and get at as much leadership skills so 
you can, learn to communicate, become a new junky and learn to write and love to do these things because you 
will do them everyday.
 Q: What are the major frustrations of the job?
 A: Needing to get approval from a client and It taking a little longer than you would like. Because very 
thing need to be approved before it is sent out and clients are busy as well, but it will slow down the process so 
that can b we frustration sometimes.
	 Q:	Do	you	have	any	warnings	for	college	students	looking	to	enter	this	field?
 A: Just be prepared for a hectic schedule. It is not an easy industry can be stressful, but if you live to do 
this you will manage that stress.
 Q: Well, A thanks so much for your time again I truly appreciate you taking this time to help me out
 A: No problem, anytime!
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Elizabeth Jeanes
Marketing Director, LamarAlive!

by Brittney Brantley
 Advertising is the way companies and agencies get the word out on events, programs, parties, etc. 
for people to attend. It’s a growing business that applies to anyone from large-scale companies, to individual 
promoters and even to universities. All people see some type of advertisement on a daily basis, whether it be to 
try a new cereal, they see an ad for new lunch meat or even a fashion campaign promoting a new style trend. 
Advertisement is made to promote a product to a target audience to draw attention to it and make it known and 
worldwide. Advertising, just like humans need to change and adapt to new environment and audiences to make 
sure a common goal is met. There are a number of advertising methods which help companies, agencies and 
promoters get a job done and well.
 With myself working at LamarAlive!, I work with a marketing team to is directly in charge of marketing 
and advertising for all of the events that happen on campus year-round. With her official title, Elizabeth Jeanes 
is the Marketing Coordinator for the Division of Student Engagement, right here on the Lamar campus! I sat 
down with Elizabeth to talk about exactly what her position is and what her typical, daily responsibilities are.
After getting her Bachelor’s degree in Mass Communication from Texas Women’s University, Elizabeth was 
ready to venture out into the world. She says that while in school, she learned all aspects of the communication 
world so that made her versatile and desired for a number of jobs. From media writing, to marketing, to 
journalism, she had a clear understanding of all parts of communication and what each specific unit needed to 
be successful in a career, but marketing really peaked her interest. When she first got to Lamar, she worked in 
the rec center just as a marketing interim. When the rec grew out into branch offices, departments and divisions, 
she had the idea that they needed a marketing department to handle all of the events that would ensue due to the 
school’s growth. Her advisors listened to her and embraced her idea and created a marketing division, giving 
Elizabeth the title of Marketing Coordinator for the Division of Student Engagement.
 Starting in July of 2012, working with the new title under her belt, she had new daily encounters and 
work duties and responsibilities. When asked about what a typical work day is for her, she broke it down for 
me. A typical work day for her consists of multiple phone calls, endless e-mails and countless meetings with 
department administration. She feels that her main duty is to working towards goals and events to benefit Lamar 
students. One of the biggest learning experiences she has had is working with a team to produce effective 
visual marketing materials. Her work in the whole picture of the division is never-ending in her words. The 
marketing business is ever-evolving, constantly changing and people in the field need to learn how to adapt to 
the environment.
 Having to work so closely with a team of people, as an advisor Elizabeth’s greatest satisfaction is the 
accomplishment of her student workers. She claims she likes when her student workers are pro-active and take 
initiative on the planning and execution of events. She thinks in this type of business you need to be a good 
leader and a good follower to get the job done well and in a timely manner. Another satisfactory segment of 
the job is she feels accomplished when she has fully-prepped her student workers for life after college. The 
transition from college into the real, working world is a big change but with proper guidance, the transition can 
less turbulent.
 When it comes to the greatest challenges in her work, she says the hardest thing to deal with is the 
constant deadlines she faces. She constantly has a deadline to meet which means she always has a project that 
she is working on. She is always looking up other schools and their marketing campaigns on how to draw out 
larger crowds to their events. She says it is especially frustrating that there is no perfect guide book to market. 
The work literally, never ends.
 As we were talking more, Elizabeth had a lot to say about the future and the progression of 
communication and marketing and the changes it will endure over the next decade or so. In her own personal 
opinion, the end of print media will happen in the next ten to fifteen years. Not only will it be the end of print 

time with them for anything, I learned a lot and am grateful. 
 Q: What was the marketing and advertising perspective like for you? 
 A: I didn’t do really anything on the marketing or advertising side of this business, but I did see the 
company use a lot on social media. The use of social media really helped the company out by promoting its 
product through the different types of social media such as Facebook, Twitter, and Instagram. We tried to hit the 
generation that uses all of this technology so we felt like using social media was the best way for us to do that. I 
personally didn’t use the marketing perspective, I didn’t really have time to do market the company, but we had 
other people do that. 
 Q: If you were recruiting a new person for this company, who would you hire?
 A: I don’t know, that is tough to say. If it were up to me, I would have hired someone who is outgoing. 
Someone who isn’t shy around people, a people person as you would say. Someone who is smart on their feet, 
which can think and react at a timely manner. That person would have to be very patient with people, sometimes 
during this job, you have to be extra patient with people and sometimes it can get very frustrating. I know that 
you will have to really like sports and travel for this job, so anybody would is willing to relocate and enjoy 
sports. The last quality that I would look at is if this person is professional enough for this job, if this person will 
act professional at all times. 
 Q: What skills would you look for?
 A: someone who is willing to work hard during the difficult times. This job has its ups and it has it 
downs, you just have to be willing to work through the struggling times and keep going. Just someone who is 
down to earth and isn’t stuck up and acts too big for the job at hand. It’s a privilege to have this job, so enjoy it 
and don’t make yourself look dumb, and make the company look bad. 
 Q: How important was the marketing and advertising for your company? 
 A: I think it plays a great deal in our company. I think now days you have to market your product or 
you’re going to be way behind all companies. Marketing is just a game against big brother and little brother the 
way I see it, Big brother has more money so they can spend more, little brother is trying to play catch up and 
trying to stay with big brother. 
 Q: Where was your favorite place to go?
 A: I love New York, that’s where I grew up, but I love going to Los Angeles. There is a buzz in the air 
and the celebrities there make everything so cool. I love going out there to visit my dad and hang out with him. 
It is always a fun time. 
 Q: Most famous autograph you had to get for the company?
 A: I can’t really reveal any of that, but I will tell you that I met some pretty famous people, and they 
were all friendly to me because they knew my dad, so it was really cool to get their autograph as my job, not 
many people have the luxury to do what I did so I was fortunate. 
 Q: After you graduate college, would you consider going pack to electronic signatures?
 A: I don’t me would. I’m not going to school to get a degree in this type of field. I had fun with it, and 
I really enjoyed it, but I don’t this job is that great of a profession. I think it’s great for a person coming out of 
college, not someone who retired from baseball just trying to make some money. I’ll always be thankful for my 
job with them. 



A APage 14 Page 15

media in that time, but there will also be a backlash on technology. She says there is such a thing as a baseline 
stress level that constantly rises when the newest app or social media website or advertising technique is 
introduced or discovered and people gravitate towards it like wild fire. That is considered stress because there 
is always that desire to be on trend with the newest means of advertising and communication and people may 
not always be able to adapt to what is happening, hence stress arises. People are in some ways forced to get out 
of their comfort level which will be the cause of the process of elimination with this stress level. Eventually, all 
apps and technology will fade away, forcing a return to print later on. It is an ever happening, ever-occurring 
cycle of events. 
 When it comes to the qualities, characteristics and skills she looks for in her workers is pre-existing 
ability in the job she is offering. As of recently, she has a total of three student workers who work under her. She 
likes for her workers to come to the table which some sort of knowledge in the area they are applying for. It can 
be from graphic design to social media, to strictly marketing. She also says she likes for all employees to have 
effective and efficient communication skills, leadership skills and ambition. She needs workers who are able 
to work un-supervised because hand-holding on the job will not suffice or prepare anyone for the real world. 
Again, she also likes the pro-active attitude in all workers as well.
 With her multi-purpose communication degree, Elizabeth has seemed to found the perfect fit for her 
career. Advertisers need agencies, or workers because they need that broad range of experiences from fresh 
and educated minds. Her job is considered working under a full-service agency because she is responsible for 
account management, she has to always be creative and she is always researching new and innovative ideas 
to promote her advertising ideas and methods. On a daily process, Elizabeth also claims she works with a 
marketing process that is usually effective and works the best with her title and student workers. Like in class, 
her job relates with the process of planning, implementing and evaluation. 
 When it comes to the planning stage, she takes an ample amount of time, that she possibly can to come 
up with and create new campaigns, innovative marketing ideas, flyer templates and much more. That is also 
where the countless meetings coincide because there is constant feedback she needs to make sure she is putting 
her best foot forward. 
 As far as the implementing stage, she likes for her students to have more of a say so here. She likes for 
the students to engage with each other, as a working team to provide inside feedback and correspondence to 
make sure not only is it acceptable to the public, but to the public of Lamar, mainly focusing and keying in on 
the student body. The main audience this division targets with its advertising is students, usually aged from 17-
25 so these student workers have to implement advertising that will specifically attract this age group.
 When it comes to the evaluation stage, they take a look at how effective their advertising was. The 
evaluation includes surveys and questionnaires that ask questions from did you notice advertising, how you 
responded to it and if it had a clear message and purpose. Most of the time, the advertising is effective, and 
draws student attention by coloring, patterns, words and logos. The advertising done on campus does need to 
be meticulously made and strategic. Advertising with this age group is a little more straining because this age 
group’s attention-span is not that broad or long and students are generally more drawn to pictures and logos 
than words and black and white. That is one of the main reasons the wording on flyers around campus is so 
important. The words need to be short and key to let the purpose of the event be known and get the message 
clearly across to the audience according to Elizabeth. She is always up to a challenge and thinks that there is 
always room for improvement in any aspect of work.
 Elizabeth Jeanes is a Marketing Coordinator at Lamar and works for and by the students. Overall, she 
does enjoy her job very much. She gets a great deal of comfort and happiness when she sees her student workers 
succeed and have successful and beneficial events and programs on campus. She does a great deal of work to 
keep this student body happy, engaged and aware of all activities that occur on the Lamar University campus.
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Josiah Broadway
Manager, OC Guestlist

by Courtlin Thompson
 When it comes to advertising I thought of one person who I actually knew very well and is Very 
successful in the advertising business. You often think of advertising as a strict business no pleasure type 
of thing but in this case the type of advertising this guy does is mainly related to the entertainment world. 
Josiah Broadway is a guy that I actually met through one of his advertising deals for a local club. He works 
for a promotional/ advertising group called the OC guest list which is mainly centralized in Orange County 
California. Josiah Broadway is one of the top advertisers for shark club which is one of the top clubs in 
Southern California.  Fortunately Josiah Broadway was kind enough to talk to me about how advertising in the 
club field works. The interview went really smooth because this field of advertising is something that I may 
actually be into. I asked Josiah Broadway a few questions to give me A insight on his profession:
 Q: How Did You prepare yourself for the profession and how did you get into it?
 A: there was no real preparation for this job. For me it was kind of just something I got into and next 
thing I know I became really good at it. Coming up with different ways to get people to come to this club was 
something I became hooked on. I’m still taking classes in college and making money doing something I enjoy. I 
really started off passing out flyers talking to students about the club and now I am high up in this Agency, and 
I give ways to the people under me to advertise the club. But overall in my field it comes down to how hard you 
work and a little of who you know. I also have family in the business so it makes it easy for us to promote.
 Q: What do your normal working days look like? How does your work look like in the whole picture 
of the agency(company)? 
 A: why work days are pretty basic I advertise deals and promote for clubs that go on one day a week. 
As long as people show up to the club I get paid. Of course everything that I advertise has to go through with 
the boss but I’ve been doing this so long he puts his trust into me and knows I know what I am doing. My work 
is solely based on whats going on that Thursday or Saturday in the club. Sometimes different celebrities may 
perform so I have to adjust accordingly. I talk to my associated and we come up with ways to successfully 
advertise the artist so that people may come and enjoy the artist. That’s just an example though. We may be 
having a theme for the club so we just go off off certain ideas.
 Q: what are the greatest satisfactions in your work?
 A: that’s easy, when I enter into the club and I can barely move around. That means I’ve just about done 
my job. I love coming up with ideas and promoting them and people showing up shows me that me and my 
staff have done our job. When the checks come in that’s when it really shows. I mean, this club has been going 
strong for a while and we feel like its because its been a top priority to make sure that we advertise it the right 
way and make sure folks no about it. There no better feeling then sold out crowds.
 Q: what are your greatest challenges in your work?
 A: Well many people believe that I have it good and my job is very easy. But I have to constantly be 
on my job and come up with ways to make sure the clubs I advertise for are making money, and if I fail to 
do so I take a major amount of the blame. With that being said the greatest challenge I face is getting people 
to constantly come out and attracting new crowds, and keeping the people that do come coming again. This 
business can be hit or miss but for us thankfully for us its been a hit. Also getting our name out there. We live in 
a huge area and there’s a lot of competition. We have to make sure that we outdo our competition.
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications?
 A: I just see that it will get way more competitive, especially in the field that I am relating to. For the 
most part the things that go on in today’s advertising and marketing world will continue to happen. Business 
will continue to out due each other and come up with ideas and competitive edges that will propel one over the 
other.  That why I stress that it is important that as advertising and marketing change you must adjust to the 
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Anonymous Professional
by Delyn Ridinger

 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I studied advertising in college.  Originally, I looked at marketing, which was under the business 
umbrella, but it was too dry for me.  I wanted something more interesting. I sort of fell into advertising that 
way. At my university (San Diego State), advertising was under the umbrella of journalism, so my degree is 
technically in Journalism with an emphasis in Advertising.
 Q: What do your normal working day look like? How does your work look like in the whole picture of 
your agency (company)?
 A: Every day is different, which is what I love. My responsibilities include media planning, media 
buying, invoice reconciliation, trafficking buys, sending out some of the creative, and a number of other odd 
tasks here and there. I handle all of the media placement, which is one part of the advertising puzzle. I work 
closely with the Account Managers on the needs of the clients and work within the budget parameters that 
are set forth.  I also work with creative to ensure that the media buy puts the creative in front of a  receptive 
audience. The creative and the media plan must work together to achieve the desired results.
 Q: What are the greatest satisfactions in your work?
 A: I love hearing back from a client that a campaign was on target and performed solidly or even better 
than expected. It makes my day to get that type of feedback. That›s what we›re ultimately working toward, but 
sometimes it›s hard to measure results. There are so many factors involved, and a lot of them are from outside 
influences that we  can’t control. When everything hits the way we envisioned I love it. 
 Q: What are the greatest challenges in your work?
 A: The challenges tie back to the satisfactions above. Getting everything to come together perfectly can 
be very challenging. We can get the right message in front of the right audience to drive traffic, but they have to 
get the experience promised when they get to the store/website/etc. If the customer experience doesn’t balance 
with the advertised message, or the clients sales staff isn’t up to snuff, nothing will work the way they want. We 
can only do part of it.  The client also has to do their part. Managing expectations is also challenging.
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications?
 A: The consumer influences and impressions are changing rapidly. Technology is changing the way 
people get information and can be influenced. Keeping up with that is an ongoing challenge. In Southeast Texas, 
we tend to fall a little behind the national trends. That can be good because it allows us to see how things are 
playing out in other markets before it’s ready to be implemented here. This is primarily a result of consumer 
habits.  Consumers here don’t have the same habits as consumers in a large   metropolitan city.
 Q: If you are recruiting a new person for your agency (company), what type of students you are going 
to hire? What are the most critical characteristics, knowledge, and skills that you are looking for from a 
candidate?
 A: Energy, knowledge, desire to learn, attention to detail, organization, communication skills both 
internally and with clients or vendors. Don’t be afraid to speak out, but listen more than you speak and 
you’ll learn more and speak more intelligently. That’s a huge mistake a lot of people make. They talk more 
than they listen to the client and miss important information. Organization is KEY in this industry.  You 
have to be able to juggle multiple jobs at one time and stay on top of the progress. Deadlines are firm in this 
business. Communication is hugely important as well. You need to be able to write intelligent copy, and be able 
to speak clearly and confidently with clients. A habit of a lot of young adults is to speak casually using “like” 
or “um” frequently. That’s fine with family and friends, but won’t work with a client during the presentation of 
a concept.  And never, ever tell the client or a co-worker a lie. Whether intentionally or not. You will ALWAYS 
get caught eventually.  If you don›t know an answer, be honest and promise to get them an answer in a 
reasonably prompt time frame.  Always better then saying something that ends up being incorrect.

change. If we do the same things around here then people will get bored you must always look to improve your 
business.
 Q: If you are recruiting a new person for your agency (Company), what types of students are you 
going to hire? What are the most critical characteristics, knowledge and skills are you looking for from a 
candidate?
 A: in this field we don’t necessarily hire students with a certain background or certain skills. Of course 
we want students that have some type of background in the advertising field but we realize we might not get that 
so we get students with all kinds of backgrounds.  This field is sort-of a commission type thing. You advertise 
and you get your own guest list. The people that show up from your guest list lets us know exactly how far you 
are coming along. You have to be consistent and realize that every go around won’t be successful. At the end of 
the day although we promote fun this is a business. However we do want students with knowledge of the area 
and skills that match up with our profession. 
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Kent Houp
General Manager, Cornerstone Advertising & Design

by Robert McDonald
 I appreciate the opportunity to talk to Mr. Kent Houp, the General Manager of our own local advertising 
agency Cornerstone Advertising & Design. The interview was held via email and Mr. Houp was more than 
willing to take time out of his schedule to help me out. Within a few days of sending him these questions I got 
his responses along with a strongly noted appreciation for picking his company of all to show interest in, and a 
good luck on my paper and that he would be willing to help in the future if I ever needed it.
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I got into the business at age 14 through my family which owned an advertising graphics art shop 
that did work for both agencies and direct clients. Unlike some graphics shops, we also did scripts for radio 
and television. I then studied marketing in college. After college, I began work at a daily newspaper, when I 
began in sales, worked into sales management and eventually general management, and continued in the family 
art shop on weekends. I then went radio advertising in sales and sales management before my first job at an 
advertising agency, where I have worked as account executive, accounts director, creative director and now 
general manager.
 Q: What do your normal working day look like?
 A: There is no normal work day in an advertising agency. You could be in a creative meeting, a media 
planning strategy session, meeting directly with various accounts, creating documents for print or broadcast, 
working with a myriad of vendors (from talent, to print to media). Changes daily.
 Q: How does your work look like in the whole picture of your agency?
 A: As general manager, I handle 5 or 6 key accounts directly, make presentations for the agency with 
Account Executives to current and prospective accounts, oversee the general operation of the agency, and do the 
majority of bids and proposals.
 Q: What are the greatest satisfactions in your work?
 A: First is being effective for accounts that have chosen Cornerstone Advertising & Design and also 
teaching and helping employees advance in their careers.
 Q: What are the greatest challenges in your work?
 A: Communication between departments and ensuring that all deadlines are met for creative/production.
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications?
 A: In a relatively short period of time, traditional newspapers will cease to exist as far as daily printing 
and will move almost exclusively to the Internet; radio and television will see some reduction of listeners/
viewers and revenue as online advertising and purchasing continues to increase as does online entertainment; 
virtual shopping and purchasing is right around the corner.
 Q: If you are recruiting a new person for your agency, what types of students are you looking to hire?
 A: For account executive work, well spoken and outspoken gregarious types that have the ability to learn 
and drive to succeed. In the creative fields, individuals that think outside the box and always look to improve on 
their own and other’s work and can take direction well.
 Q: What are the most critical characteristics, knowledge, and skills that you are looking for from a 
candidate?
 A: There are a wide array of areas of expertise that can all be categorized under the advertising/
marketing/public relations fields. Characteristics are team player that also wants to individually excel in their 
field of endeavor with excellent listening and communication skills.
 After getting these responses from Mr. Houp a few words caught my eye.  The first was advertising; 
the very class I’m writing this paper for but what role did it play in my life like it did for Mr. Houp.  Next, was 
marketing, such a simple word that I had never really considered influencing anything in my life?  Last, were 

The World Loves Them, 
But Who Created Them?

It could be you, 
if you start by 
scanning here:

Or exploring Lamar Advertising Degree Plan at: http://dept.lamar.edu/cofac/deptcomm/degrees.asp
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Darlisha Tillman
Advertising Professional

by Rodney Butler
 I interviewed a long time family friend Darlisha Tillman who inspired me to get into communications 
and advertisement when I was young. With her many years of experience and accomplishments I could not 
interview anybody else for this assignment. She is a graduate of Sam Houston  in Huntsville.
 Q: How did you prepare yourself for the profession and how did you get into it? 
 A: I received my bachelor’s degree in public relations and interned at a local newspaper company for a 
semester or two. I attended all the conferences that I was offered to attend from my university, which allowed 
me to have many sources for recommendation letters to go along with my resume. I kept up with my portfolio 
from high school  and made sure I got it in the hands of  as many people I could.
 Q: What do you normal working days look like? How does your work look like in the whole picture of 
your agency?
 A: Depends on what projects I have open. Depends on what day of the week it is. Depends on the shift 
of volume. Mostly I’m researching areas for that product project to place it in the best.  I have to take note of 
what season it is and where it can be place for advertising for example, which magazine newspaper radio or 
television station and channel.  Also the numbers parts are included the statistics of the area and the cost of 
everything have to be calculated.  Our customers give us a certain amount of money to us to promote or place a 
product to their target consumer.
 I also check up on how our company is view by other companies from our work in news papers 
television and magazines.  Keeping track another way is seeing how the product is doing in its sales. Yearly 
spread sheets and surveys conducted online help up tremendously to see where we are slacking at. I use 
social media to see how much the product is being brought up and talked about.  There is a social media jobs 
increasing all over I am sort of both here. I generate brand awareness online.  We use the top main social sites as 
Facebook Twitter and Flickr.
 Q: What are the greatest satisfactions in your work?
 A: My greatest satisfaction is being able to work! It’s become hard to get a job in this time and day. I 
get satisfaction from doing what I love to do and that is to get a new challenge from a product and completing 
it. The more I do the more interesting people I meet. I love to talk and express my ideas and that’s the best part! 
I have the freedom to say what I please. The amount of creativity I come across from others is mind blowing. 
The ideas of product branding and placement has something new made up  much faster since the digital age has 
transformed.
 Q: What are the greatest challenges in your work?
 A: My greatest challenges are the changing of the scales of marketing. I have to be able to take what 
I know from newspapers and use that now less. Print media will be on its way completely out soon. Keeping 
up with the trends is a lot harder as I get older. More digital transactions happening quicker bringing  the 
involvement of competition to be one click away. The stress of getting the satisfaction from our customers is 
greater. That brings more of a challenge to me. The high speed of the Internet is only going to get faster. It’s 
now on the customers to choose more than the business.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: A big scale of the population has and is going digital as they get their first opportunity.  Faster 
results are coming in which gives companies an advantage to adjust. It’s changing from grab the attention of 
a customer to holding the attention of the customer. The digital era well have large numbers of companies 
broadcast to a customer in short amounts of time. The ad companies have  to come up with more ideas and hire 
different positions. Some of the newspaper jobs are decreasing and the social media demand is increasing. The 
newest thing is the rise of the mobile apps. The improvement of the speed and data from the mobile companies. 

Public Relations and the combination of the first two.  So I looked up the meaning of the words and these were 
my results.
 Advertising is the act or practice of calling public attention to one’s product, service, need, etc.
Marketing is the total of activities involved in the transfer of goods form the producer or seller to the consumer 
or buyer, including advertising, shipping, storing, and selling. Public Relations are the practice of creating, 
promoting, or maintaining goodwill and a favorable image among the public.
 Mr. Houp has shown me that our lives revolve around advertising.  That it can be anything from the 
color of a flyer, to the font on a billboard.  Our world is designed to promote one another in one way or another.  
Marketing is the results of our own personal choices and interest from those advertisements.  Companies of 
course specialize in this, but even people are capable of running own markets using websites like eBay, amazon, 
or southeastexas.com.  Then there are the Public Relation Practitioners who are required to use both methods to 
keep the publics interested in your product and advertisements.  
 Mr. Houp did an outstanding job answering the questions, and an even better job with our tour.  My 
interests in the communication field are much broader after this assignment.
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Shannon Lawson
Account Coordinator, Design at Work

by Erin Brown 
 When it comes to advertising, not only is it seen to be one of the leading industries in our society, it is 
also known to be an important part of American culture. Whether it’s the radio, television, newspaper, Internet, 
or even magazines, everywhere we turn we are surrounded by advertisements. Advertising has become so 
dominant that not only is it full of information, many people are starting to find it to be entertaining as well. 
Many businesses depend on advertising as a form of promoting their products and a way of selling them as well. 
Without advertising many companies would not be able to do business, or even may have a hard time trying to 
get business. But just like any business, advertising can have its ups and downs. Not only can it be challenging, 
it can also be rewarding.  When it comes to advertising agencies, Design AT Work is a full-service marketing, 
advertising and public relations firm that is known for taking businesses to the next level. 
 Based in Houston, Design at Work is a privately held business that was founded in 1990 by President 
and CEO John Lowry. For twenty-five years the company has been the first word in branding and advertising, 
which leaves the company among elite of Houston marketing firms. The company produces graphic designs, 
copywriting, website development, press releases, email marketing and many more. The company also provides 
multi-faced branding strategies to help build interest and excitement amongst businesses that have current 
customers and seeking to grow as a whole. One important factor that the company stresses is its very own 
methodology. In order for the company to remain successful, they believe that it is their distinctive approach to 
creating an amazing brand and finding comprehensive ways of approaching any business marketing needs. 
 Although I was not able to speak with the CEO and President John Lowry like I was hoping to, I 
was able to get in contact with Shannon Lawson who holds the position as the Account Coordinator. With an 
impressive background and innovative thoughts, Lawson serves as a great asset to the company. 
 Born in Dallas but raised in Austin, Lawson decided she wanted to further her education at the 
University of Oklahoma where she received a degree in Journalism and a minor in Spanish. She began her 
career in 2012 as a Marketing Communication Coordinator with an Oil and Energy Company known as 
National Oilwell Varco. For a year and six months, Lawson served as the Editor-in-Chief of the quarterly 
division newsletter. Lawson was also the author of the weekly “Question/Answer” email column.  Although she 
had many responsibilities and accomplishments with the company, she was offered a better position with Design 
at Work.  
 Entering the company in 2014, Lawson started off as the Public Relations Account Executive in which 
she helped gain public exposure for clients and their products through media and other marketing collaterals. 
Some other roles Lawson took on consisted of gaining knowledge about the client’s business goals, values, 
products and services and also find ways to target audiences as well as those of its competitor. After holding the 
position as the Public Relations Account Executive for six months, her success as both a writer and copyeditor 
foreshadowed her transition into her current role as an Account Coordinator.  By bring fresh, exciting prose to 
the table; Lawson understands the importance of properly conveying the client’s story to the audience. 
 With all of these endeavors and accomplishments, I thought it would be a great idea to have the 
opportunity to communicate with Lawson about her position at Design at Work and what exactly her daily 
routine consist of. 
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: Once I received my BA in Journalism I just knew I wanted to work with a well-known company 
that was known for its writings. I kept several of my writings from college and decided that I would share them 
with the companies I was interested in applying to.  I showed several my work, and I even received some phone 
calls. But once I received the phone call from the oil company I knew I was headed in the right direction.  
 Q:   What do your normal working days look like? 
 A: When in first arrive to work I take the time to check my emails, call clients, and outlining what all I 

We feel like that is the quickest way to into the customer’s mind. It’s real up close and personal and it can 
stay private. Some people do not for others to see what they enjoy online to the size the phone brings in an 
alternative form of advertisement.
 Q: If you are recruiting a new person for your agency , what types of students you are going to hire? 
What are the most critical characteristics , knowledge, and skills that you are looking for from a candidate?
 A: We look for people who are knowledgeable who have an understanding of the work we have and 
display creativity of course. We explore graduates and non-graduates here for all the positions we have here. We 
usually ask for a cover letter so a good sense of writing skills is needed. Being able to explain you understand 
well in that essay can get you ahead and to stand out. For our degree appliers we look at your grade point 
average. We prefer to see over a 2.5. 
 Annually we receive thousands of applications and only call around 50 applicants back. Out of that 50 
maybe ten get hired.  The field is quiet competitive just like any other field is. It is key to get some experience 
before you start applying for any agency. 
 The companies don’t look for you there is effort from you to build up the people you know in this 
industry. Keeping your portfolio of past work nice and neat as I told you about mine earlier is proof that you can 
provide what companies need and you have the abilities to construct what they need.
 And also what others in this industry will not admit is you need some times of luck being on your side. 
There are times when you do your best for something and a phone call drops or an email does not reach who 
you thought it could reach.
  What do you think is Pizza huts problem with their sales numbers dropping? How do you feel about 
their campaign with the colleges to help them.
 I believe it the other companies have finally caught up with them. Pizza Hut is a proven company 
because of their presence and creditability. Strengthening their online presence with the campaign with college 
ad federations should help their numbers get back to number one. The digital is the new way to survive for now.
The time of the interview was not long as I planned but she was efficient enough to give me this info.  I learned 
some things from this interview that I have not heard in class or from previous professors. The digital ways are 
change the style of advertising and communications as a whole every day. It has me excited to jump in the field 
as soon as I am ready.
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Charlie Cooper
Founder, Americommerce

by Courtney Sonnier
 Q: What is your business all about?
 A: I am a founder of two companies. One is a marketing company called Americom Marketing, at www.
americommarketing.com. The other company is called AmeriCommerce, an ecommerce company at www.
americommerce.com. The marketing company, Americom, specializes in graphic design, media buying, web 
design, Internet marketing, and marketing consultation. The ecommerce company, AmeriCommerce, specializes 
in helping companies sell products and services online through the use of our ecommerce software. As a point 
of reference, the software was voted the top ecommerce platform in the country by the CODiE Awards in 2010. 
We also have been nominated as an Inc. 5000 company for the past 2 years.
 Q: How did you prepare yourself for the profession and how did you get into the business?
 A: I received a Marketing degree from Lamar. I worked for about 15 years with large corporations and 
learned from several mentors before starting my own business. Also, as a Christian, I believe that God directs 
our steps as evidenced by the national accounts and investors who have come across my path over the past 13 
years of being a business owner.   
 Q: What do your normal working days look like?
 A: Always Multi-tasking. As an owner of companies with over 30 employees you are constantly 
changing gears. A few of the job descriptions are listed below: 
 Sales to strategic accounts
 Working with web designers
 Coordinating with software programmers
 Running financial reports
 Meeting with vendors 
 Coordinating Marketing campaigns
 Handling Human Resource issues 
 Administering 401K plans. 
 Meeting with Managers to discuss growth plans
Important! No matter how busy you are – Take time for your spouse and kids. Remember :“You work to live,” 
not “live to work”. 
 Q: What are the greatest satisfactions in your work?
 A: Building equity in a business that increases in value; providing good jobs for people; meeting and 
exceeding customer’s requests; meeting my own schedule; and had a flexible enough schedule to coach my 
son’s Jr. High Basketball team. Oh did I mention, we won the conference championship? 
 Q: What are the greatest challenges in your work?
 A: Technology changes. As a technology company that was awarded the Top Ecommerce Platform in 
the country you always have to stay up on the latest technology advances so you are a leader in your industry. 
Pressure of 30 families depending on you making the right decisions to keep them employed. Rising Healthcare 
costs
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications?
 A: The use of video on the Internet is still in its infancy stage. Look for more and more applications that 
utilize video and interaction with API interfaces, which is the ability to push and pull data from databases while 
populating websites. 
 Q: If you are looking for new employees, what type of students are you going to hire?
 A: Students who have good technology and design abilities in programs like Photoshop and basic 
HTML. Also, an understanding of how social media can be used to help businesses would be helpful.  

want to get completed for the day. A lot of my time goes to writing, editing, proofreading and revising work or 
clients. I spend majority of my time trying to find ways that in can better a company and set them apart from 
their competitors. 
 Q: How does your work look like in the whole picture of your agency (company)?
 A: When it comes to my work within the agency, my main focus it to set positive profiles and 
reputations for the companies I am dealing with. It is important that I seek and meet the needs of the clients I am 
dealing with. 
 Q: What are the greatest satisfactions in your work? 
 A: Having the opportunity to help a company market their products and services successfully means 
everything and more to me. To know that I am able to meet the client’s needs and is able to help better their 
company by increasing their sell of their product is what keeps me waking up and going to work in the morning. 
 Q: What are the greatest challenges in your work?
 A: In advertising you always have to be ready to adapt to whatever task you are given. Often times you 
have to be able to stay on your toes when it comes to dealing with different clients. Sometimes clients aren’t 
really sure of how they want to market their product; instead they depend on us to figure that out.  If we aren’t 
able to meet the client’s needs that falls back on us and we miss out on business. So it is imperative that I 
actually take the time to get to know the clients and build a relationship. 
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications? 
 A: In advertising we are able to see that a lot of things are changing with time and are starting to go 
digital. Instead on newspaper ads and magazines, more advertisements will start to be seen on the Internet. 
 Q: If you are recruiting a new person for your agency (company), what types of students you are 
going to hire? What are the most critical characteristics, knowledge, and skills that you are looking for from 
a candidate?
 A: When looking for someone to work with the company I would say that the most important factor 
that matters most is if the candidate  has a good understanding of the industry, effective written and verbal 
communication skills, and a great working mentality and attitude.  
 Q: How did you get your position? 
 A: Working with National Oilwell Varco really gave me the experience that I needed to be where I am 
at now. Just by working with that company and learning by working with the best is really how I got to where I 
now. Every day I try to learn something new that will not only better the company but myself as well. 
 Q: What do you like most about your job?
 A: Having the opportunity to work in a positive environment with others who enjoy what they do as 
well. 
	 Q:	Was	this	your	first	job	coming	out	of	college?	If	not,	where	did	you	previously	work?	
 A: When I graduated college I worked as a Customer Service Associate at Crate & Barrel in Dallas 
for about 6 months. I knew that wasn’t a job I wanted to work at for the rest of my life, for the time it was 
something to do until I found a career. 
			 Q:	While	in	college,	what	steps	did	you	take	to	set	yourself	up	to	get	into	the	field?	
 A: Besides taking the courses that were required for my major, I made sure I was involved on campus. I 
was an active member of Pi Beta Phi, Vice President of the Universities PanHellenic Program and sometimes I 
even worked with then Universities Newspaper. 
 In conclusion, by having the opportunity to interview Shannon Lawson, her desire and dedication for her 
job inspired me to go out and find more out about the industry. Just by speaking with her and seeing her love for 
her job made me want to take the industry into consideration. Who knows maybe one day I’ll be an employee at 
Design at Work! 

http://www.americommarketing.com
http://www.americommarketing.com
http://www.americommerce.com
http://www.americommerce.com
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 Q: What are the most critical characteristics, knowledge, and skills that you are looking for in a 
candidate?
 A: Communication skills and the ability to be trained in an ever changing workplace. Also, a good 
understanding of basic products like the Microsoft Office Suite, which includes programs like WORD, Excel 
and Outlook.  
 Q: What attributes have you gained as an individual from working in the advertising/marketing 
industry?
 A: One of the key attributes is that I have learned how to combine traditional advertising like TV and 
magazines with Internet marketing like Google and Search Engine Optimization.  
 Q: What would you say is the best piece of advice for anyone looking to work in the industry?
 A: Determine to be the best in your field and never stop learning and growing in knowledge.
	 Q:	Do	you	have	an	advertising	influence	that	you	look	up	to?	If	so,	who?
 A: Not sure I look up to anyone, but I do appreciate the work that Steve Jobs did as he marketed the 
Apple products.   
 Q: How would you describe the corporate culture?
 A: For the most part people are still saying do more with less in the large corporations.  Unfortunately, 
this usually means more stress and less family time.
 On the other hand, there are many companies trying to create a fun workplace environment. We have 
very serious tasks of helping companies run their business so we try to keep things a little lighter than most 
to help with stress. A few examples are:  ping pong tables, basketball goals, Pizza Monday and celebrating 
birthdays every month. We try to care about the employees and take the philosophy of “Have fun, but get the 
job done”.        
 Q: Are too many or too few people entering this profession?
 A: Not enough people with the technology skills. Need more classes that prepare people for real life jobs 
that prepare students to be “street smart” instead of just “book smart.”     
 Q: What would be the reasonable salary range to expect for a new employee entering this field of work? 
Depends on the type of jobs and experience level for starting salaries. A few examples are listed below. 
 Job Description    Annual Starting Compensation 
 Accounting     $25,000 - $37,000 
 Sales – Account Manager  $30,000 - $50,000 
 Web Designer (with portfolio) $32,000 - $40,000
 Jr. Programmer   $25,000 - $35,000 
 Programmer with experience  $35,000 - $70,000
 Marketing Manager    $30,000 - $45,000
 Internet Marketing Consultant  $30,000 - $50,000
 Graphic Designer    $27,000 - $32,000
 Customer Support   $24,000 - $32,000
 Q: Do you recommend any college courses to better prepare for work in the advertising and 
marketing industry?
 Photo Shop
 Basic understanding in the following programming disciplines: HTML, CSS, Microsoft .NET, and 
Javascript
 Accounting courses
 Microsoft Office Products 
 Microsoft . NET for technical marketing positions 
 GOOGLE Products 
 Video Editing
 YouTube Channel set up, etc.
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Marquis Beard
Mannix Matrix
by Brent Salenga

 Mannix Matrix is a full-service advertising agency. Since 2011 they have offered unique and effective 
services with a competitive price. Their services are back with 22 years of experience in local and competitive 
advertising. I have had the opportunity to interview a lady named Marquis Beard that works for this company.  
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I prepared myself by studying in college and doing research on my own time. I knew that college was 
the foundation, but it was up to me how successful I would be in the field. I always tried to do extra activities 
in college to get the most experience that I could. I was in the advertising federation and I went to conferences 
and such. I love both sides of the advertising world. The “icing” (being graphic design) and the “cake” (being 
advertising). I got a B.S in Graphic Design and a minor in Advertising from Lamar University.
 Q: How important is your role when it comes to your company?
 A: The advertising business is a well-oiled machine. It’s definitely a team sport and you have to pull 
your weight. My role is a little bit of everything. I meet with clients to discover their needs. Then I execute the 
design and stay in constant contact with the client about changes to the design. We are also a print house, so if 
I’m not answering phones, designing products or meeting with clients, I am printing, collating, and cutting.
 Q: What exactly do you do?
 A: I’m responsible for the production of the jobs. I meet with the clients, determine a budget and set 
the job in progress. I sometimes book the media (like newspaper, billboards and TV) but most of the time I am 
the production person. I design brochures, business cards and other print and web advertising. We are a smaller 
shop, so we don’t have a huge sales force.
 Q: What are the greatest satisfactions in your work?
 A: The greatest satisfaction is seeing your work be successful. For me that means seeing your ideas 
produced and being successful in conveying what the client had envisioned. A boost in sales or overall brand 
recognition of your client’s business is also a plus!
 Q: What are the greatest challenges in your work?
 A: One of the biggest challenges is to stay on task. There are many distractions and you have to learn 
how to multi-task and how to prioritize. You will eventually jump off a cliff if you don’t have a method to the 
madness. There are lots of things that you have to do in a short period of time. 
 Q: Did you always know what you wanted to do when you grew up?
 A: No, my original choice was to be a Tornado chaser. Sometime within my freshman year in college 
during “basics” I chose this path. Once I found it; it opened up to me. I just fell in love with everything about it. 
So I decided I would go into that instead of chasing around a bunch of tornadoes. 
 Q: What would you say gives your company an advantage over your competitors?
 A: Our area isn’t exactly filled with competition. (Although I’ve always dreamed about working for 
FKM or another big company in Houston) but as far as being successful as an advertising agency, I would say 
to always listen to your clients needs. Know what will make them successful. It’s not their job to get the word 
out about their business, that’s why they have hired you. It’s up to you to do a fantastic job so they will want to 
come back and use you more. 
 Q: What advice would you give someone trying to land a job?
 A: Be creative! Set yourself apart from others. Always be willing to learn. If you don’t know how to do 
something, say that you can learn. Don’t sell yourself short by saying “No, I don’t have experience in that” a 
better answer would be “I’ve always wanted to learn”.  Also, never give up. If there’s something you want to do 
in life than go do it. Nothing is impossible if you work hard and put your mind to it. 

Houston, We Need Help

p Mary Kay needs help: 
the Texan make-up giant 
wants to connect with young 
customers and is asking the 
National Student Advertising 
Contest for ideas.

p Lamar Advertising 
Federation needs help:  it 
wants to continue the 
Cardinal’s excellent tradition  
of competing in NSAC

Enroll in COMM 4380-Advertising 
Campaign Strategies to compete in 
the national contest. Showcase your 
intelligence, and —

Help Mary Kay: Build Up Yourself
Spring 14'; only meet in Tuesday evening
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Kelly Cook
Chief Marketing Officer, Designer Shoe Warehouse

by Ann Marie Lonadier
 I chose to interview Kelly Cook, Chief Marketing Officer of Designer Shoe Warehouse, also known as 
DSW. Mrs. Cook started as Senior Marketing Designer and has worked extremely hard to the top. She is hard 
working and extremely dedicated. I have actually seen her in the work element. Mrs. Cook is fabulous and 
has a great work ethic. Outside of the office and in her personal life she is very private and asked for me not 
to disclose any personal information regarding her phone number and personal email. Mrs. Cook is one of my 
role models and I aspire to have a profession in a mega corporation that involves not only a huge marketing and 
advertising campaign but also products in the fashion industry. 
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I’ve always loved data, analysis, and insights.   Turning data into information and using that 
information was where my juices flowed.   I wanted to work at Continental Airlines in the mid 90’s and they 
wouldn’t hire me because I didn’t have experience.   I took a job as a temp so I could get my foot in the 
door.  From there, I did anything and everything that needed to be done.  This included all of the things no one 
else wanted to do.   Having a positive attitude and a passion for my job differentiated me from everyone else.   I 
think that’s always been a part of my opportunities.  
 Q: What do your normal working days look like? How does your work look like in the whole picture 
of your company?
 A: I normally work from 7:00 a.m. to 6:00 p.m., however in connected to my devices all of the 
time.  I’m responsible for the DSW Brand.   This means wanting customers to feel and think the right things 
about DSW.   An example of how this fits is: my team is responsible for the commercial; merchandising is 
responsible for ensuring the shoes the customers see in the commercials are there; supply chain is responsible 
for shipping all of the shoes to the right places; store operations is responsible for ensuring the customer’s 
experience is positive when they shop for shoes; and finance ensure the p-n-l is correct which reflects the sales 
of the shoes.   
 Q: What are the greatest satisfactions in your work?
 A: Watching people do what they think they can’t do.   
 Q: What are the greatest challenges in your work?
 A: Not forgiving myself when I make a mistake.  
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications?
 A: We will make big changes in: 1) collection of data including digital and social data, 2) redistribution 
of advertising and media dollars including Hulu, Pandora, YouTube, and TV, and 3) working with partners to 
ensure we deliver a fun, great brand experience.  
 Q: If you are recruiting a new person for your agency (company), what types of students you are 
going to hire? What are the most critical characteristics, knowledge, and skills that you are looking for from 
a candidate? 
 A: I look for cultural fit (will they fit with the ways we operate on a day-to-day basis), a passion for what 
we do (do they love shoes, fashion, accessories), a selfless attitude (want to make other people heroes), and 
the technical acumen required for their passion.  Important skills which generate job satisfaction are positive 
attitude, innovation and curiosity.  

When everyone is comfortably 
looking at one direction, you can look 
at another, and see a better horizon.
Comm 3361–Desktop Publishing
Show creativity, acquire skills, 
and build up your portfolio
www.desktoppub.wordpress.com 
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Lauren Thompson
Media Analyst, Love Advertising 

by Adrienne Bourque
 Throughout this interview process I learned a lot about Advertising companies through doing research 
on different companies out of Houston, TX.  It was interesting the different companies that they do work for 
and all that is involved within the company. The person I chose to interview was Lauren Thompson. She works 
as a media analyst for Love Advertising in Houston Texas.  She was very easy to talk to and insightful to the 
everyday life of a media analyst. She also opened my eyes to the field of Advertising. 
 A little background information, Lauren Thompson is from the Dallas area. After graduating high 
school from South Lake she then attended the University of Texas in Austin, where she studied Advertising 
and Business. She was a member of CHI OMEGA, student government, and the Advertising committee during 
her four years at the University of Texas. She did not always know that Advertising was her calling but soon 
realized it after a few communications classes. She now works for Love Advertising as previously mentioned. 
She is extremely friendly and personable. Her thoughts were eye opening and I had a very positive experience 
talking with her. She was able to give me a great amount of information that believe will help me in the future. 
	 Q:	What	made	you	want	to	enter	the	field	of	advertising?	
 A: Well I have to say at first I had no idea what I wanted to do. I took a communications class in my 
third semester at the University of Texas and fell in love. After that class I became interested in majors offered 
in the Communication Department. After taking my first advertising class I knew that was where I needed to 
be. I have always been creative and very social and that is another reason I chose this field. (Lauren then went 
on to talk about how important it was for her to have a job that she loved and felt comfortable with. She also 
encouraged me to make sure I was currently doing the same.) You are going to be working in this field for the 
rest of your life so make sure that you like it. 
	 Q:	What	are	the	greatest	satisfactions	that	you	find	in	your	work?	
 A: Honestly there are so many, but one of my favorites would have to be a happy client. I know it 
sounds cheesy but if they are happy with the work that we have put out for them then we have successfully done 
our job. (She then listed a few other things that satisfy her saying.) I also find satisfaction when I have spent 
many hours working on a job or project and I know that I am putting out the best that I can. I know that my 
team and me have done our job to the best of our ability. I find it satisfying knowing that I have done my job to 
its fullest. That’s what makes all the hard work worth it at the end of the day. 
 Q: What is your favorite thing about working for your Agency?
 A: The people that I work with are so much more than just coworkers. From the very beginning I was 
welcomed to the team with open arms. We hangout all the time and they have become some of my close friends. 
They love to have a good time but they are also very hard workers. I have so much respect for my coworkers. 
Sometimes it can be hard to get work done because we all have such a good time together. Aside from all the 
fun we work together so well.
 Q: When recruiting a new person for your company what type of students are you looking to hire?
 A: After going through applications and interviews the people who stick out are the ones that have many 
different attributes to give. We want young people who are very well rounded. Being able to communicate well 
is key to being successful here. We want students that have the full package. Although we do look at GPA, 
resumes, recommendation letters, and your transcript there are many other categories that we evaluate before 
hiring. We want someone who is easy to work with and easy for the public to work with. Not only do we look 
for people skills, but also work ethic, responsiveness, and someone who wants to better our company. (Lauren 
went on to talk about how they consider themselves a “family” or “team” each member has to be good with 
group events or projects.) If one person isn’t on board with helping another team member it can throw off an 
entire job project.
 Q: What advice would you give to upperclassmen starting to look for internships or jobs following 
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Jarred DeMore
President and CEO, Cornerstone Advertising & Design

by Madison Laurence
 For this interview I had the opportunity to speak with Jarred DeMore, the president and CEO of 
Cornerstone Advertising & Design in Beaumont, Texas. Cornerstone not only serves the Beaumont area, but has 
also branched out to Lake Charles, Louisiana, with both offices being some of the largest full service advertising 
agencies between Houston and Baton Rouge. Cornerstone started back in 1982, doing everything from 
electronic media to print design to fully functional websites, along with promotional item branding. Cornerstone 
has within its full service agency a skilled web design team, a SEO/SEM team, both television and radio 
facilities, a graphic arts/print design department, and on staff copy writers. A company can reach all aspects of 
branding, marketing, and advertising campaigns within the walls of Cornerstone. 
  With over twenty years of experience with Cornerstone, Jarred DeMore has a wide range of knowledge 
when it comes to advertising and marketing communications, as well as what it takes to make it in the 
advertising business.
 Q: How did you get into the advertising profession?
 A: I was raised in the business as my father originally owned the company. I have been in the business 
since I was 17, and I am 42 now. I grew into the business old school style, the school of hard knocks. 
 Q: What does a normal workday look for you?
 A: As an agency owner, a normal workday is not of the norm… Every day is different literally, from the 
aspect of managing 26 people it is more like needing to be a psychologist. The client management side of the 
business is really interesting currently as the industry continues its evolution, I.E. (digital). Clients are currently 
navigating through this ever changing environment as much as we are. 
 Q3: What is one of the greatest satisfactions you get out of your work?
 A: The satisfaction would be to really nail a good campaign for a client, one that moves their sales to a 
plus status.
 Q: What are some of the challenges you face in your business?
 A: Managing staff is a major challenge as well as keeping up with the current research needed to keep 
clients on top!
 Q: Do you predict any changes in the future of advertising and market communications?
 A: The changes I see are that the digital/social industry will continues to evolve as we continues to 
dissect the different effective ways to use these tools to communicate with the consumers. Every client has 
its individual model that we need to understand how to get them from point A to point B. If you know the old 
saying, one size fits all, is no longer true on many advertising strategies and mediums.
 Q: If you are hiring a new person for your company, what types of people are you going to hire?
 A: When hiring a person for this industry and specifically for my company, I seek honest, hardworking 
individuals that can handle pressure.
 Q: What are the most crucial characteristics, knowledge, and skills that you look for from a 
candidate?
 A: I like a person that has a degree, but I myself do not have one and have done very well based on my 
passion. This job on EVERY level is HIGH PRESSURE and very demanding. I seek creative types that are 
witty and off the cuff, someone who is creative awesomeness.

graduation?
 A: Do as much as you can right now! Get involved in as many extracurricular activities that you can. 
Join clubs for your major, start making contact with people that could help you land a job. All of the extra 
“stuff” that you do looks great to companies. It shows that you know how to manage more than one thing and 
that you can handle more the work that they would be giving you. (She reinforced how important it is to get 
involved and make connections.) Also send out your resume as much as you can. The more you get your name 
out there the better your chances are of finding your dream job. Even if you think the job might not fit you 100 
percent put your name out there because you never know who could be reading it.
 Q: What is your main purpose as a media analyst?
 A: I am always trying to find ways to promote business. Sometimes I decide how we will portray 
something to the public. It is my job to pick gateways that will grab the publics attention and keep it. Sometimes 
it can be frustrating because it becomes hard picking which group of the population your main target is. 
Although it is very rewarding when you find the key to properly promoting something.

 In the new Comm 4380–Advertising Campaign Strategies, you will use all class 
time to work on the NSAC plans book and presentation, and learn from winning 
cases, class discussion and feedback from the instructor. 
 Thousands of advertising professionals are talking about their NSAC 
experience. Now it is your chance to build your story of this prestigious national 
competition. Help the Texan fast food giant: you are helping yourself.
— Comm 4380, 3:50-5:10 pm MW, your turn to shine.
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Whitney Kelly
Associate Designer, Freed Advertising

by Mathew smith
 Whitney Kelly, associate designer at Freed Advertising, is in charge of helping put together the art 
campaigns that go along with designing brands for their clients. One of the major brands they are in charge of 
is imperial sugar as demonstrated with the grandma advertising campaign they went through. We discussed this 
along with a couple of other questions I asked that would be specifically for advertising students.
 The first question I tackled was about internships, I asked Whitney about how as advertising students in 
this area, getting an internship at an agency is not possible here. So I asked about some alternative internships 
that would look good on a students resume. Whitney talked about that even though you are not able to get an 
internship in advertising doesn’t mean that you can’t get valuable experience in other ways. I told her that I 
have a deep background in research that stems from my time as a psychology major, she told me that this was a 
good thing because advertising is always looking for market analysts. Whitney told me it might be a good idea 
to see what I can do about getting a research internship for a an economic institution like an investment firm 
or other types of business that gather data for their clients. The experience that I would get, would be valuable 
in advertising as well as for several other professions if I ended up not liking advertising. She stressed the fact 
that internships were very important in getting a job in the field and encouraged me to seek one out whenever 
possible.
 The next question I asked was concerning the education that we must get in order to seek a position in 
advertising. What I wanted to know was if there was something they wished they would have learned in college 
before going out into the field. Whitney discussed that having a background in web design would have been one 
of things she would have learned about given the chance. In the advertising world everything is moving toward 
online sources and mobile devices. Dreamweaver is an important program that is used throughout the industry, 
and she had to learn that on the job which was a little difficult but Freed guided her through that process. Web 
design in itself has become a incredibly large portion of what is done in advertising now. There is big business 
in designed those advertisements that go up on search sites like yahoo or other big sites like for games. Yahoo’s 
cover ads can sometimes cost a million dollars a day to appear on the homepage. These do transfer to a lot 
of views and are effective spots. However Whitney is unsure how affective they were as sometimes ads are 
avoided or zapped by using anti ad software in the web browser such as ad blocker. It might be worth noting 
that ad blocker for a web browser might be the new tivo for mobile devices in the future as more apps are 
developed to improve the customer experience. Zapping ads has become a problem even within the web and it’s 
something ad companies in the future will have to think about.
 Whitney allowed me to ask a few more questions about how she got into advertising, so I asked her 
about what she thought she brought to the table as an advantage over other applicants. She told me that she felt 
like her optimism and skills as an artist are what let her to ultimately get a job at Freed. When in the advertising 
industry optimism is important, it affects your credibility as an advertiser otherwise. You have to show your 
clients that your energetic about their product and still try to break life into it so it will hopefully one day be 
considered part of the culture. Every advertiser wants their creation to be apart of the culture at large, or go 
viral. Viral advertisements have a life of their own. Whitney told me about the hump day commercial and how 
that has become the latest viral sensation. I’ve seen t-shirts and the like being made about the commercial so 
it has become something that has appeal across many different age group. We’re always trying to achieve that 
kind of success in essence but this is always very rare. Most advertisers will not be apart of any kind of viral 
sensation, that is not saying that wont be successful. Whitney thinks the most important thing to have is the 
want to learn though. This is mainly because advertising we can’t be taught in college it is something that is 
learned in the field only. While college can prepare you a willingness to learn will take you far.
 I tried to ask Whitney about research and how research applied to her job, she told me while research 
does apply to some aspects of her job as a art director, it doesn’t directly impact her. So she doesn’t know much 

They need advertising

It seems that they are doing some interesting work here, 
but...

THEY NEED ADVERTISING
       “Doing business without advertising is like winking at a girl in the dark.“ said so-
cial psychologist Steuart H. Britt, “You know what you’re doing, but nobody else does.”
       Need to learn more about advertising? Explore Comm 2371–Advertising Princ-
ples & Practices and Comm 3371-Advanced Advertising now. Both offered in fall. 
Please direct questions to Dr. Q. J. Yao at qyao@lamar.edu or (409) 880-7656

https://lamarad.wordpress.com/2013/11/09/mathew-smith-second-interview/
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Candi Mangelsdorf
Recruiter, Richards Group

by M. Smith
 The Richard’s group is a prominent independent advertising agency in Dallas, Texas. It was started by 
Stan Richards in 1975 and is now the largest independent agency in the nation. It has had many interesting 
clients including chik-fil-a, Motel 6, Corona and more. They are responsible for the chik-fil-a cows, and the 
tropical beach corona commercials so they have had several high profile and successful campaigns throughout 
the company’s existence. I was fortunate enough to receive an interview from the Richard’s group in form of 
their recruiter, Candi Mangelsdorf. She is in charge of interviewing applicants and people seeking information 
about employment at the Richards group.
 One of the first questions I asked about was that I know psychology is important in advertising but I 
was wondering if it was seen as a plus to have a background in psychology when going into an advertising 
career. Candi said that overall it was something good to have, and that psychology has a big hand in brand 
planning. Brand planning was described as the way they handle a company’s image and how they develop its 
product over time. This was stated as one of the most important parts of advertising because modern advertising 
is based upon this. A good example of this would be Geico and the development of the gecko they use in 
their advertisements. This keeps the advertisements consistent and allows their brand to build appeal with the 
audience Another way psychology can be helpful is in the analytic part of advertising. Psychology focuses 
on quantitative research and these skills are important in the field when analyzing if an ad has done its job or 
not. It is also important when discerning customer behavior in buying a product or not. They have in the past 
hired people with backgrounds in psychology but experience plays an important part as well. Internships were 
stressed along with schooling, she told me that the people getting hired had 3 internships under their belt before 
being accepted at Richards.
 The next question I asked was how similar pr was to advertising on the surface, I asked it that was 
true and if someone with a public relations degree would have the skills necessary to work within advertising 
as well? Her answer was in fact yes, you can have a pr degree and have the skills necessary to participate in 
advertising. One important thing she mentioned was that internships are very important in the field and that we 
will be asked to do a internship even outside of college. This is a perfectly normal in the advertising field and 
have more than one is considered a plus for the Richard’s Group. Candi stressed that it is very important to find 
your niche in the advertising world so you can excel at it. It is important to market yourself with a skill that is 
not only important to the industry, but something you like to do. Titles will change from company to company 
however so something like a brand planner may have a completely different title at another agency. So it might 
be wise to do a little research on what an agency calls what before applying. She suggested a book to me and 
all budding advertising agents called “Idea Industry” by Debbie Morrison. This book breaks down positions in 
the advertising industry and explains them in intricate detail. Brand Planning was suggested as one of the jobs I 
should look into because of my researching background and how much I seemed to enjoy talking about it.
 I have a pretty big background in research so I decided to ask if that would give me an edge in the 
getting hired at the firm. She was unfortunately unable to give me an answer on that as she knew very little 
research herself. She did tell me it could be seen as an advantage but having an internship still trumped 
everything else as far as getting an edge in the advertising world. Having an analytic background was important 
however in hiring because you need people like to help crunch the numbers and run the focus groups that are 
needed in helping a client.
 When asked about what is the most complicated campaign she has worked so says she doesn’t actually 
work on the campaigns herself so she was unable to give me an answer. Her job is to just be the liaison between 
new applicants and the company structure. She explained to me that the campaigns they work on a pretty high 
profile in nature and that the firm actually sees a lot of business from high end manufacturers such as fruit of the 
loom and chik-fil-a.

about the process as it more the analytical side of the agency and she is more of the creative part. Whitney 
told me that research is very important within the agency, without it there is no reason for her to work on the 
art section of it because she doesn’t know what demographic to target in creating her art. Without that type of 
knowledge her art could miss the mark and not reach the people it is needed to. She told me that when I could 
I should schedule an interview with research people and see what they have to say about research in the field. 
She does know its important to get as much experience as possible within that aspect because research is very 
important part of all agencies. No number crunching means weak or completely ineffective advertisements.

https://lamarad.wordpress.com/2013/10/15/m-smith-richards-group-interview/
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Les Ellard
Owner, Farmers Insurance Agent

by Megan Railey
 Q: How did you prepare yourself for the profession and how did you get into it? 
 A: My father was in business for himself and I knew I wanted to be so after college my then employer 
Gary Gibson Insurance helped me get into the business. My father always taught me life is about people and 
how you treat them. It opens doors.
 Q: What are the greatest satisfactions in your work? 
 A: Helping people after a loss get their lives back together. Working charity events. interaction with 
other people.
 Q: What are the greatest challenges in your work? 
 A: Not being able to put everything back to normal for a client after a loss.
 Q: What are the greatest changes you predict in the future of advertising and  
marketing communications? 
 A: The current movement from phone soliciting to social media marketing. Marketing will be done on a 
much broader scale than past defined group direct marketing. 
 Q: If you are recruiting a new person for your agency, what types of students  
are you going to hire? - What are the most critical characteristics, knowledge,  
and skills that you are looking for from a candidate? 
 A: Have to have great communication skills, motivated self starter, involved in activities, Actual 
knowledge is not near as important to me as the ability to learn and must be able to communicate in a positive, 
courteous way.  

I then asked what do you think is the specialty of the Richards group. She was able to give me an answer to that 
in the job of brand planning. Candi explained that branding is an extremely important aspect of advertising now 
and that brands are just as important as the product themselves. She stressed that brand planning has brought 
them long term clients and has helped the overall health of the company. Stan Richards still oversees the 
company to this day and is involved in these campaigns.
 Candi and I discussed what are some of the hardest things to do within advertising. She told me that the 
clients are usually the most difficult part of the job. The whole reason for the ad agency’s existence is because 
of their customers, so they have to keep them happy. But that is difficult especially when a company needs to 
change in order to better their image. I was given an example of Motel 6 being one that needed to change. They 
had approached the Richards group in order to increase their business but after much research the advertising 
firm had determined that they couldn’t help them due to how poor their service was. So they actually told Motel 
6 to work on their services first before they would advertise for them. The executives actually listened to this 
advice and worked to improve their business in general. Now motel 6 has been a long time partner with the 
Richards group and the “we’ll leave the light on for ya” campaign was even made by them.
 One of the bigger questions I had on my mind was about the workload that advertisers go through during 
the week. She told me that entry level positions had a lot of hours to put in for the first 5 years. Your expected 
to work sometimes 70 hours a week in order to get your projects done and keep up with the workload. This is 
a long work week for anyone but Candi did tell me that they also value balancing work and family life. Long 
hours are usually started early in the day around 4am and everyone goes home at night so they can be with their 
family. Stan thinks its best to recharge ourselves creatively and see your family as it really helps productivity. 
Once everyone is in bed is when you start working again. After this period though it does slack off a bit and you 
are allowed more freedoms and probably fewer hours. You are expected to be there though as much as possible, 
it is always good to have a positive personality when it comes dealing with this type of workload.
 When it comes to how achievement is measured with in their online adverting it depends on the client in 
question. They usually follow what the client has to say as far as their success rate is concerned. This brought 
up the important point that clients are what determine how successful their ad campaign is. The Richards group 
can come up with a brilliant commercial, for example the hump day commercial that is currently going around, 
but if it doesn’t sell the product well than it will not increase sales. Therefore the campaign will have failed even 
though this has been wildly successful in generating feedback from customers. They have to depend on their 
clients to articulate their needs well in order to best figure out what campaign is right for them. Whether it be 
talking camels or cows that want you to eat more chicken.
 Finally I brought up something that all entry level people are interested in , what common mistakes 
are there when applying for a job in the industry. Candi had several prime examples of things she looks for 
when going through applicants. First off typos are a big thing, if there are typos in your resume they flat out 
just wont read it all. If you can’t pay attention to your own product, which if yourself, how can you help other 
people with their problems? This also show a great level of detail that is needed in advertising since everything 
is choreographed to bring about some kind of message. Another thing is people don’t take advantage of what 
abilities they do have and present them well. This is all having to do with how well you market yourself, you 
need to know what you want to do with yourself in the industry. Also taking advantage of all the resources 
around you is important, make sure to get internships and experience whenever possible. This will all lead to 
better career in the future. One thing I found surprising that was listed was people were not returning her calls 
when she called them regarding interviews. They would just flat out not call her back which is a big problem 
for her. She usually sticks these people into a file so she knows that this person was difficult for some reason. 
These people get less preference when they try to apply again the future. So everyone needs to remember to 
return your recruiter’s calls, they will remember if you did or not! From Candi’s perspective this was probably 
the most important thing she had to tell me about what applicants miss so this is very important when it comes 
to getting a position there, which is something that everyone should remember for the future.
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Alec Mccommon
Designer, Advocate Advertising Group

by Niesha Bryant
 For my professional interview I called up the Advocate Advertising Group in Shreveport Louisiana to 
get in touch with a studio artist. They put me in touch with Alec Mccommon who is an entry level designer with 
the company. 
 I asked him how he got started in design he told me that his dad was a graphic designer and wanted him 
and his brother to learn the trade so he started them off at a young age. By the time he was in high school he was 
designing the t shirts for his schools organizations, doing visual graphics for the schools news, and designing 
the schools flyers and newsletters. He said because he did so much work for the school his portfolio came with 
ease and he did the interview and got hired a week later. I asked him if he went to college and how well he 
balanced work and college he told me that he didn’t go to college he got hired on right after high school. He 
said college is a great learning tool for the basics but it all boils down to dedication and how much time you are 
willing to put into perfecting your craft. I suppose college would look good on your resume but your portfolio 
is really what they look to see if you can be creative in a stressful environment. I then ask him if he had any 
problems from older staff because he was so young he told me no all the older employees took him under their 
wing and saw that he had great innovating ideas and realized that he could be competition for them one day. 
Then he said he was just kidding everyone was welcoming and showed him how things were done he feels as if 
his coworkers are a family away from home. 
 My next question was what exactly does a studio artist do he said a studio artist is the person who 
develops HTML emails, flash banners, and basic animations for digital projects. He told me if you aren’t 
proficient in Photoshop, illustrator, InDesign, or any flash scripting you should probably work on building those 
skills. 
 I asked him what position would I have to apply for if I was coming into an agency with film and 
photography skills? He told me I could look into the broadcast editor position. Its basically video editing and 
since you’re on that team they won’t have to contract out to find a videography to do the job they will have you 
already there. 
 My last question I asked him was what advice would he give me for being successful in the advertising 
position? He told me to make my portfolio strong and have my professor check over it and get it double check 
by different people you want to look strong without saying much. In advertising less is more be creative as you 
can be and never stop working hard on your craft. After doing the interview with Alec I felt inspired because 
not only was he working in an agency without a college degree he was my age. I felt me and him connected 
more because he explained everything in a way I could understand that wasn’t too overwhelming. He gave me a 
couple of ideas as well to incorporate with own company and brand image.  
 The Advocate Advertising Group’s work is amazing I had seen some of the company’s logos before 
from walking around town but never knew who actually thought of the designs. This company attracted me to 
it because of its diverse dark style that matches my own. The company was founded in 1969 and has deep roots 
within my hometown and when I called around asking people which company to use they immediately referred 
me to this one. This company has had clients for over 30 years and they continue to maintain those relationships 
with clients. When I asked Alec how he like the company he told me the company is great everyone is so 
dedicated to providing the best services for the clients and when everyone has the same attitude about work 
that’s what makes a company successful.
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Robin Troy
Owner, Neil Troy Advertising

by Carissa Hill
 Advertising is one of the most influential industries in our society today. Advertising is not only 
informational but can also be entertaining. Without advertising different companies would not be able to 
promote and sell their products to their consumers as effectively. Working in the advertising industry can 
be challenging and very rewarding. One such business owner, with her own full service agency, is leading a 
rewarding and successful business and helping many of her clients promote their product at the same time. 
 As an innovator and local business owner Robin Troy is one of the most profound leaders in the 
advertising industry. Troy, owner of Neil-Troy Advertising in Beaumont, Texas, has worked in the public 
relations and marketing field for over 25 years. She has represented individual businesses as an in-house 
marketing director as well as managed multiple accounts as the agency of record.  She understands the 
importance of good, solid research, yet values intuitive decisions.  Her experience coupled with educated 
strategies has placed both her large and small clients above their competitors.
 Troy has specialized in public relations and special event marketing over the last 20 years. She has 
gained great insight through her work with multiple organizations in planning events and festivals.  Many of 
these events benefit national and local charities. She has organized entire events from the ground up such as 
Cowboys on the Coast Motorcycle Rally, Golden Triangle Boat Show, AAF District 10 Leadership Conference, 
and worked in association with established events assisting with sponsors, vendors, logistics, entertainment, 
public relations and advertising.
 In the past 15 years Troy started handling campaigns for local politicians assisting with campaign 
strategy and communications. Each campaign is as unique as the candidate and the role of a PR professional is 
often determined by negotiation with the candidate. Troy has worked on over 13 political campaigns for both 
Democrats and Republicans and non-partisan races such as school board and city races. Her passion is to create 
a brand in just a few short months to help an individual get elected. She plans town hall meetings, neighborhood 
meetings, fundraisers, debates, block walks, phone banking and manages web and social media sites for her 
candidates.  While she is a strong belief of grass roots campaigning, she incorporates social media to reach out 
to many.
 Troy values education as well as experience. She served as Student Publication Adviser at Southern 
Oregon State University managing a newspaper, yearbook, literary magazine and design shop. She also taught 
advertising classes at Lamar University as an adjunct professor for more than three years prior to taking over 
John Neil Advertising in March 2003.  Troy believes contact with these young people keeps her from becoming 
stale. She is an avid supporter of interns and utilizes them at her agency. She realizes the best work is through 
collaboration. 
 With all of these accomplishments and accolades I found it very interesting to sit down with and probe 
her as to how her life in the advertising profession has progressed throughout the years and what her day to day 
routine consists of.  
 Q: How did you prepare yourself for the profession and how did you get into it?
 A:  I took an intro to Communication class and it clicked. After that I completed my education receiving 
a BA in Communication with emphasis in Advertising. In the last 25 years each position I have held helped 
me develop actual experience and built upon my formal education. I continue to learn through seminars, 
workshops, blogs, etc...
 Q:  What do your normal working days look like? 
 A: I spend mornings taking care of emails, phone calls, managing social media for clients, and outlining 
my day. Typically I will have at least 1 client meeting and 1 vendor meeting. I spend afternoons running errands 
- picking printing and delivering. Upon my return to the office I respond to emails, messages and work on client 
campaigns and projects. Twice a week I have evening meetings or events. End of the day, manage social media 

for anywhere from 5-8 clients.
 Q: How does your work look like in the whole picture of your agency (company)?
 A: I am sole proprietor and manage all aspects of the business. In the past I have employed a part-time 
graphic artist and part-time bookkeeper.
 Q: What are the greatest satisfactions in your work? 
 A: Being able to help people market their product or services successfully. It’s one thing to be able to 
just market people’s product, but what brings me great joy is knowing that I have helped someone sell their 
product and even increase the sells of their product through my work. 
 Q: What are the greatest challenges in your work?
 A: The industry evolves and you must continue to adapt. With the constant changes our society endures 
with new innovations in technology, it becomes harder to be able to adapt. You have to make sure you are up to 
date and following the new changes and ideas that affect the industry. 
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications? 
 A: Traditional advertising will continue to diminish while social and digital marketing will grow and 
gain share.
 Q: If you are recruiting a new person for your agency (company), what types of students you are 
going to hire? What are the most critical characteristics, knowledge, and skills that you are looking for from 
a candidate?
 A: Basic understanding of the industry, excellent communication skills (both written and spoken), high 
work ethic and positive attitude.
 Q: How did you get your position? 
 A: My first job out of college was PR Dir for El Paso Board of Realtors. I interviewed and networked 
with Realtors I knew asking for their support,
 Q: What do you like most about your job?
 A: The people and building relations 
	 Q:	Was	this	your	first	job	coming	out	of	college?	If	not,	where	did	you	previously	work?	
 A: PR for ELPaso Board of Realtors, Dir Marketing El Paso Symphony, Student Publications Advisor 
Southern Oregon St Univ, Marketing Rep for Texas Renaissance Festival, AE John Neil Advertising, Owner 
Neil-Troy Advertising
		 Q:	While	in	college,	what	steps	did	you	take	to	set	yourself	up	to	get	into	the	field?	
 A: In addition to taking my Communication requirements I also took 9 hours in marketing. I was a 
leader on a Student Advertising Campaigns team we finished 8th in the nation, completed 2 internships and 
worked part-time at an agency.
 Robin Troy was a pleasure for me to come in contact with and interview. Her passion and commitment 
to the advertising industry captured my attention and also made me want to know more about the field as a 
whole. After interviewing her it has become my desire to probe more into see what I could do to make my mark 
and to begin a career in this very excited field.
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Robin Troy
Owner, Neil Troy Advertising

by Hope Alexander
 Q: How did you prepare yourself for the profession?
 A: I received my Degree in Communication from the University of Texas in El Paso. In college, I was 
a part of student Advertising Campaign Team. We were 13th in the nation and we had to create a campaign 
Burger King. That experience taught me that you have to have a lot for advertising such as , graphic artists and 
media buyers.
 Q: How did you get into it?
 A: I got a job right after graduation, my first job was in public relations with the El Paso of Realtors. 
 Q: What is your current position?
 A: I am the owner of Neil Troy Advertising.  We specialize in promotions and public relations. I work 
on political campaigns, put strategies together, find volunteers, and help train the candidates. I am currently 
working with Jamie Smith, who is currently a city councilman, running for district.
 Q: Who is your biggest client?
 A: Cowboys Harley Davidson- Power Sports Group.
 Q: How does your work look like in the whole picture of your agency?
 A: Fall and spring are high peak times for my agency.
 Q: What do your normal working days look like?
 A: I usually have a twelve-hour work day. My office hours 9 a.m. – 6 p.m. and during the month I 
probably have one to two Saturdays off.  I have a six days a week work schedule, because I have a small work 
agency and it isn’t a lot of people to share the workload.
 Q: Do you get to travel often?
 A: I used to travel for this company involved in the cemetery and funeral roads. On the road two to three 
days every other week, but now I don’t have to travel as much. Especially with the electronics theses days, you 
don’t need as much travel.
 Q: What are the greatest satisfactions in your work?
 A: The greatest satisfaction is when the client has success because of marketing and promotion you’ve 
done.  A special event is what brings them to your business. I also like meeting a lot of people. Working with 
different clients you learn a lot about different businesses, and get to research different products. 
 Q: What are the greatest challenges in your work?
 A: Big corporations have bought small and local businesses, so it’s hard to find clients. Even media is 
bought up they are all group by companies like Cumulus and Clear Channel.  It takes away from my small work 
agency. I am in my mid 50s still learning about social media and that’s a challenge as well.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: Media advertising will be targeted to you through Internet tracking. “Big Brother, and browser 
Cookies will help companies determine what products to market. From our marketing campaigns we notice that 
only 30% of people are voting at the local level so that is whom we market to.  For Harley-Davidson, only 7% 
of people would consider buying a motorcycle, so the other 93% we know we would be wasting our dollars.
 Q: Who do you consider your most interesting client?
 A: Harley Davidson is a well run national company that I’ve learned a lot from. They have strict 
guidelines on using logos so it has been a neat case study for me. For promotions on the new 2014 and 2015 
bikes, you can’t use the words “sales” or “savings”.  I’ve worked with them for 8 years and they have a certain 
mystique and quality about the company.
 Q: If you are recruiting a new person or for your agency, what types of students you are going to 
hire?

 A: The Past owner John Neil’s granddaughter was over the graphic art. I took over the company in 2003. 
I hired a part-time student to handle my accounts and finance part. Because my office is in home, I usually hire 
interns that are part of the family or part-time students. 
 Q: What characteristics, knowledge, and skills are you looking for from a candidate?
 A: An individual has to have a good work ethic, and should be willing to learn. Your education, gives 
you a base, but every client is always different.
 Q: Where do you see yourself in 5 years?
 A: In 5 years, I will be 60. I never plan to quit working, but I’ll probably move into helping and working 
with non-profits.
 Q: With hindsight always 20/20 is there anything you would change or do differently?
 A: I never would want to change; I married someone who worked for the federal government so we 
traveled. I would have enjoyed working for a bigger agency before starting a family; it is something I was 
always curious about.
 Q: Were you involved in any extracurricular activities in college?
 A: I was a part of the Student Advertising Federation, and I worked for the college newspaper. I put 
myself through school so I worked 40 hours per week at a restaurant to pay for my tuition and school. So I 
really only went to school and work. Also the year I graduated, they tripled tuition so I was really fortunate to 
get out when I did. 
 Q: Do you feel Lamar has a good reputation for businesses to hire?
 A: Lamar does have a good reputation to hire graduates, I moved here in 1993. The Education 
department, nursing and engineering are great programs. Since the University requires professor’s to have a 
Masters and above. They have also done the research to improve their education system. For your education, I 
feel you get what you put into it. Its valued off how interested you are in it, and how hard you work.
 Q: Was there anyone in your family that inspired you to come continue your education?
 A: My grandpa was the Director of EL Paso Times and Herald Post of Advertising. My mother was 
the Vice President of the Sunbowl, the Sun Carnival Association and was over the coordination of many 
events. I remember being in Junior High helping my mom make parade floats, so I always knew education was 
important, and I always wanted to go into Advertising. 
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Sam Loyacano
North American Marketing Manager, Detcon Inc.

by Tyler Sumrall
 For my professional interview, I talked to Sam Loyacano of Detcon Inc. in Houston. Detcon is a 
company that designs and manufactures gas detection devices for plants all over the world. These gas detectors 
are vital to plants everywhere and can save lives if a gas leak is imminent. Mr. Loyacano graduated from Lamar 
as an advertising student and is one of the few in charge of North American sales and advertising. When he isn’t 
traveling around the continent every other week, he is thinking of new and creative ways to sell his product 
effectively. 
 Q: How did you prepare yourself for the advertising profession and how did you get into it?
 A: I went to school at Lamar and studied advertising and marketing and started to become very 
interested in the trade. My father always told me I could sell anything to anyone so I saw that as an opportunity 
for a career and here I am 30 years later still doing it.
 Q: Did you know that’s what you wanted to do when you went to college?
 A: Actually no. My freshman year I was considered a math major then I realized I hated math and took 
my dad’s advice to be an advertiser. I was always able to persuade people in certain directions so I knew I had 
made the right choice.
 Q: What are some things to avoid on the road to a successful career?
 A: Avoid negativity and others telling you that you can’t do something. That’s the only thing that can 
bring you down.
 Q: How different is the Houston market compared to smaller ones?
 A: Houston is a unique city. I was born in Port Arthur and moved to Houston after school at Lamar. Ever 
since moving here, I have watched the city grow and grow to what it is today. What most people don’t get is that 
Houston is the fastest growing metropolitan area in the country and with that kind of growth you can obviously 
expect more jobs and more opportunities in the business. While advertising hasn’t quite hit its peak yet in 
the city, Houston leads the nation in many industries including petrochemicals and so forth. Soon enough the 
advertising industry will be thriving as well as any other business.
 Q: What do your normal working days look like? How does your work look like in the whole picture 
of your company?
 A: A lot of my job is studying. Anytime there is a new product on the market I am required to study up 
on it and know it like the back of my hand. This new safety equipment keeps getting more and more complex 
and your buyer expects you to know what they’re getting. You have to know what you’re selling if you want to 
be successful.
	 Q:	What	are	your	daily	tasks	in	the	office?
 A: Well I work mainly from home so most days are spent in the comfort of my home office with my 
dog. Occasionally I will find myself coming into the office for certain things here and there but my work usually 
stays at my house. Now, every other week I travel to a trade show or to a plant to advertise and sell the product 
I am given. I cover all of North America so my travel can range anywhere from San Antonio to Calgary in 
Canada. I’ve been to every state except Washington state so I am constantly on an airplane. A lot of people say 
they wouldn’t enjoy a career that requires you to live half your life out of a suitcase but I can say that it is very 
rewarding and one of the best perks of my job.
 Q: What are the greatest satisfactions in your work?
 A: The honest answer to that would have to be the competition. Yeah traveling and meeting new people 
from around the world is great, but to me the competition between us employees is the greatest satisfaction. Our 
jobs are to sell as much product as possible and its really rewarding to see your hard work pay off at the end of 
the day.
 Q: What are the greatest challenges in your work?

 A: The greatest challenges would have to be satisfying everyone. Everyone is different and they all have 
their own opinion. For instance, if I like an idea to campaign a certain product but my boss doesn’t, it can’t 
get used and I have to go back to the drawing board. You have to learn to take creative criticism well in this 
industry. If you can’t do that, you’re going to have a miserable career. 
 Q: How do you feel about the progression of advertisements over time?
 A: When I got into advertising way back in the day, ads were pretty simple. Nothing vulgar or too far 
out there, just simple ads. Over the last couple of decades though it’s gotten much more out there. It’s a shame 
to say that we let it get like this, but as society changes, we have to too. As much as the older guys disagree with 
it, it is the direction advertising is headed and we have to adapt and overcome that despite our personal feelings.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communication?
 A: I really don’t think I can answer that. 30 years ago who knew that the Internet would be the next big 
thing? We can do things now that were never even feasible back then. It’s pretty crazy how far we’ve come and 
I would be a millionaire if I could tell you what the future of communication hold.
	 Q:	How	important	is	it	to	have	advertising	experience	going	into	the	field?
 A: It’s huge. I interned with a small firm in Houston before getting my first big job and it made all the 
difference in the world. Although grades do matter, going to class and getting the grade isn’t everything in the 
industry. You need experience that shows the employer that you know what you’re doing. They aren’t going to 
hire someone because they had a 4.0 in college. They want experience.
 Q: If you are recruiting a new person for your company, what types of students you are going to hire? 
What are the most critical characteristics, knowledge, and skills that you are looking for from a candidate?
 A: If I was in the position to hire for the company I would want someone who is young, bright, 
intelligent, and creative. The industry needs more young people to step in and keep pushing it. Us older guys 
don’t have a fraction of the online expertise you guys have. Digital marketing and advertising is a huge asset 
that many companies are building on and expanding to. Also like I said earlier we need minds that can create 
eye-grabbing ads and not be afraid to take some creative criticism. 
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Doug Kusak
Graphic Designer, Ad In

by Shawn McBride
 I had the amazing opportunity to interview Mr. Doug Kusak , Graphic Designer at Ad In. Mr. Kusak has 
a double major in Advertising and Graphic Design. Before working for Ad In. Mr. Kusak attended Mississippi 
State where he obtained his degrees of Advertising and Graphic design. He chose Ad.In. Right out of school. Ad 
In. Is located in Ocean Springs, Mississippi. As a company Ad In. Focuses on creating innovative branding and 
campaigns that involve use of social media, that resonate and get results. They keep their projects highly cost-
effective.
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I knew at a really young age that I was interested in my profession. It was probably in my senior year 
of high school though that I chose to start preparing for it. I went for any type of scholarship I could get my 
hands on. 
 The school I chose to attend was Mississippi State University. It was close to my home, and had one 
of the better advertising programs in the area. I took as many advertising classes as possible to get the most 
knowledge I could. I still use almost everything I learned through those years today. 
 Once I graduated I threw out as many applications as I could to different agencies in the area. I received 
several calls, and then did several interviews. The one that stood out to me most was Ad In. I chose them and I 
still work for them today.
 Q: What did your normal working days look like?
 A: My normal work days are sometimes hectic, but are still fun. You have to be the type that can keep a 
cool head in any type of stressful situation. The deadlines are what gets you the most.
 Q: How does your work look like in the whole picture of your agency?
 A: My graphics are present throughout most of the agency’s different campaigns. There are a number of 
campaigns we are currently working on that I am developing graphics for.
 Q: What are the greatest satisfactions in your work?
 A: That would have to be when we successfully gain a client through the work we produced.
 Q: What are the greatest challenges in your work?
 A: There is occasionally disagreements between team members on which direction we should take a 
certain projects. Then there is also the chance that the client is expecting something much different than the 
presentation we produce.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: Well for now I believe everything will eventually over the next few years go purely digital. We will 
not continue the use of printed materials, but instead focus on the digital aspects of advertising.
 Q: If you are recruiting a new person for your agency, what type of students are you going to hire?
 A: Because of the ever growing needs for digital perfection, we are hiring students with backgrounds in 
computer knowledge. The use of all types of programs such as the ones you use in your graphic design classes.
 Q: What are the most critical characteristics, knowledge, and skills that you are looking for from a 
candidate?
 A: The most critical would be the ability to handle different projects, and different project tasks all at 
one time. Work loads in our field can be described as a balancing act. You have to be able to have good time 
management.
 Q: What do you like the most about your profession?
 A: I really enjoy the end result, especially when we are helping a small business that is just starting. 
The times when we help a company get past their roadblock and start to grow, can make you feel like you had a 
great success.

 Q: Is social media the new/best resource for advertising?
 A: Yes it is in the sense that you can reach a number of viewers previously unimaginable, but also 
No due to the fact that a random advertisement popping up while you are looking at your favorite page can 
sometimes be viewed as spam. You have to be very careful with how you approach advertising over social 
media.
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Denise Tyrell
Account Management Supervisor, Freed Advertising

by Jessica Johnson 
 For my professional interview I chose an advertising agency in Houston, Texas. Before I begin with 
the details of my interview, I want to tell of my experiences with the project. I thought that going into the 
project would be fast and easy; due to other short interviews I have done in the past. I did not think that those 
in the advertising business would be as busy as they were, but what I have learned so far in class and from my 
experiences with the project; I’ve learned that it is a demanding business. I was finally able to get a response, 
Denise Tyrell of Freed advertising agency. 
 When I got my response from Miss. Tyrell, I was very happy and understanding. She informed me that 
she and her team had been very busy, but she would be more than glad to help me with my project. From that 
point on Miss. Tyrell was very prompt and answered all of my interview questions in detail. Freed advertising 
agency is based in Sugarland, Texas; which is a few minutes outside of Houston. Freed has expertise within the 
agency that include: creative development, advertising, brand and marketing solutions, brand planning/customer 
research, online marketing communications, design and implementation, identity design, event marketing, 
media planning and buying, multicultural marketing specifically Hispanic, sales promotions, and public 
relations. 
 Denise started by stating that she has been in the advertising agency business for almost thirty years, 
which was astonishing to me. She said that her responses may not reflect that of someone who was more recent 
to the industry than she was. Although I would expect a gap between someone who has been in the business for 
thirty years versus someone who has only a few years under their belt, I did not think that her responses were 
bad. I would expect a more experienced and veteran individual to the business would have more to offer as far 
as details about the business and could give a good insight on where they believe the future of the business will 
head; compared to how things were when they first got into the business. 
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: Unlike many college students interested in advertising, I did not graduate with a related major. I 
had intentions of attending law school, but after consolidating 4 years of college into 3, I decided I needed a 
break from academia. The college I attended didn’t offer anything in communications or marketing and I had 
no thought whatsoever about a career in advertising. After graduation, I worked at various jobs for a few years 
and then one day it occurred to me that I wanted to work in advertising. Where this came from, I have no idea. 
I knew no one in the business. I sent my resume to a local agency in my hometown and was actually called for 
an interview! While they didn’t have a position available at the time, they said they’d contact me when they did. 
Seven months later I got a call and was hired as an assistant account executive.
 Q: What was your inspiration for getting into the advertising business?
 A: As mentioned in the previous answer I didn’t have an inspiration other than a thought that came out 
of the blue. Something must have triggered it, but I never could figure out what. I enjoy creativity, am intrigued 
by human behavior and have an analytical mind. Maybe it was while thinking about that combination that led 
me to realize advertising encompasses all of those disciplines and more.
 Q: What are the greatest satisfactions in your work?
 A: There are so many satisfactions in my job. From motivating my department account managers 
to being part of a team that brings clients measurable success or something as simple as making an almost 
impossible deadline. Anything that allows me to formulate a strategy or provide a solution is what I truly enjoy 
most”.
What responsibilities do you hold within the agency (company)? What does a typical work day for you look 
like?
Denise: “I thought the best way to answer the responsibilities question was to send you a copy of my job 
description.

 The great thing about advertising is that there is no such thing as a typical day. Its never boring! My day 
starts at home reading emails and when I get to the office I respond to those needing an answer. We log our time 
so I like to do my time sheet next which covers what I did the previous day. There is a fair amount of paperwork 
required of an account manager so I may need to open new jobs for clients or fill out a change order for jobs 
that require client revisions. A lot of my day in the office involves checking on the active jobs, discussions about 
clients with co-workers in various departments, and e-mailing or talking to clients.
 There are also meetings out of the office with clients or getting ready for new business presentations. 
There is always someone internally or externally that needs something and it’s up to me to help with getting 
them the information.
 Q: What type of companies do you normally service?
 A: Freed primarily works on business-to-consumer accounts. We have automotive, residential and 
commercial real estate, hotel and resort, home services, medical and insurance clients to name a few. I 
personally handle Mercedes-Benz of Sugarland, City of Sugarland-tourism and economic development, 
Caldwell Companies- corporate and residential divisions, The Houstonian Hotel, and Next Level Urgent Care. 
I have found that I most frequently work with luxury brands. This was never an intention of mine, but just 
something that happened.
 Q: What are some changes that you predict in the future of advertising and marketing 
communications?
 A: I don’t feel that I am informed enough to make educated predictions, but certainly traditional media 
is in decline and will at some time probably not exist. Social and digital media is certainly a huge component of 
advertising planning, but what will come beyond that is hard to fathom. Sad to say, but the traditional ad agency 
will not be able to navigate in that world.
 Q: If you are recruiting a new person for your agency, what types of students do you consider? What 
are the most critical characteristics, knowledge, and skills do you look for in a candidate?
 A: We interview many students for our summer internship program and we do not expect them to have 
any direct experiences in our business. We consider their major ( should be somewhat related to what we do), 
their personality and interests/hobbies. We are looking for someone who is engaged in the interview, has lots of 
questions and energy, and is passionate about advertising or something else in their life. 
 As Account Management Supervisor Denise maintains overall responsibility for agency/client 
relationships and provides daily supervision, support, guidance and counsel for account managers and an 
effective level of direct contact with clients. This is one of the most important positions in the agency due 
to the fact that Denise must represent the company as a whole in the eye of the client. They are interacting 
directly with the client and must maintain a good rapport. Denise reports directly to the Senior Vice President 
of Operations and supervises Account Managers, Account coordinators, and Support Personnel. Some of 
her responsibilities are as follow: reviews campaign conceptual directions to ensure strategic marketing 
objectives remain in focus, ensures that financial management of accounts meets agency standards, monitors 
expense disbursements from account managers, provides clients with clear access to senior management and 
immediately informs SVOP of any potential problems with client/agency relations, budget overruns etc, and 
reviews major media and public relations plans, and creative strategies before submission to clients. Outside of 
work, she is a native of Pennsylvania and “loves to lose herself in faraway lands and really good novels.
  Along with the companies stated in her response, Freed ad agency also have clients such as: IKEA, 
Imperial Sugar, Baker Nissan, Texas Pipe and Supply, Mike Calvert Toyota, Fred Haas Toyota (where I 
purchased my vehicle from), Methodist Sugar Land Hospital, and countless real estate companies. Freed 
consists of digital, outdoor, print, packaging, television, and radio advertising. I really enjoyed the assignment 
and was very glad to have been able to get insight on advertising from someone in the ad agency business. This 
has opened my eyes a lot more to the business and the world of advertising, because I did not have a clue that 
there were so many local ad agencies both in Beaumont and my native home town Houston. 
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Angelo Antoline
CEO&Creative Director, Something Shiny Advertising

by Dominique Edwards
 Something Shiny advertising firm is located in Dallas, Texas under Creative Director and CEO Angelo 
Antoline.  Their motto is “Get noticed. Stay noticed” and there services include Brand development, Brand 
management, Discovery & Analysis, and Graphic design. I was fortunate enough to talk to the CEO of this 
company and create a relationship with him over the phone. Mr. Antoline taught me a lot of things that will be 
very useful in the future of my career in advertising. He was very helpful and inspirational.  I compiled a group 
of questions to ask him, these are his responses.
 Q: How did you prepare yourself for this profession, and how did you get into it?
 A: Internships are the best way to get a real world, day-to-day perspective. I am a University of North 
Texas graduate with Bachelors in Design and I excelled in campaign and copywriting. The first job I had was at 
a design shop, that I had gotten a week before graduation. I worked there for a few years and was able to do a 
lot as an intern. I worked my way up and at 26 I had the opportunity to start my own company and I did so for 9 
years. That company was later bought by a larger agency and I became an executive creative director and went 
on to start Something Shiny. 
 Q: What do your normal working days look like? How does your work look like in the whole picture 
of your agency?
 A: Hours can fluctuate, but ultimately I work a lot of hours, get in super early and leave super late. 
Starting your own business you’re always working, but if you worked in an ad agency you would normally 
work 8-5.  
 Q: What are the greatest satisfactions in your work? 
 A: Being a designer, I want to make most of the world like my work. To see the clients so trilled at the 
work I’ve done makes me really enjoy doing my job.
 Q: What are the greatest challenges in your work?
 A: Balancing work and my personal life is one of my biggest challenges. Making sure I spend quality 
time in each part. Also making sure that my team and myself isn’t overworked. Sometimes that can be hard to 
judge. 
 Q: What are the greatest changes you predict in the future of advertising and marketing 
communications?
 A: Keeping up with technology, and the different ways companies can market themselves versus 10 
years ago and changes 5 years from now. In this industry you can quickly become a “dinosaur” so you have 
to be on top of new changes or you will be forgotten, companies are always looking for innovative ways to 
reach the customer. Also try to keep from looking like a commodity; the recession has caused a lot of people in 
advertising to loose their jobs, so you must stay relevant. 
 Q: If you are recruiting a new person for your agency, what types of students are you going to hire?
 A: What are the most critical characteristics, knowledge, and skills you are looking for in potential 
candidate? They must have talent. Looking at their portfolio, they can be taught to be better than what they are. 
Personality is huge to me. I want someone who wants to learn and grow with the team and are good at accepting 
criticism. In this business you have to have thick skin, you will have people telling you something doesn’t look 
right and you must be able to say I can make it better, and then make it better.
 Q: What do you have to do to be successful in this market?
 A: You must commit wholeheartedly if you want to be successful. Most people are drifters and enjoy the 
artistic side and they simply have a “job.” You have to jump both feet in. Be apart of organizations in your spare 
time that are specific to your industries like AAF and other design organizations that allow you to network and 
create your own opportunities.
 Q: In this industry does the saying “it’s not what you know, it’s who you know” hold true?
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 A: At the end of the day you have to have a talent that people want, especially if you’re in a circle of 
professionals that are really good at what they do. When you get to know people you name gets passed around, 
and you could meet the right person at the right time that could possibly help you.
 Q: What do you and your team do to help spark creativity?
 A: We try to have loose and creative energy, if you get stuck, leave the office and come back. Bouncing 
ideas off of each other is super important, and sometimes we need to work in groups to get things done. 
 Q: What type of environment does your company have? Are you more hands on or do you check in on 
projects from time to time?
 A: I am more hands on with my company, I have worked with companies that weren’t very creative and 
were simply business people that never interacted with their clients and it inspired me to be different. I am very 
involved with my clients, and I emphasis a family environment. Everyone knows everyone, and I hire people to 
join my family, not just someone to work for me. I pick employees that fit in well with my family. 
 Q: Can you tell me some of the clients that your company has worked for?
 A: I’ve had 210 clients in 10 years and I have never once been fired. I have a lot of business out of state, 
a hospital in Albuquerque, Tuesday Morning, B2B clients, JPMorgan Chase, Lantana Realtor Program, Starlit 
Gala, System ware, Fussell Putters, Dimare Fresh, The Peninsulas, and a lot of homebuilders and developers 
like New Castle Homes. 

Josh Yawn
Founder & Executive Producer, Joshua Productions

by Amanda Toups
 Josh Yawn is the founder and executive producer of Joshua Productions. He built his company from 
the ground up and has been in business for three years. He was born and raised in Beaumont, Texas and 
graduated with a Bachelor of Science Degree in Communication from Lamar University. He got his start in 
series television then fell into the advertising world. Joshua Productions now has a successful televisions series, 
“Family Knows Best,” shown locally on Fox 4 and commercials in thirteen markets nationwide.
 Q: How did you prepare yourself for the advertising profession and how did you get into it?
 A: I ended up in this profession by complete accident. I spent 10 years in series television. I worked 
hard in high school and through college to pursue my dreams and was very fortunate to see many of them come 
to fruition. I worked on two seasons of a great show for Nickelodeon called “My Family’s Got Guts,” assisted 
in casting for shows like “Biggest Loser,” “Last Comic Standing” and “Supernanny,” and briefly hosted on the 
Game Show Network. In 2012, I was invited out to Orlando to audition to be the host of Nickelodeon’s “Double 
Dare Live.” It seemed like a perfect fit and I flew out on my own dime. Long story short, I didn’t get the job. 
I had turned down all of my work in Texas in order to do it. So, it was a very long plane ride home as I tried 
to figure out what I was going to do to avoid selling Amway. I pulled an old idea off the shelf called “Family 
Knows Best,” which was a family game show format. I created Joshua Productions and we shot our first season 
Family Knows Best three months later. It was shown locally on Fox 4 and done basically because I needed 
a gig! Companies wanted to advertise on it, but didn’t have a commercial. I was in no position to turn down 
work, so I produced those too. As Family Knows Best (thankfully) took off, so did my humble endeavor to 
produce commercials. Three years later, Family Knows Best is going into its third successful season and Joshua 
Productions has commercials in 13 markets nationwide including Los Angeles. You never know.
 Q: What do your normal working days look like? What does your work look like in the whole picture 
of your business?
 A: A normal work day for me consists of first waking up and thanking the good Lord for another day, 
and for the work I’m so fortunate to have. Next is reading/returning emails. They could be from just about 
anywhere. We just did a product promo for Intellivision, the ‘80s video game console that is currently re-
launching, and so I’ve been fielding a lot of emails lately from them in my morning routine. I also do work with 
an auto agency out of New Mexico that we act solely as the production house for. So, at least once a week, I’m 
communicating with them in the morning. From there, I’m either in meetings or one shoot, editing, writing, 
or designing. One day might be solely graphic design, while another very video-heavy. Video is the primary 
emphasis of my company by a long shot, so it’s usually the latter. On a good day, I’m done by 5pm. On a 
normal day, I’m up past midnight. But, I love it and wouldn’t change it.
 Q: What are the greatest satisfactions in your work?
 A: My greatest satisfaction in my work is probably split between two things. I absolutely love the 
process of creating and having creative break-throughs. The joy is definitely in the journey there. I may reword 
something in a television commercial script a dozen times over the course of two hours and finally land on 
the right string of words that say what needs to be said. Or, we may get a shot during production that I wasn’t 
expecting that I absolutely love that makes the whole spot. We just did one for STI Group in which we were 
shooting up top a massive industrial structure outdoors doing a slow dolly shot on a slider. It was just starting to 
rain and we had time for maybe two takes. A golf cart drove right through the most perfect shot we could have 
asked for and at the time, we thought it was unusable. But,in the end, it was the perfect amount of “activity” in 
an otherwise pretty still shot. That guy driving the golf cart probably has no idea his cart is on TV every day.
 The other satisfying thing I love is getting feedback from a client. I’m a people person and I believe in 
relationship building for business building. I like knowing how the spot is doing for a client’s business long 
after the check has been deposited. Getting positive feedback that something you created is bringing positivity 
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Haley Gatewood & Julé Carruth
Junior Copywriter & Production Artist, MMI Agency

by Jack Spurlock
 For our professional interview I e-mailed a number of agencies in the Dallas and Houston areas. The 
one that reached out to help with this interview the most was MMI Agency based out of Houston, Texas. MMI 
Agency is an advertising company that was founded in 1986. In 2013, “MMI agency was named Large Public 
Relations Agency of the Year by PRSA Houston” and “recognized as Houston’s fastest growing advertising 
agency by the Houston Business Journal”. They have done work for Perry’s Steakhouse & Grille, The United 
States Department of Defense, Direct Energy, Star Fleet Yachts, MD Anderson Cancer Center, Shell Houston 
Open, and American general Life Companies. They were very helpful in this interview and they even had two 
people answer the questions for me. One of the contributors was Haley Gatewood who is a Junior Copywriter at 
MMI and the other contributor was Julé Carruth who is a Production Artist for the agency.
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I applied to colleges specifically with advertising in mind. I selected Southern Methodist University 
because it offered a small portfolio-based creative advertising program. Through that program I majored in 
advertising while also creating my copywriting portfolio. Throughout college I did 3-4 internships. I got a job 
right out of school.
 Q: What do your normal working days look like? How does your work look like in the whole picture 
of your agency (company)?
 A: Because I’m in the creative department, my days are pretty flexible. I work on a large range of 
clients, so it’s always something new. One day I might write a radio spot, a print ad, and concept on a branding 
campaign. Another day I might head to the recording studio to direct voiceover talent for an online video. 
Ultimately, my job is to work with the creative department to develop creative concepts and tactics that serve 
our client’s overall marketing objectives.
 Q: What are the greatest satisfactions in your work?
 A: I like creating something new and fresh. I like seeing my work show up in real life, like in a 
magazine or on a billboard.
 Q: What are the greatest challenges in your work?
 A: Balancing being creative with solving the specific marketing objectives for each client. It’s a lot like 
a puzzle, trying to maneuver the different restrictions and finding what fits. But when you make it work, it’s a 
great feeling.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: It’s already starting to happen, but I predict that companies will stop hiring advertising agencies 
as their sole “Agency Of Record” due to budget restrictions and the popularity of “crowd-sources creative”. 
Instead, they’ll depend on several different agencies to do a range of smaller projects for them, rather than just 
one.
 If you are recruiting a new person for your agency (company), what types of students you are going to 
hire? What are the most critical characteristics, knowledge, and skills that you are looking for from a candidate?
If you want to go into the creative industry, you need a portfolio. HANDS DOWN. I won’t even consider you if 
you don’t have a well-developed portfolio. You don’t even need a college degree; I just need to see that you can 
think creatively and strategically. 
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: As a digital artist, I took time to learn the tools of the trade — Adobe design software.
I got into graphic design after seeing an exhibition on visual arts at an art gallery where I was working. I was 
attracted to the unlimited possibilities of what you could create.
 Q: What do your normal working days look like? 

to another’s business and livelihood is an unbelievably gratifying feeling. Again, this business was never in 
my career game plan for myself. It all happened by accident. And I’m constantly amazed at how much more 
fulfilling it is than nearly anything else I’ve ever done.
 Q: What are the greatest challenges in your work?
 A: The greatest challenge in what I do is finding enough hours in the day to do what I do. I’m a small 
company, going into my third year. And while we’ve been so fortunate to have a ton of growth in a very short 
period, it’s tough to balance that and incorporate it in. It’s a lot like drinking from a fire hose at times. I’m 
incredibly thankful and grateful for that growth and new work, but figuring out how to meet that demand while 
not losing your marbles is a challenge.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: In just the short time I’ve had my company, I’ve seen several trends grow that I expect to be the 
future of advertising and marketing. We’re seeing more and more online and mobile opportunities that weren’t 
there even two years ago. We can place commercials on online video outlets and radio spots on online radio 
streaming services. It’s fascinating to me. It’s a bit of a cliché to say we’re living in the future, but we really are. 
I’m only 30 but I’ve always been an old soul and while I’m scared to death of it, I marvel at what technology 
can do. Social media isn’t going anywhere, particularly Facebook, and it’s providing a whole new means of 
businesses to reach out to their customers and potential customers. That combined with traditional forms of 
advertising, such as video, is yielding great results. I expect to see lots of developments in these new ways for 
businesses to reach the masses.
 Q: If you are recruiting a new person for your business, what types of students you are going to hire? 
What are the most critical characteristics, knowledge, and skills that you are looking for from a candidate?
 A: This is a great question. I hire a lot of students for contract jobs. I’d even be open to hiring a student 
for employment, and have. I’m really eager to give new talent a chance and break the rules of “you have to wait 
until you graduate until you get a shot.” I was very fortunate that people gave me opportunities when I was still 
in school, and it’s very important for me to pay that forward.
 Whether it’s an actor, or a production assistant, or anything in between, I’m open. We had a nearly 
50-person crew on season two of Family Knows Best and about half of them were still students. I’m really 
proud of that. They all did extremely well. Once you’re on the set, it doesn’t matter if you’re a student, or if 
you’re a PhD. It all comes down to if you can do the job and do it well.
 When I hire a student, I don’t want to have a resume sent to my email as a first introduction. I’ve 
honestly never hired someone who introduced themselves to me with a resume. Not once. I want to see that 
they’re interested in what I do because it’s something that genuinely interests them beyond money. I want to 
work with students who are humble,teachable and interested in learning. I keep every resume a student has ever 
taken the time to send me, and I have quite a stack of them in tangible form and email form but...When I need 
to hire someone, I just never go to that stack. The reason is because there’s no relationship built there. Again, I 
believe relationship building is a major key to business building and that’s a two way road. I’d rather work with 
someone I have history with than someone I only know from a sheet of paper they sheepishly handed me at a 
career night.
 My advice for students is always the same: become very good at what you want to do in life, but 
network, network, network. Never burn bridges and never underestimate who someone might become one day. 
You never know who the person you’re sitting next to may be in 10 years. Know that sometimes the best way 
to find opportunities is to create opportunities. And finally, know that there is always something to be thankful 
for in every step of your career, even in what seems to be the worst of times. Trust me, it will read like a finely 
crafted story when you look back on it in reverse.
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Brooks Smith
Advertising Professional

by Lauren Barbeaud
 For this assignment, I have chosen to interview a friend of mine who recently graduated from Lamar. 
I felt like this would help out my classmates a lot, being able to see what it is like to be a new graduate and to 
get thrown into the world of corporate communication. She loves her job but has told me that it is definitely 
not what she expected and that I should stay in college as long as possible! I decided to ask her all of the basic 
questions and then some more.
 The person I interviewed is named, Brooke Smith. She works in Fredericksburg, Texas which is about 
six hours from Beaumont. She is from a small town so this was a huge step for her, seeing that she had never 
been away from her family, boyfriend or friends. Her phone number is 281-413-9619 and her email address is 
brooke.smith58@gmail.com. 
 The first question is “How did you prepare yourself for the profession and how did you get into it?” She 
told me that she was not prepared at all. She had recently graduated and was not even expecting to find a job 
this soon, especially not one of this caliber. The job almost fell into her lap, if you will. She knows someone that 
was working at the company and thought that Brooke would excel in this company, so she referred Brooke to 
her boss. Needless to say, she got the job.
 The next question is “What do your normal working days look like? How does your work look like in 
the whole picture of your agency (company)?” This was my favorite question I asked her because it put into 
perspective that as we graduate, we may find jobs that allow us to travel, as this one does for her. She says that 
she does not have a “normal” working day. There are some weeks where she is out of the office 2-3 a week for 
meetings, touring locations and meeting with clients and potential clients. Her first week of work, she went 
into the weekly meeting her office has, and her boss told her to pack her bags because she was flying out to San 
Francisco, California in two days. She was super afraid; because she was going to be by herself, but ended up 
having an amazing time and it opened her eyes very much.  At her job she does many things, but mainly focuses 
on social media, marketing and advertising for her clients.
 Next is “What are the greatest satisfactions is your work?” She says this was the easiest question for 
her. She loves her job because she is never bored! Like mentioned in the previous question, there are many 
weeks that she will only be in the office 1-2 days per week. Her work atmosphere is constantly changing and 
she absolutely loves that. She also loves to see the finished product on whatever she is working on for a specific 
client, they are usually always happy at the work that is produced. 
 Another question I asked was “What are the greatest challenges in your work?” She of course answered 
this with one word; organization. While in college and growing up, she was only responsible for organizing 
things for herself. Now at her new job, she has so many things to remember such as; dates, client’s preferences, 
meeting times, etc. It gets very overwhelming for her but like she said, it’s a new experience and she will learn 
how to balance it all out, because quite frankly, she has to!
 Next was “What are the greatest challenges you predict in the future of advertising and marketing?” She 
thinks the biggest challenge is the steady climb in online technology. Most companies have someone whose 
predominant job is social media and online networking. People are constantly creating new and improved ways 
to do things online. All companies are being stressed to keep up with what is “cool” or “edgy”. Advertising and 
marketing companies need to realize that they must stay up to date in the online world, or else they could lose 
some of their clients and potential new business.
 The last of the basic questions I asked her was “If you are recruiting a new person for your agency 
(company), what types of students are you going to hire? What are the most critical characteristics, knowledge 
and skills that you are looking for from a new candidate?” In her opinion, she would look for someone that is 
outgoing, charismatic and carries themselves well. This industry is not for someone who is shy and not willing 
to go out of their comfort zone, so if anyone came in looking for a job that had those characteristics, she would 

 A: With the help of our art directors, I complete all necessary photo/copy edits for any of our client’s 
projects that are print related. I converse via email with most everyone, occasionally I will pop into a meeting to 
discuss overall branding and design concepts.
 Q: How does your work look like in the whole picture of your agency (company)?
 A: After a design has been finalized and approved by the client, I handle getting the digital file perfected 
and ready to be sent out to the press. My job comes in at the later/final stages of a project — after research, 
brand analysis, design concept, copywriting, and proofing. The only people that touch a project after me are our 
Logistics Team and the printer running the job.
 Q: What are the greatest satisfactions in your work?
 A: Delivering work that is perfect in the unseen details as well as the overall design. When I know that 
a table on a certain page is exactly proportional to the layout of the page, I’m pleased. Good design, after all, is 
invisible to the consumer.
 Q: What are the greatest challenges in your work?
 A: Communicating clearly with all members of our team. Often things must be re-stated in order for 
miscommunication not to occur. This is true of most team-oriented professions.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: A shift back to real, printed material. The generation that grew up with iPhones is tired of the digital 
space. It is no longer new.
 Q: If you are recruiting a new person for your agency (company), what types of students you are 
going to hire? What are the most critical characteristics, knowledge, and skills that you are looking for from 
a candidate? 
 A: We want a T personality — be aware of many topics, but be sure to know at least one of them very, 
very well. Also, be cool under pressure — this is advertising, not brain surgery. 

In the new Comm 4380–Advertising Campaign Strategies, you will use all 
class time to work on the NSAC plans book and presentation, and learn 

from winning cases, class discussion and feedback from the instructor. 
 Thousands of advertising professionals are talking about their NSAC experience. Now 
it is your chance to build your story of this prestigious national competition. 
Help the Texan fast food giant: you are helping yourself.
— Comm 4380, 3:50-5:10 pm MW, your turn to shine.

mailto:brooke.smith58@gmail.com
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Daniel McLemore
Graphic Designer & Copywriter, Cornerstone Advertising & Design

by Caitlyn Hayes 
 I highly enjoyed this experience on interviewing an advertising company. We the students get to know 
what the person and the company is looking for in the future and of course future employee. 
 The person I interviewed was Daniel McLemore at Cornerstone Advertising and Design. He is currently 
employed with this company doing Graphic Design and copywriting. 
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I started when I was in High school in Nederland. I started taking photos, shooting video at different 
events, and then editing them down to a final product. The love for “creative things” started there. 
 After High School, I enrolled at Lamar University in the Communications department. I wasn’t sure 
which emphasis I would take, but started with my basics. I decided quickly that I liked doing things behind the 
scenes, as well as the physiology behind why things look good and why they appeal to people. So the logical 
thing for me to do was to get my emphasis in Advertising and Broadcasting both.
 I also volunteered, and got paid sometimes too, for as many different projects as I could. I did 
SETCAST, Jason Project, KVLU, University Press, LUTV and more. It was during these classes / projects that I 
really found out how to do the things I wanted to do. It really prepared me for the workplace as well. 
  Q: What do your normal working day look like? How does your work look like in the whole picture of 
your agency (company)?
 A: I mostly do graphics work like designing business cards, brochures, banners, billboards, newspaper 
ads, TV graphics and just about any other type of print work out there. The world of a graphic designer changes 
often and we are always looking for the next trendy thing out there.
 Within the agency, I do a lot of meetings with clients to ask them questions about how they want to 
portray their brand. We try to get inside their heads a little bit to see how they think and how their minds tick. 
This allows us to understand where they want to take their business creatively and gives us a good deal of 
information to base our designs from when we do them.
 Of the 8 hours during the day, I would say that at least 6 of them are spent sitting in front of the 
computer designing or researching. 
 Q: What are the greatest satisfactions in your work?
 A: One of my favorite parts of work is when I finish a design and present it to the client. Getting to see 
the look on their face when they start to see their vision, their investment, their business comes to life in front of 
their eyes. That’s one of the greatest satisfactions I get from doing this job.
  Q: What are the greatest challenges in your work?
 A: I could write 20 pages on the challenges of the job, but I will just hit the highlights as best I can. My 
job is based a lot of times on subjective opinions. There’s an old adage that really factors in here, “Opinions 
are like arm pits…Everyone has them and they stink!” (PS - That’s actually for excuses, but don’t tell anyone I 
changed it). When you have to deal with differing opinions on how something should look, sound, feel, smell 
and yes, even taste, it becomes difficult to please everyone. The most important thing though, is making the 
client happy and doing what’s right for them.
  Q: What are the greatest changes you predict in the future of advertising and marketing 
communications?
 A: I predict that we will be doing a lot more online advertising, but for the most part, things will move 
slowly in my opinion.  Advertising has been around for a very long time and has always adapted to its changing 
environment.  The most pressing issues is obviously DVR’s and Newspapers. DVR’s allow people to skip 
over advertisements like they were never there and Newspapers are finally on their way out. Technology will 
advance soon, and as soon as it does, you can be sure that Advertising with find a new way to inject itself in. 
 Q: If you are recruiting a new person for your agency (company), what type of students you are going 

have to send them on their way simply because they would not excel in the workplace. They also need to be 
well versed in social media and willing to do almost anything that is asked of them, especially when you start 
out in the lower positions of the company.
 I then asked her, “What advice would you give newly graduated college students that are looking for 
a job?” She says that the biggest thing is to be open minded. Most students graduate college with an idea of 
what they want to do and the job they actually get hired on at is completely different from that idea. You need 
to remember that time is key, and we must all start somewhere and that first job you have, whether you hate it 
or not, could be the potential place where doors will be opened for you. These first couple of jobs you have, 
even though they may not be what you envisioned for yourself, could be exactly what you need to figure out 
your strengths and weaknesses in the workplace. She also said; do not be afraid to be thrown into something 
new and unusual. Being taken out of your comfort zone is actually what makes you a better employee; it shows 
your employers that you can be thrown into a situation where you are uncomfortable, but that you can handle 
it well. Another important thing is to ALWAYS look presentable and be sociable; no one wants to see a woman 
with no makeup and disheveled hair nor do they want to talk to someone who has awkward conversation. Be 
comfortable with yourself and be confident, because that will definitely shine through.
 The last question I asked her was “What classes at Lamar helped you the greatest amount in preparing 
you for this job or future jobs?” She said that her Intro to Public Relations and both Advertising classes she took 
helped her out very much. They always gave real life scenarios and gave her the most information that she has 
used thus far in her work place. She says to always pay attention and do not go to class just to pass, because in 
the real world it is not pass or fail, it becomes employed or unemployed.
 I was very grateful that a newly graduated student helped me with this interview. I feel like her insight is 
very relatable to the students in this class, seeing that she just graduated a few months ago. I hope that this helps 
the rest of my classmates as much as it has helped me in preparing myself for a career in the advertising and 
marketing industry.. 
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to hire? What are the most critical characteristics, knowledge, and skills that you are looking for from a 
candidate?
 A: If it were up to me, I would look for someone who is willing and able. You can be willing to do a job 
all day long, but if you’re not able, then you may not last long. On the flip side, you can be perfectly capable or 
able to do the job, but if you’re not willing, that will show through in everything you do. It doesn’t hurt to have 
a little bit of eagerness as well.

Scott Eagle
Account Supervisor, Slingshot Advertising

by Brandon Aldrich
 For the professional interview, I contacted Slingshot Advertising from Dallas, TX. The people  I spoke 
with from Slingshot were very nice, and seemed more than happy to help me out. Slingshot agency was founded 
in 1995 and has been growing rapidly ever since. Today they have a fairly large team of employees. Slingshot 
specializes in branding, strategy, advertising, media, promotions, and production. Slingshot currently has 2 
different locations, one in Dallas, and the other is located in Austin. Slingshot has worked with dozens of 
big name companies such as, Taco Bueno, Sour Warheads, American Heart Association, Borden Dairy, Farm 
Bureau Financial Services, IHOP, Verizon Wireless, Jack Daniels, Joe’s Crab Shack, and many more. Slingshot 
has received several advertising awards and recognitions. In 2011, they were recognized as the number 12 best 
places to work according to Ad Age Magazine, and in 2012 Dallas Morning News named them one of the best 
100 places to work. The mission statement of Slingshot is, “At Slingshot we are driven, perhaps neurotically 
obsessed, by our belief that consumers have forever changed. Today people have more channels, more devices, 
more bright, shiny objects competing for their attention than ever before. How they spend their time has become 
fractured into bite size chunks, with advertising constantly surrounding whether they pay attention to it or not. 
This is why we refuse to follow the same old marketing approach. It’s not about simply interrupting people. It’s 
about engaging them in the places they’re actually paying attention and delivering a compelling message that 
creates an impact.”
 I was able to conduct an interview with one of the employees at Slingshot, named. Scott is an Account 
Supervisor at Slingshot. Here are the following questions that I asked via email in the interview, along with 
Scott’s responses to these questions.
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: My college education did an “ok” job for me to prepare for a profession in advertising. I would say 
the most beneficial thing from my education would have been joining the Ad Club and being on the university’s 
AAF competition. These programs started to give a little more insight into what the advertising world actually is 
versus what any textbook would say.
 My most beneficial preparation was just being curious about the industry. Picking up trade magazines 
like Ad Weekly or Communication Arts and follow blogs, allowed me to start gaining better insight into what 
great creative work is and the industry. Also, setting up information interviews near the end of college paid off a 
lot.
 If you want to get a job in the profession, you better take on internships. It’s how I started and the 
majority of junior advertising employees have done the same. I think in the previous 7 years we’ve hired one 
junior person without being an intern first.   
 Q: What do your normal working days look like? How does your work look like in the whole picture 
of your agency (company)?
 A: The days are never the same. In account service, you’re trying to proactively think about your client 
business and how you can help them meet their needs with solutions to a variety of problems.
If you had to sum up a “generic” day, it would look something like this:
 Plan your morning /week and prioritize all tasks
 Manage client expectations for any agency work for that day/week
 Run/manage internal meetings/reviews with creative, media, or production departments
 Connect with client on status of business/projects
 Pre-sell any creative work for upcoming projects
 Finding time to be an expert on client’s businesses
 Browse for category trends, insights, etc.
 Follow up with team members, etc.

Just Do It!
In the new Comm 4380–Advertising Campaign Strategies, you 
will use all class time to work on the NSAC plans book and 
presentation, and learn from winning cases, class discussion 
and feedback from the instructor. 

Thousands of advertising professionals are talking about their NSAC experience. 
Now it is your chance to build your story of this prestigious national competition. 
Help the Texan fast food giant; you are helping yourself.
— Comm 4380, 3:50-5:10 pm MW, your turn to shine.
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 Record any action items for the next day
 Q: What are the greatest satisfactions in your work?
 A: Growing junior account employees into great account executives. It’s all about the people.
I could also argue making great work that makes an impact on your client business is very satisfying.
What are the greatest challenges in your work?
 Managing very strong and opinionated personalities to work to a common goal – great work that makes 
an impact on your client business.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: It’s hard to tell but it will continue to evolve very quickly. In the previous 20 years, we’ve moved 
from the almighty 30-second commercial (pushing a message to our audience)  to conversation between brands/
consumers on the Internet to social media and now being able to instantly jump from several devices (mobile, 
computer, tablets, TV, etc.) to get the content we want how we want it. It’ll be interesting to see how things like 
3-D printing, smart watches, mobile payment, etc. will have an impact on what brands do.
 Q: If you are recruiting a new person for your agency (company), what types of students you are 
going to hire? What are the most critical characteristics, knowledge, and skills that you are looking for from 
a candidate?
 A: I look for honest, hardworking students who are eager to roll up their sleavies and be a part of the 
industry. They have to be able to truly LISTEN and filter what is really being communicated. They also have to 
be coachable – they’re willing to make mistakes but learn from those mistakes.

Tom Hollerbach
CMO, Blackboard Company

by Johnathon Reece
 The Blackboard Company has been in business for three years thus far and is growing. This is an 
advertising place in Austin, TX. It has employed 50 employees so far. The founder of the company Clark Evens, 
has influenced companies such as AT&T, BMW, and Nissan. According to their website, Clark has an inspiring 
eye which is what made him so successful in the advertising industry. 
 The technological expert is Jeff Nixon  has launched many phones through AT&T including LG, 
Samsung, and BlackBerry.  He came to the company because he could not apply today’s technology to his work 
place. He has also been a creative designer for Delta Airlines and UPS. 
 The other person involved in the companies success is the media relation specialist, Tracy Arrington. 
She is responsible for the advertising to happen. The Blackboard Company website says, “Her client experience 
is extensive: AT&T, Dreamworks, Walmart, Taco Bell, MasterCard, BMW and The Texas Lottery.”
 The last person majorly involved with the company, is the CMO, Tom Hollerbach, which was the 
interviewee. He has worked with Apple, Dow Jones, and Porche to just name a few. Hollerbach calls him self an 
problem genius.  The website states, “In truth, he understands business well enough to be considered by many a 
CMO’s greatest asset. This is not us bragging. Well...maybe it is..” 
 Q: How did your prepare yourself for the profession and how did you get into it? 
 A: Mostly experience. I worked with so many major companies around the world like Apple and Dow 
Jones. Companies like that show you what your made of. I got into profession because I know I could Excell at 
it.
 Q: What does your normal working day look like and does your work look like as part of the whole 
company? 
 A: I basically keep in touch with the ad agencies and answer any possible questions the clients have. 
Basically my job is very important to the company as a whole without me the clients would not come to us, and 
that is mainly why I am here because of my expertise.
 Q: What is the greatest satisfaction of your job? 
 A: The greatest satisfaction I have in my job is that I help make the company run its everyday activities 
and that I keep our clients happy by answering there questions and providing exceptional service.
 Q: What are your greatest challenges in the work place? 
 A: Mainly keeping the customers coming back to the Blackboard Company.  You always want to make 
sure your biggest clients keep using you. That is what gets your company’s name out there. Recently we have 
worked with Nike, and that is a big contact you want to keep.
 Q: What are the greatest changes that you predict in the future in advertising and communication? 
 A: The biggest changes I see coming in the future in advertising is the shift in mostly technology 
running the corporations. Also, I see programs such as Skype becoming more influential way to connect to 
people and not just using a telephone or email. Also I see more of an emphasis to the individual not just a 
particular group of people.
 Q: If you are recruiting a new person for the company, What type of student are you going to hire 
and what characteristicsistics are you looking for? 
 A: Basically, what we are looking for in this company is someone who is extremely hard working 
and can work within a team. Advertising is all about the team without each part of the whole It would fail. 
Mainly we are looking for students who can follow directions well the first time that they are told, and can be 
dependable to rely on when things need to be done before a certain time frame.
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Stephanie Molina
Director of Marketing, Beaumont Convention & Visitors Bureau

by Roxanne A. Hayes
 For my professional interview, I chose to interview Ms. Stephanie Molina, Director of Marketing for 
the Beaumont Convention & Visitors Bureau.  Ms. Molina is in charge of marketing strategy and the creation 
of the CVB’s brand as the Director of Marketing for the Beaumont Convention & Visitors Bureau.  Ms. Molina 
has various skill sets that  including: Graphic Designer, Publisher, Public Relations Professional, Media Planner, 
Texas Film Commission Liaison, Tour Guide, Social Media Addict and Tech Junkie. I asked Ms. Molina 
questions regarding her college education, work duties, challenges, and the various advertising campaigns she 
has done.  
 Q: What is a description of your job and what are the job duties you have as the Director of 
Marketing at the Beaumont Convention & Visitors Bureau?
 A: The Beaumont Convention & Visitors Bureau Marketing Director is charged with developing 
and implementing the CVB’s the marketing and communications strategy. As Creative Director and in-
house graphic designer, she’s responsible for developing fresh creative for all CVB marketing materials for 
both convention sales and tourism markets. Molina handles CVB media planning and placement publishes 
visitors’ guides, maps, and brochures. She manages the CVB Online Communication Manager, whose primary 
responsibilities include the Beaumont CVB website, online & social media channels.
 Here’s a link to the FY2014 Marketing Plan that better explains our marketing initiatives and various 
programs: http://viewer.zmags.com/publication/70f15366.
 Q: Where did you graduate from college and what is your degree in?
 A: I graduated from Lamar University in 2000 with a Bachelors of Business Administration and 
concentration in advertising & marketing. My classes and professors there were excellent.
 Q: Did you join any organizations or have any internships through Lamar University that helped you 
to perfect your advertising and marketing skills while in college?
 A: As a student, I joined and later lead American Advertising Federation (AAF) Student Chapter to 
compete in the AAF National Advertising Student Competition. The experience and process involved with 
creating the total campaign provided the type of training and preparation to know what it takes to work in my 
career field. I also held several internships with local advertising agencies that provided me lots experience, 
networking and career training.
 Q: As a Communications Major why did you decide to focus on Advertising and Marketing for your 
degree?
 A: I’ve always enjoyed the art of advertising and it took about 2 years into college before I realized the 
degree plan and career opportunities. After my first marketing class, I was hooked and have always enjoyed 
the thrill of tackling a new marketing challenge. I was always a “Creative” and had no idea that there was an 
actual job where I could combine art, creativity with business. While in college, I imagined working in a full 
service agency. Do you remember the movie What Women Want (with Mel Gibson & Helen Hunt?) – This 
wasn’t technically an inspiration, but I wanted the career that Helen Hunt’s character had. (Minus the whole 
sexual harassment issue, of course) Branding and Promotion is a passion and I’ve always enjoyed the process of 
creating the story and campaign to make a product more desirable. Working in advertising agencies allowed me 
to see and learn more about what goes into production and broadcast. Fascinating.
 Q: What do you enjoy the most at your job working as the Director of Marketing for the Beaumont 
Convention & Visitors Bureau?
 A: Another thing I enjoy is how rewarding it is see your “vision” actually become a reality once you’ve 
finished a project. Every day, each season and year brings a new list of challenges and new adventure.
 Q: What is your favorite ad campaign that you created?
  A: My favorite ad campaign is usually the one I’ve just finished or almost completed. Each year I get to 
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play the role of publisher for the Official Regional Visitors Guide Magazine for Beaumont. It’s a huge project 
each year and I’m very happy with the latest issue. Here’s the link to the online magazine:  
http://tigeroakmag.com/se-texas-visitors-guide/2014-2015/.
	 Q:	What	is	the	latest	ad	campaign	that	you	have	finished?
 A: I also just finished Beaumont’s new Meeting Planner Guide and it’s getting very good reviews. Check 
it out: http://viewer.zmags.com/publication/74873067#/74873067/1.
 Q: What advice would you give to current Advertising and Marketing Communications student?
 A: My advice to a current marketing student: Never allow the ‘lack of knowledge’ intimidate you. 
Surround yourself with positive, intelligent mentors so you can learn by example. You can learn from everyone 
on your team, at all levels. Approach challenges and adversity as an opportunity for growth.

Jen Stansfield
Sensis Advertising

by Kimberly Albeno
 “The work of an advertising agency is warmly and immediately human. It deals with human needs, 

wants, dreams, and hopes. It’s, ‘product’ cannot be turned out on an assembly line.”-Leo Burnett.
 
 Sensis advertising agency is one of the biggest advertising agencies in California. Founded in 1998 as 
a focus multimedia, Sensis has now expanded into the advertising business. Sensis is now working with some 
of the biggest companies in the United States such as; Direct TV, the Center for Disease Control (CDC), Union 
Bank, and the American Association of Retired Persons (AARP). Their saying there at the company is “Sensis is 
a cross-cultural advertising agency with digital at its core.” I spoke to Jen Stansfield from Sensis agency in Los 
Angeles, California about how it is to work at an advertising agency. 
 “Like most college students in the communication field, the most important thing to do to prepare you 
is simply to gain experience in the field. Internships at advertising agencies and small businesses will help 
improve your resume and better prepare you for the actual workplace. Working at an internship is very difficult; 
you must learn how to multitask and work quickly and efficiently. The most difficult part of the internship is 
knowing how everything goes and how everyone wants the job to be done, although when that time passes 
and you know how things are done it becomes a little easier and then your only job becomes how quickly and 
efficiently you complete the task. 
 “As an intern you will be doing a variety of task and jobs within the company, but the most important 
thing to do is to not complain and to just do it, agencies want to see that you can handle all the stress and 
workload that they throw at you. The more internships that you have the better the resume looks for when you 
finally try to get a job at an advertising agency.
 “Working at an agency, the normal working day is always a busy day. Grab coffee in the morning, get 
to work, once you get to work the first thing everybody does is answer some emails and any important missed 
calls, there you get to think of ideas for whatever product you are working for and after you get into a focus 
group. There in the focus group you get to throw out ideas of what should be advertised, what we want our 
audience to focus on, where we would distribute these advertisements, and when would be an appropriate time. 
We have to think about all obstacles because one wrong move and it could cost us millions of dollars and the 
trust of our clients. 
 “There are certain things advertisement agencies want people to focus on when they see an ad of theirs, 
they either want to advertise their product or company directly or they will take a different route where they 
make you think of the good things that come of the company that will make you think about what that company 
does rather than drill the product into your head. Both have shown to be effective however showing people 
the good things a company does not only makes the consumer think about the company but it shows that they 
begin to have more trust towards them because they feel like they are a company that cares about people and its 
community or whatever the advertisement shows. 
 “When doing direct marketing you must think about the current situation that the company is in, 
who your target audience is, and how you plan to advertise this company. Where and when to distribute 
the advertisement is crucial because putting the advertisement that the main target is men will not work if 
distributed in a women dominant channel and advertising for a seasonal product will not work if shown during 
the wrong season. All of these aspects of an advertisement are very important for the company and its client. 
Like David Ogilvy said once “The relationship between a manufacturer and his advertising agency is almost 
as intimate as the relationship between a patient and his doctor. Make sure that you can live happily with your 
prospective client before you accept his account.”
 “Some of the greatest satisfaction in the workplace is simply to see all of the ideas and planning of an 
advertisement finally comes together. The end product is what makes this all worthwhile, all those days and 
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months put into an idea pays off when we see the end result of the product. There we see that all our hard work 
had paid off in the end and to see how people react to it is amazing. A satisfied client is what keeps our company 
going and we intend to keep it that way. 
 “Some of the challenges that our company predicts we will face is the changes in human interest. We 
constantly have to keep up with what is trending within the market and what people will respond to. If it’s old 
and boring, people will look over it. It it’s already been done, people won’t even bother to acknowledge it. If 
it simply doesn’t have that “wow” factor then people will not even care about it. Ingenuity is what we must 
strive for, people want to see something different, and something no other company has done before so that 
it will spark some sort of interest in people. The competition in this market is very intense, there is a constant 
battle between advertising agencies and with new and upcoming technologies, it’s not hard to fall behind your 
competitors.
 “When hiring new people into the agencies the main thing that we look for is the right education 
and experience. Someone who is willing to work hard and go above and beyond what is required is always 
encouraged. When we look at college applicants we search for whether or not they are in some sort of a 
communication major, and have studied something related to advertising. 
 “We look for people with at least 3-5 years of experience, with excellent writing and verbal 
communication skills so they can be able to maintain relationships with sponsorship contacts. They must be 
flexible to work weekends at certain events and they must be a self-starter and be able to manage an event from 
start to finish. They must have excellent communication skills and must be a confident negotiator. Ability to 
multi task is something that is required; they must be able to have the ability to manage multiple projects and 
work with a variety of teams and clients. Creativity and a strategic thinker is must desired for an opportunity 
here. We look for people with internship experience and events experience, someone who is outgoing, with 
confidence and ingenuity.”
 Sensis advertising agency is an amazing company and has a great reputation. They have won awards 
from the Initiative for a Competitive Inner City (ICIC) in 2009, 2010, 2011, and 2012. They were named one 
of the top advertising agencies in 2009, 2010, 2011, 2012, 2013 and 2014 by the Los Angeles Business Journal. 
They even won the top 500 Hispanic businesses in 2012 and 2013. There are many more awards that Sensis has 
won in only 16 years of business, and have gained a great variety of clients. It’s no doubt that this company has 
yet to peak in this business, and there are bigger and better things in store for the future of this company. 

Lynne Swihart
Production Director, Balcom Agency

by Sheree Brooks
 Q: What is your position title at Balcom Agency?  
 A: Director,  Production Services.
 Q: What do your normal days look like as far as customer base? 
 A: There is no ‘normal day’ in advertising!  I write estimates, I do schedules, I talk to vendors and I visit 
with advertising students!
 Q: How did you prepare yourself for this profession?  
 A: BA in Journalism / Communications from University of Texas at Arlington.  Worked on the student 
newspaper to pay for part of my tuition.  Took business classes, too.
 Q: Do you remember how you got into it? If so, tell me about it.  
 A: My aunt was a reporter for the local newspaper.  I wrote for the elementary school newspaper; edited 
the junior high newspaper, did yearbook staff in high school for two years.  When I got to UTA, I was a work-
study student.  They didn’t have any writing jobs available, but they DID have a job in ad sales.  Since I was 
paying my way, I took it and discovered I was pretty good at sales.
 Q: What is your daily workload? 
 A: I get in around 8 am and leave around 6 pm.  And I check email at home on the weekends.
 Q: How does your position contribute to the big picture of your company? 
 A: I prepare estimates for clients so that we are properly paid for the work we do.
 Q: What are the greatest satisfactions in your job in your personal opinion? 
 A: I love what I do and I’ve met lots of interesting people, including Dick Clark, George Strait, Jerry 
Jones and the head of the Texas Rangers law enforcement organization.
 Q: What are your greatest challenges at work? 
 A: It is stressful to juggle the requirements of 30 employees and more than 400 individual jobs at any 
given time.
 If recruiting a new person at your agency, what types of students would be hired?  Advertising, 
journalism, communications or business students.  
 Q: What major critical characteristics do you have that you think you had that attracted your boss?
 A: I am hyper-organized and never say “that’s not my job.”
 Q: What skills are required? 
 A: Spelling, organization, ability to think around problems to find answers when not readily apparent.
 Q: Is there any competition in the workplace? If so how? Or why?  
 A: Some companies I have worked at were much more competitive.  Who got there earliest?  Who 
stayed latest? Who was more overworked than the others?  Balcom is not that way.  We compete for our ideas, 
but we celebrate the winners, too.
 Q: What is the best part of your work environment?  
 A: We are very collaborative – and are willing to say that the best creative idea might just come from the 
accounting department.  Of course, Four-Legged Friday is awesome.  People can bring their dogs to work!
 Q: What about the least?  
 A: We are short-staffed right now and so everyone is taking on extra work until we can hire some key 
positions.
 Q: What was the toughest thing at this job you faced personally so far that you feel you have now 
mastered?  
 A: Conflict management. Once I was copying 1000 copies that were edited and realized there was a typo 
on one of those pages.
 Q: Do you believe that advertising is manipulation, or do you believe that this tool is necessary in 
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society?  
 A: I believe that advertising is a communications tool.  People have needs; advertising tells them how 
to fulfill those needs.  Are there advertisers who are manipulative?  Of course there are; just like there are 
unscrupulous car salesmen.  But when you work with professionals, you can avoid the crooks.
 Q: How many years can you say did it take for you to become more than a student, but the 
professional you are today? 
 A: I’ve been doing this for more than 25 years and I am still a student.  We are always looking for 
‘What’s Next’ at Balcom Agency.  When you stop learning, you start shriveling.  
 Q: Does this profession greatly affect your personal life?  
 A: The hours are long, but the rewards have been great.  You have to book yourself in for pampering 
now and again!
 Q: What was your major in college?  
             A: Communications / Journalism
 Q: Is your company one that was started by one person, or a big company?
 A: Stuart Balcom started this firm in January, 1993.  This is our 20-year anniversary.
 Q: What sets your company apart from others in your own opinion?  
 A: We like each other and are respectful of each other.  Culture is very important.  Just because you 
can do a great job, we won’t hire you if you are a jerk.  We all spend too much time up here together to not be 
friends.
Tell me about the focus of Balcom Agency and what it aims to provide?
 WHAT’S NEXT. It drives everything we do at Balcom. Innovation meets inspiration every 
day to make great things happen for our clients. 
 We’re marketers at heart, but we have digital brains and creative souls. While traditional agencies 
scramble to bolt on interactive shops and digital agencies rush to add branding competencies, we simply go 
about our business -- the business of making people fall in love with brands.
 Q: Who develops your designs?  
A: We have a team of 5 designers.
 Q: If you could tell a college senior one thing about advertising they couldn’t learn in a book, what 
would it be?  
 A: There’s more to it than TV ads.

Nicole Conlay
Graphic Designer

by Hannah Willis
 My interview was with Nicole Conlay, a friend of mine from high school. Now, she works as a graphic 
designer in a creative boutique in Austin, TX. She loves her job. She was always an amazing artist, so seeing 
that she is getting so much fulfillment from her career is a great thing to see. Some of what she told we have 
covered in class, but she did mention a few new things. One that caught my eye was inbound marketing. 
I looked it up and inbound marketing is basically a more modern term for pull marketing. Social media 
marketing, podcasts, blogs, eBooks and SEO are all considered inbound marketing. I agree with her, I just 
didn’t know there was a name for it. 
 Q: What do you do on an average day?
 A: On an average day I work on my list of projects and maybe go into a couple of client meetings for 
new  projects. I have a list of about 5-10 open projects that are at some stage of production.
 Q: What motivates you?
 A: The moment when you get to see the printed piece in your hand or see a packaging design in the 
stores!
 Q: What is an ad campaign that inspires you?
 A: Ads don’t inspire me, art does.
 Q: Where do you think advertising is going? What will ads be like in the future?
 A: I think advertising will become completely personalized and a form of interaction rather than 
interruption. Inbound marketing is the future.
 Q: What are some courses you recommend for a young ad student?
 A: Something that helps you perfect your creative process.
	 Q:	My	ultimate	goal	is	to	start	a	non-profit	ad	agency	that	does	work	for	small	businesses.	Any	
thoughts or tips or advice?
 A: Define your scope! Clients love to take advantage of your kindness. Always make them sign a 
proposal that clearly states what is to be done and how many rounds of revisions they get.
 Q: What should I expect when I start job-hunting and interviewing?
 A: Expect to make the argument on why you are different and will be an irreplaceable asset. 
 Q: The current internship system has been called ‘corporate slavery’ and exploitative recently. Do you 
think an internship is completely necessary? Do you think the system will change anytime soon?
 A: If you can get a paid internship good for you, but in reality working for experience is something a 
designer needs to do to prove themselves. Hiring a creative can be a tricky and risky investment and an unpaid 
internship can bring your in to your dream job. 
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Javier Duplechaine
CEO, Diplomatz Marketing Group

by Brittani Gamble
 I chose a company that I was close to and that was special to me. Two of my dear friends own their very 
own marketing group. Diplomatz Marketing Group was founded in 2010 at another name and then in 2012 they 
merged their ideas and projects together to be The Diplomatz. Javier Duplechaine, who is the CEO and oversees 
the social media content and the majority of marketing and Dontre’ Bell, the CFO and he is responsible for all 
advertising for the company and the events. Their company is one of the premier event coordinators for some 
of the hottest clubs in the greater Houston area. I started with some easy going questions and then I got into the 
major details of the interview. 
 Q: What is the name of your company?
 A: Diplomatz Marketing Group
 Q: What is your specialized market? Who do you target?
 A: We like to target the young and the elite. The upper echelon. Normally 21-28 years of age attend our 
events, sometimes even older.
 Q: How many employees does your company have?
 A: We have about 25. There are different productions that you can possibly be a part of as well as an all-
female promotional team. 
 Q: What does it mean to be a “Diplomat”?
 A: It means to me a leader not a follower. We are the trendsetters of our generation.
 Q: How did you prepare yourself for this profession and how did you get into this business?
 A: Well there actually is no preparation to be a marketer/promoter. All I would say is that I had to get 
my networking skills up to par because it is all about who you know. That has helped me tremendously and 
has gotten me where I am today as a business man. As far as breaking into this industry, we had to literally 
start from the bottom. My older cousin set out the blueprint for us and he took us under his wing. I’m forever 
grateful to him. We got paid by what we could produce, so if you produced zero, you get paid zero. Those were 
the rules. It took us about two years of perseverance and hard work to actually see a dollar of profit. 
 Q: What do your normal workday consist of and how long?
 A: A normal workday is very tedious, sometimes until 2am. Of course we take breaks but everything 
is done on the computer. We do social media management, book birthdays for the upcoming week, bar sales, 
courtesy calls to the birthday celebrant, promotional videos, and promotional flyers. It takes a lot of work.
 Q: How does your work look in the eyes of the company and the market that you are targeting?
 A: Well, I can’t say how it looks in other people’s point of view but I would hope that to them it looks 
exclusive, elite, and just like a good time. I want them to say, “I have to be at this event!” That is our goal when 
people view our flyers or videos.
 Q: What are the greatest satisfactions of your work?
 A: I love to see people have a good time. Period. We like to give people an experience they won’t forget 
and that will have them coming back over and over again. The look on a person’s face after they leave our event 
should be priceless. 
 Q: What are your greatest challenges?
 A: Not being the best that we can be. If one aspect of a well-oiled machine will malfunction and it 
affects the whole company. We try to have everybody working at their full potential because team work makes 
the dream work. If we keep that in mind we will always be successful. 
 Q: What do you predict for the future of advertising and marketing?
 A: I see us. I see us making the way for new comers. Also I do believe that everything will be totally 
viral and nothing will be printed. I think you will be able to have everything at your fingertips. That’s pretty 

much how it is in this very moment. 
 Q: What do you look for in a potential Diplomat?
 A: Ambition. We have to see that you are ready to work because that is the only way you survive. Any 
potential Diplomatz we allow them to go through a trial period and they have the ability to prove themselves. 
That process normally makes or breaks them. If they can make it through that, they can make it through 
anything. 
 Q: What about skills, do they have to possess any?
 A: Of course. We require them to be tech savvy. They must know their way around the computer. Also, 
they need to be able to handle all social media and we at least want them to have a degree or have taken classes 
in the marketing field. Everything else can be molded. 

The World Loves It, 
But Who Created It?

It could be you, 
if you start by 
scanning here:

Or exploring Lamar Advertising Degree Plan at: http://dept.lamar.edu/cofac/deptcomm/degrees.asp
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Russel Fruge
Director of Advertising, Conn’s

by Brooklyn Williams
 Conn’s is a public corporation founded over 120 years ago as a pluming company. In 1937, the company 
began selling refrigerators and gas ranges. In 1966 it established four stores and a total sales of $4 million. 
Today, Conn’s offers appliances, electronics, furniture and mattresses, in addition to product repair, service, 
distribution, financing, insurance and other related services. I talked to the director f advertising at the company, 
Russel Fruge.
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: Like many, I graduated from high school, then went on to further my education at Lamar University 
with my bachelors in accounting. After graduation I still wasn’t sure exactly what I wanted to do with my 
degree. I filled out many job applications and sent off even more resumes, still no positive feedback. Conn’s 
gave a random guy with an  accounting degree a shot at being their media buyer. As far as the advertising 
aspect I learned from what I saw. To be in advertising you must be creative, fast, and goal oriented.
 Q: What does your normal working days look like?
 A: It depends on what day of the week it is as well as which week of the month you’re referring to. 
Since we track our goals monthly we start off very strong and competitive. TV and radio commercials are ran 
consecutively day in and day out. Inserts are placed in newspapers and letters are being prepared to get mailed 
out. By the time letters are mailed out we are now looking at our middle of the month performance. Pay day is 
approaching and we want them in the store! On average about 1.5 million letters are mailed out so that carries 
us to the end. During the closing of the month we are updating all social media with a recaps of the sales and 
financing options.
 Q: What are the greatest satisfactions of your work?
 A: To receive monthly reports and see our sales along the billion dollar range is a great accomplishment. 
I know that without the proper advertisement products wouldn’t sale. Advertisement comes form within, you 
have to sale it with all you have.
 Q: If you are recruiting a new person for your agency, what types of students you are going   
to hire? What are the most critical characteristics, knowledge, and skills that you are looking for from a 
candidate?
 A: Student
   -Meet the requirements of a 4yr university 
   -200 hours through inter
   -Well spoken and able to sale themselves
   -Have an understanding of the business along with the willingness and ability to learn
 Characteristics
   -Positive, creative, and able to speak with others
   -Technology savvy and business oriented
 Skills
   -Able to present public speeches
   -Aware of upcoming technology
   -Not easily persuaded
   -Background in basic psychology

They need advertising

It seems that they are doing some interesting work here, 
but...

THEY NEED ADVERTISING
       “Doing business without advertising is like winking at a girl in the dark.“ said so-
cial psychologist Steuart H. Britt, “You know what you’re doing, but nobody else does.”
       Need to learn more about advertising? Explore Comm 2371–Advertising Princ-
ples & Practices and Comm 3371-Advanced Advertising now. Both offered in fall. 
Please direct questions to Dr. Q. J. Yao at qyao@lamar.edu or (409) 880-7656
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Karen Reiner
Vice President, Door Number 3

by Taylor Ward 
 I had the pleasure of interviewing Ms. Karen Reiner, the Vice President of Business Development at 
Door Number 3. Ms. Reiner has a double major in Architecture and Planning and Communication. Before 
landing the position of Vice President of Door Number 3, she worked in development for Austin Museum 
of Art, and special event marketing. Door Number 3 is an advertising and design agency. Door Number 3 is 
located in Texas capital, Austin. It has been in business for 20 years. Reiner has worked there for about 2 years. 
The inspiration for the name of the company is a game show. On the game show they asked you to pick behind 
a number of doors to see if you’ve won a surprise. Door Number 3 takes this concept and applies it to every 
advertising campaign because their motto is to create an “Element of Surprise.”
 Q: What great advertisers, advertising agencies, or college professors inspired you to do the work you 
do today? Can you elaborate?
 A:  My college professors, they were enthusiastic and made advertising seem like something glamorous 
and exciting. They kept me interested in the subject matter.
 Q: What about advertising do you like the most?
 A: I enjoy the creative and brainstorming aspect of advertising.  I mainly work with the account 
management responsibilities of Door Number 3.
 Q: What kind of educational background do you have that helped you throughout your career?
 A: I have a degree in Architecture and Planning and Communication for the University of Colorado. 
Having a degree is important but not as important as having real world experience. My internship in the 
advertising industry helps me apply the course work learned during undergrad to a real world situation and job. 
 Q: What courses did you take during your collegiate career that provided you with knowledge that 
you apply today at work?
 A: I think all my communication courses were helpful. Especially the writing courses. Knowing how to 
write is very important in this field. 
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I guess my Degree, but Networking helped me get the job I have now. “Not what you know but who 
you know!”
 Q: How is your normal work days scheduled?
 A: Basically, 9 a.m. to 5 p.m. We have a lot of meetings with clients to pitch ideas and new business.
 Q: What are your greatest challenges?
 A: Making sure you reach deadlines, don’t go over budgets, and customer/client satisfaction.
 Q: Could you give a brief description of your clientele?
 A: We service a number of different industries. Financial, High Tech, Transportation, Political. 
 Q: What kind of advertising does Door Number 3 do?
 A: We are a full service agency. We do branding, marketing, media, and creative. We do not do web 
development. 
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: The greatest changes is that everything will be digital. Print media will become obsolete. 
 Q: Have advertising evolved during your career? If so, How?
 A: Yes it has tremendously. We used to be able to market consumers and do advertising though print, 
radio, and TV but now everything is media and web based. 
 Q: Do you feel as if the digital age has hindered or increased advertising markets?
 A: Both. It has hindered it because of clutter. There’s absolutely too much advertising. It has increased it 
because you can reach so many more people.
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 Q: Do you believe social media is a valuable resource for advertising?
 A: Yes and no. It could be a bother to people, and you have to be careful as coming across as spam.
 Q: If you are recruiting a new person for your agency. What types of students are you looking to hire? 
What are the most critical characteristics, knowledge, skills that you are looking for a candidate?
 A: Someone with great work ethic. That could adapt well to new environments and work well with 
our clients. We are a small agency so they have to be comfortable working in pretty close areas. Know how 
to effectively work in a team. Have great time management, and can multitask, because we work on several 
projects at one time. 

Kent Houp
General Manager, CornerStone Advertising & Design

by Meagan Henry
 Q: What is your profession/job title?
 A: General Manager, Cornerstone Advertising & Design
 Q: How did you prepare yourself for the profession and how did you get into it?
 A: I started at my family-owned graphic commercial art shop in high school. I studied marketing 
at University of Texas at Arlington. I was account representative, sales manager, general manager at both 
newspapers and radio stations. I was account representative at two different advertising agencies. I was 
Creative Director at Cornerstone Advertising & Design, and now I am General Manager at Cornerstone 
Advertising & Design.
 Q: What do your normal working days look like?
 A: I do not know if the term normal can apply to days at advertising agencies! Days are spent 
prospecting for new clients, meeting with clients to assess needs and obtaining a budget, working with 
creative and production to craft a message that will resonate with the potential consumer, and working with 
the media buying department to determine the best placement possible to maximize the clients dollars.
 Q: How does your work look like in the whole picture of your agency (company)?
 A: As general manager I handle accounts personally and work with every department in the agency as 
well as the owner of the company. What are the greatest satisfactions in your work? The greatest satisfaction 
comes when advertising campaigns are successful and the client has measurable growth directly attributable 
to the marketing efforts.
 Q: What are the greatest challenges in your work?
 A: Managing expectations of the client and the agency team and working with a myriad of different 
personality types on a daily basis.
 Q: What are the greatest changes that you predict in the future of advertising and marketing 
communications?
 A: More digital communication and virtual shopping. Data collection will become even more precise.
If you are recruiting a new person for your agency (company), what types of students you are going to hire?
People that bring multiple skill sets to the table will be those employed first.
 Q: What are the most critical characteristics, knowledge, and skills that you are looking for from a 
candidate?
 A: The ability to learn and adapt to change are critical. A pleasant positive outlook and a can-do 
attitude about whatever task is at hand. Skills can vary from being an outstanding public speaker to video 
producer/director to graphic artist to web developer as long as they possess an ability to communicate their 
ideas to others.
 Q: How should a student prepare for an advertising position?
 A: Be passionate about your work, welcome criticism as opportunities to learn—learn to adapt to a 
myriad of personality types and make each one feel comfortable with you.
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√ Learn understanding audiences 
through research
√ Learn creating effective messages 
through research
√  Learn putting message into effective 

channels through research

Questions? Call (409) 880 -7656
http://dept.lamar.edu/cofac/deptcomm/degrees.asp

“A man who stops ad-
vertising to save money 
is like a man who stops 
the clock to save time.”

— Henry Ford, American Industrialist

“If I were starting life over again, I 
am inclined to think that I would go 
into the advertising business in 
preference to almost any other.”

— Franklin D. Roosevelt, 
U.S. President

“Advertising nourishes the  
consuming power of a men ... It 
spurs individual exertion and 
greater production.”

—Winston Churchill, 
U.K. Prime Minister

“Doing business without  
advertising is like winking at a girl 
in the dark. You know what you’re 
doing, but nobody else does.”

—Steuart H. Britt, 
American Social Psychologist

Answer for “More Quotes”: 
 1. c; 2. b; 3. a; 4. d; 5. e; 6. f

Advertising @ LU

What Is Advertising?

“There are two parts to it. The first part 
is to find something important to say 

about your product. Search very, very hard for 
a point of superiority and difference in your 
product as against competition. If it doesn’t 
exist, work with your client to make it exist. 
We’ve done this a good many times. One of 
the great writers said, “You say something 
better if you have something to say.” And we 
always look for something to say.
“Now, whereas at the time we started most 
agencies felt that once they’d found something 
to say they’d done their job, our point of dif-
ference was the belief that at this stage your 
work was only beginning.
“So the second part of our philosophy of 
advertising is that, having found something 
better to say, it is more than worthwhile to say 
it memorably and artfully and persuasively 
so that it is remembered and acted upon. We 
look for a way to say it in an original, fresh 
and imaginative way. As soon as you say it in 
a way that has been said before, you reduce 
your impact. We came into this business with 
that philosophy. It was more than a philosophy 
-- it was a deep conviction. And it was DDB, I 
believe, that brought the full meaning of disci-
plined artistry into advertising.
“Artistry is, of course, a very difficult thing to 
measure. It’s an intangible thing. But we had 
the job of convincing business -- selling them 
the idea -- that this unmeasurable, intangible 
thing could give them maximum impact for 
their dollar.”

— William Bernbach, 
American Advertising Executive
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Selected Courses 
Comm 2371–Advertising Principles and 
Practices. An overview of the field of 
advertising. Examines the economic, social, 
legal, ethical and creative nature of advertising. 
Provides a critical foundation for further 
advertising studies. Check the course blog: 
www.lamarad.wordpress.com. Offered in fall. 
Meeting at 11:10-12:30 pm, TR. 

Comm 3371–Advanced Advertising. Focuses 
on market, copy, and media research. Teaches 
you how to find out target customers and the 
roads to reach them. Uses National Student 
Advertising Competition cases as examples. 
Offered in fall. Meeting at 3:50-5:10 pm, MW.

Comm 4380– Advertising Campaign 
Strategies. Discusses basic principles of 
research, planning, budgeting, and presentation 
for advertising campaigns. Trains you to 
develop a real–world campaign through 
participating in the National Student Advertising 
Contest sponsored by American Advertising 
Federation. The process of constructing a 
competitive strategic-communication plan 
requires students to acquire and practice 
fundamental advertising principles and 
techniques in an innovative way. Offered in 
spring. Meeting at 5:30-8:10 pm, Tuesday.

Other courses:
Comm 3361 - Desktop Publishing
Comm 4365 - Web Pub/New Media
ARTS 3352 - 3D Graphics
MKTG 4360 - Marketing Research

More Quotes 
(Want to know who are the quote authors? 

Answers are on the back cover)

1. “I have always believed that writing ad-
vertisements is the second most  
profitable form of writing. The first, of 
course, is ransom notes...”

—Philip Dusenberry, ____

2. “Advertising people who ignore  
research are as dangerous as generals who 
ignore decodes of enemy signals.”

—David Ogilvy, ____

3. “The most truthful part of a  
newspaper is the advertisements.”

—Thomas Jefferson, ____

4. “Advertising says to people, ‘Here’s what 
we’ve got. Here’s what it will do for you. 
Here’s how to get it.’”

—Leo Burnett, ____

5. “Kodak sells film, but they don’t adver-
tise film. They advertise memories.”

—Theodore Parker, ____

6. “Advertising is salesmanship mass pro-
duced. No one would bother to use adver-
tising if he could talk to all his prospects 
face-to-face. But he can’t.”

—Morris Hite, ____

Choices: a. U.S. President; b. British Adver-
tising Executive; c. American Advertising Ex-
ecutive; d. American Advertising Executive; 
e. American Transcendentalist; f. American 
Advertising Executive.

Find More Quotes? Your Thoughts?

Essential Career Options

Account Planner/Executive/Supervisor
Art/Creative Executive/Director 
Business Analyst/Executive/Manager
Branding/Media Executive/Manager
Communication/Campaign Manager
Copywriter or PR/Speech Writer
Marketing Graphic Designer
Media Planner/Buyer
Media/Consumer Relations
Marketing, Promotion, and Sales
PR/Event Specialists



A
 How college students can get into the advertising 
and marketing industry? What skills companies are 
looking for in their new hires? What are the biggest 
challenges advertising professionals are facing? How does 
their average work day look like? What changes do they 
think will happen to the advertising industry?
 Students in an advertising class at Lamar 
University interviewed dozens of advertising and 
marketing professionals working in Houston, Dallas, 
Austin, Beaumont, and other areas, trying to explore 
answers to the questions above. Those advertising 
professionals range from CEOs to entry level staff 
members, and from all departments in the agencies to the 
advertising department of the companies. 
 Are you or someone close to you still in college 
and thinking to get into the exciting advertising industry? 
You should find this book valuable.
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