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Thank you for considering me as a finalist for the position
of Associate Vice President of Public Relations,
Marketing and Advertising for Columbia College Chicago.

In this Capabilities eBrochure I will demonstrate to you
that I have the experience, skills and track record of
accomplishments as a Marketing and Communications
career professional to exceed your expectations as the
next member of your Senior Administration.

In today’s meeting, I intend to demonstrate the energy,
passion, creativity and personality you desire in the new
colleague with whom you’ll work every day.

-- Mark L. Olson

“ “



REASONS TO SELECT ME:
RESULTS-DRIVEN LEADER

VISIONARY CHALLENGE-SOLVER

AWARD-WINNING COMMUNICATOR

EXPERIENCED, RESPECTED MANAGER AND MENTOR



RESULTS-DRIVEN LEADER



“I’d recommend him to any forward-
thinking CEO…looking for tangible 
results.”

Mike Wallach
VP-Sales, Americas

Constellar Corporation

“…results-driven and believes in quantifiable 
measurement of results that directly impact 
the business’ bottom line.”

Melanie Flanigan
Public Relations Manager

Constellar Corporation

RESULTS-
DRIVEN
LEADER

“

“
• More than tripled assets under 

management to $962 million
in only 21 months

• Grew base to 7,000+ investors
• ROI of $650,000 in new assets 

per $1,000 marketing spend

• Re-branded company and 
focused products on key markets

• Generated 14,000+ new sales 
leads and $2 million in at-show 
sales in two trade shows used as 
re-launch events

• Raised $18 million in private 
funding

• Grew annual revenues from zero 
to $2 million in 3 years, 
achieving profitability

• Built database of 30,000+
prospects and customers; 
created CRM system

• Led acquisition of largest 
competitor and creation of 
strategic partnerships

Columbia College Chicago would benefit from a leader whose 15+ year career has been 
devoted to creating, transforming, and advancing organizations.  I particularly thrive on 
complex challenges that require me to draw upon all my skills, experience and creativity.

Leadership Experience.  15+ years of leadership marketing and communications roles (e.g. President, COO, SVP, VP) with 
organizations ranging in size from $2 million to $36 million to more than $10 billion in annual revenues.

Measurable Success. Achieved with organizations including: IBM, VISA USA, Fujitsu, Conner, Reynolds+Reynolds, NCR, Red 
Brick Systems, USA Capital, and VegasHotSpots.com.

Boardroom Experience.  Typically a key member of the Senior Staff / Executive Management Team along with the 
CEO/President, CFO, VP of Sales, VP of Engineering, and VP of Administration/Human Resources. Served in similar roles for the
last 13 years for private (e.g. USA Capital, VegasHotSpots.com, iMonitoring.com, Constellar, etc.) and publicly-held (e.g. Red Brick 
Systems) companies. Also served as a member of the Board of Directors of USA Capital.

Consensus-builder. For example, the IBM Personal Computer Company re-branding required working successfully with 
executives across 12 independent divisions, tens of thousands of employees, hundreds of media and analysts, and IBM’s own 
internal communications organization.

Breadth of Functional Leadership.  Including Inside/Direct Sales, Business Development, Public Relations, Advertising, Direct 
and Online Marketing, Publications, Website Development and Management, Email Marketing, Training, Channel/Partner 
Marketing, Investor Communications, Internal Communications, Community Affairs, Marketing Communications, European 
Marketing, Events, Crisis Communications, Competitive/Market Research and Analysis, and CRM systems. 

Hands-on Self-starter. Skilled at multi-tasking and managing many parallel projects under tight deadlines in dynamic, 
entrepreneurial environments.



VISIONARY CHALLENGE-SOLVER



“…experience in building brand awareness 
and overall exposure launched VHS to the 
top VIP service brand in Las Vegas.”

George Wilson
Interactive Marketing Manager

VegasHotSpots.com, LLC

“He’s got the killer blend of realizing the big 
picture, executing on the strategy and having 
fun along the way!.”

Tushar Atre
Founder and Owner

AtreNet, Inc.

VISIONARY
CHALLEGE-

SOLVER

“

“
• Re-branded and re-launched all 

PC business under one division 
in less than six months.

• Generated $1.5 billion order 
backlog for the ThinkPad 700C 
product in first six months

• Gained access to and shaped 
opinions of 550+ opinion 
leaders worldwide

• Achieved unprecedented 
“clean room” access to IBM 
core technology enabling Fujitsu 
to compete legally and effectively

• Saved Fujitsu from $billions 
of potential penalties

• Quelled consumer group, 
lawmaker backlash

• Strengthened leading position 
with banks and merchants

• Forced AMEX to withdraw its 
Optima Card from market

Columbia College Chicago would benefit from a career highlighted by the development and 
execution of successful marketing, branding, and communications strategies and plans for 
organizations ranging from Fortune 500 leaders to emerging startups.

Brand Names. IBM Personal Computer Company, VISA USA, Fujitsu Ltd., Reynolds+Reynolds, USA Capital, VegasHotSpots.com, 
Red Brick Systems, Constellar Corporation, iMonitoring.com, NCR, and Datasonix.

IBM was well underway with the unification of their PC businesses when I was brought in to help with the launch.  Their 
strategy was flawed and uninspired, so we developed a new strategy and branding plan focused on a single product in 
IBM’s most problematic category, and implemented it, yielding $1.5 billion in sales for that product in its first six months.

International Experience.  Implemented marketing, branding and communications programs across the U.S., Canada, Europe, 
Japan and Australia/NZ.

VISA USA faced a dual threat of consumer advocacy group backlash and competition from American Express’s Optima 
credit card.  We conceived and executed an education campaign that positioned VISA as an advocate of responsible credit 
card use, and a parallel campaign that starved merchant acceptance and forced AMEX to withdraw its Optima card. 

Fujitsu was engaged in a worldwide dispute with IBM over mainframe software IP.  Fujitsu needed to create opinion-leader 
content that painted IBM’s practices as monopolistic.  We developed a sub rosa communications strategy using a British 
Parliament “question time” model to survey 550+ influencers and generate coverage that resulted in an AAA panel 
granting Fujitsu unprecedented access to IBM technology to enable it to compete successfully and legally.

Complex Issues.  15+ years as a marketing strategist on issues as complex as intellectual property arbitration, antitrust and 
bankruptcy, and in situations as competitive as credit card wars, video games, and enterprise-scale database software.

Relevant Work.  Recently developed strategic marketing and communications plan recommendations for a subsidiary of Apollo 
Group, Inc., a leader in online and adult education.



AWARD-WINNING COMMUNICATOR



“He was able to deliver and steer many projects 
personally, as well as give effective guidance 
and mentoring to his team.”

David Robertson
Product Marketing Manager

Constellar Corporation“

“
AWARD-

WINNING
COMMUNICATOR

Public Relations 
Society of America
Silver Anvil Awards
Finalist – Marketing
Communications

Business Marketing
Annual MarComm Awards

First Place

Financial World
Annual Report Competition

First Place

International Advertising Festival
of New York

Annual Report, Finalist Award

SF/IABC & Peninsula/IABC
Annual Report
“Bests” Award

Peninsula/IABC
External Communications
Program; Award of Merit

Peninsula Press Club
Achievement Awards

First Place, Annual Report

Peninsula Press Club
Achievement Awards

Second Place, Annual Report

National Media Conference
& PR Forum Mercury Award

Audio Program

PRSA Northern California
Compass Award -- Press Kit

Columbia College Chicago would benefit from a proven, exceptional written and oral 
communicator whose work has received some of the most prestigious awards in advertising, 
marketing and communications (see right column). 

“…invaluable in dealing with over 3,000 
investors and an extremely difficult 
regulatory environment….”

James Reed
Vice President

Mesirow Financial Consulting

Writer, Editor, Producer.  Hundreds of magazines, newspaper supplements, newsletters, press kits, print and electronic 
advertising, email campaigns, websites, brochures, product packaging, speeches, multimedia presentations, press releases, and
white papers in marketing, sales, investor and crisis situations. 

Adept Orator.  Spoken in front of audiences as large as 1,000, and presented in front of numerous boards, company meetings, and 
venture capital firms. Served as spokesperson for several companies.  Interviewed by media from NBC Dateline to blogs.

Media Relations Expert. Cover stories in Fortune Magazine, Wall Street Journal, New York Times, USA Today and San Francisco 
Chronicle.  Extensive media coverage in hundreds of outlets in the U.S., United Kingdom, Europe, Japan, Canada, and Australia. 

Journalist.  7+ years as a newspaper reporter, editor and photographer; business-to-business journalist; and, investigative reporter. 

Websites.  Developed and managed 7 e-commerce websites for VegasHotSpots.com; 5 websites under USA Capital in compliance 
with SEC, NASD and Nevada securities regulations; corporate websites for iMonitoring.com and Constellar Corporation, and created
my own career website.  Member of advisory board for AtreNet, Inc. of the West Coast’s largest web development firms.

Social Media. Thorough grounding in use of social media and business networking sites and tools including Facebook, Myspace, 
LinkedIn, Xing, Twitter, YouTube, podcasts, and blogs for higher education marketing and communications. 

Crisis Communications.  Cool under fire.  Handled multiple crisis situations including two at IBM: an armed incursion by a 
disgruntled spouse and a groundwater pollution/litigation controversy; and, two at USA Capital: theft of $125 million by the firm’s 
principals requiring close cooperation with the FBI and SEC, and two death threats and eight suicide threats associated with the
reorganization under Chapter 11 bankruptcy protection .

PROFESSIONAL
AWARDS & HONORS



EXPERIENCED, RESPECTED 
MANAGER AND MENTOR



“…incredibly creative and resourceful 
…often challenging his team to 
differentiate and excel.”

Melanie Flanigan
Public Relations Manager

Constellar Corporation

“He leads by example, working 
harder and longer than anyone 
on his team”

Mike Wallach
VP Sales – Americas

Constellar Corporation

“…solid and reliable 
colleague…a strong 
team player.”

Scott Frost
General Manager

VegasHotSpots.com

EXPERIENCED,
RESPECTED
MANAGER
& MENTOR

“

“
I believe in surrounding myself with professionals who are smarter than me and are human 
beings leading personal lives I respect and admire.  If I’ve done my job right as a manager, 
others will want to hire away my team, and each team member will choose to stay.

Management Training.  In the IBM Corporation method of “Respect for the Individual.” 

Team Builder.  Built teams from scratch up to 35 professionals, and supervised teams located several U.S. cities and 8 countries 
(Europe, Japan, Australia, Canada).  Many former staff have gone on to senior positions at high profile companies such as 
Facebook, Sun Microsystems, Yahoo!, and the Wall Street Journal.

Manager and Mentor. 10+ years as a senior executive with public relations and marketing agencies in New York City and the SF 
Bay Area managing and mentoring dozens of communications professionals. 

Contractors.  Qualified, hired, and supervised outsourced scores of contractors in the U.S., Europe and Asia/Pacific for public 
relations, advertising, website development, graphic design, and market research.

Agency Search. Understand first-hand both sides of the agency search process as well as anyone.  As a corporate marketing 
executive 10+ years, conducted numerous searches for advertising, public relations, and graphic design agencies. As a senior 
marketing and communications agency executive for 10+ years, participated in many agency searches and won the majority of them.

Budgets. Overseen annual worldwide budgets as large as $10 million (e.g. IBM), and built companies on virtually bootstrapped 
budgets (e.g. VegasHotSpots.com).

President

Chief Operating Officer

Senior Vice President

Vice President of Marketing

Director of Marketing

Colleague

Employee

Teacher

Student

Friend



F  I  R  S  T

DAYS PLAN

I have a plan to produce results immediately.



Onboarding.
My availability to begin work on behalf of

Columbia College Chicago can be as soon as new
hire paperwork is completed. The initial period
would be a “distance working” arrangement with a
couple days a week in Chicago.

To begin, I would submit an Onboarding Plan
that would include a list of documents and
information, key contacts, and systems
requirements needed to accelerate progress
through the balance of my 100 DAYS PLAN.

By my first full day in the offices on S. Michigan
Avenue, I would be at full speed in all areas.

Who’s who.
I would meet at length in-person and via

teleconference with Dr. Winston, other Vice
Presidents and Associate Vice Presidents, Dr.
Carter, and the Public Relations, Marketing and
Advertising staff and contributors to absorb an
expedited understanding of the responsibilities,
perceptions and contributions of each.

I also would reach out to the Trustees, Deans,
Associate Deans and leaders of the 20+
departments with whom PR, Marketing and
Advertising have important ongoing relationships to
learn and understand the culture, issues and needs
of each .

RESULTS-DRIVEN LEADER

100
F  I  R  S  T

DAYS PLAN

Internet Overtakes Newspapers
as News Outlet; Rivals TV
Among Adults 18-29

The Internet has now surpassed
all other media except television
as an outlet for national and
international news for Americans,
according to a December 2008
survey by Pew Research Center
for the People & the Press.

Achieving success begins prior to day 1.

Review and evaluate.
My initial review of the work product and results

of the Public Relations, Marketing and Advertising
department indicates high quality work. I believe it’s
important to first “do no harm” and ensure programs
that are working well continue to do so unabated.

I would conduct an extensive review of current
and previous work, practices, protocols, successes,
failures, issues, etc. to provide a frame of reference
for development of a strategic and tactical plan
moving forward.

Facebook and Other Social
Networking Websites Now
Reach 35% of all Online Adults

The share of adult Internet users
who have a profile on an online
social network website has more
than quadrupled in the past four
years, from 8% in 2005 to 35%
now, according to a December
2008 survey by the Pew Internet
and American Life Project.

75% of young adults aged 18-24
have at least one online social
network profile. Social network
users are more likely to be
students – 68% of full-time and
71% of part-time students have a
profile versus 28% of adults who
are not students.



Establish criteria for success and
methods for measurement.

One of my first tasks is to establish, and gain
consensus for, criteria to be used to gauge the
success of the department and my Associate Vice
President position, and the methods to measure
performance against these criteria.

Audit the brand.
Assess any systems and processes currently in

place to measure and evaluate the brand equity,
message integrity and institutional reputation of
Columbia College Chicago.

Based on existing efforts, I would consider an
audit of the brand to establish a baseline for
measurement of the effectiveness and impact of
future Public Relations, Marketing and Advertising
programs.

An audit also would be evaluated against the
institution’s strategic objectives and direction.

VISIONARY CHALLENGE-SOLVER

100
F  I  R  S  T

DAYS PLAN

“…brand is only as meaningful as the 
value others place in your brand.”

Jon Burg
Digitas

“A brand is a person’s gut feeling about 
a product, service, or organization.  A 
charismatic brand is any product, 
service, or organization for which people 
believe there’s no substitute.”

Marty Neumeier
Neutron LLC

Planning and development.

Strategic public relations, 
marketing and advertising plan.

Assess the existing strategic and tactical plan
used by the department for effectiveness and
appropriateness. Input from all corners of the
institution will be considered and invited. Keep what
works. Modify what could work better. Discard what
doesn’t work.

Initiate development of a plan going forward that
is mapped to the strategic vision of the institution
and leverages traditional approaches as well as new
media and alternative methods.

The process of developing a new plan would be
highly transparent and interactive involving any and
all interested members of the institution.



AWARD-WINNING COMMUNICATOR

100
F  I  R  S  T

DAYS PLAN

Media relations.
Assess what is working and not working including

who has what media relationships and the status of
each. Establish a database of contacts, protocol for
inbound/outbound communications, and a calendar
of news, announcements, and items of interest.

Determine the need and ROI of using in-house
and agency resources. If one or more external
agencies are needed, develop RFPs and conduct
searches. If an agency or agencies are currently
engaged, then a review of the existing scope of work
and a reset will produce the desired result.

Internal communications.
Assess how information is shared within and

between the department, Senior Administration, 20+
departments, Trustees, and rest of faculty, staff and
student body. Evaluate new technologies and best
practices, recommend new systems and
enhancements to existing systems, gain buy-in from
all constituencies, and implement.

Social media.
Evaluate existing social media assets, systems

and staffing. Secure all virtual real estate related to
Columbia College Chicago. Research and develop a
plan for extending the institution’s presence and
reach into social and business networking, and new
media arenas.

Implementation.

Website.
Assess what is working and not working. Develop

a slate of immediate, near-term and long-term
requirements. Fix critical issues as quickly as
possible. Develop solutions that might include
adoption of new technologies and best practices,
and use of external web development resources to
complement internal resources.

Publications and materials.
Ensure that publications and materials remain on

schedule and on budget. Address immediate issues,
then look for opportunities to improve distribution,
reduce cost, and improve content and effectiveness.

Solicit ideas from all persons and departments
impacted by these publications and materials.
Deploy incremental, non-disruptive improvements.



EXPERIENCED, RESPECTED MANAGER AND MENTOR

100
F  I  R  S  T

DAYS PLAN

Associate Vice President
of Public Relations,

Marketing and Advertising

STAFF

STAFF

VENDOR

STAFF

VENDOR

VENDOR

Staffing.
Conduct an extensive review of every department

staff member to understand his/her strengths,
aspirations, and growth potential, and develop a
performance plan for each.

Identify and arrange additional training or skills
acquisition necessary to bring staff abilities in line
with any expanded responsibilities.

Budgets.
Assess existing budgets and budget-

management systems for issues and opportunities
with immediate, near-term and long-term
implications.

Solicit input from all parties impacted and
develop recommendations that optimize existing
spending plans, and improve tracking and reporting.

Vendors and contractors.
Exam vendors, contractors, contracts, systems,

resources, and relationships to identify opportunities
to optimize each.

The introduction of a new Associate Vice
President is an excellent opportunity to conduct a
review of the performance and scope of work of all
vendors including, but not limited to, budget
performance, quality of work, contract/agreement
change negotiation and suitability to task.

Management.

Integration with other systems.
Meet with institution IT staff to understand the

systems and technologies used for admissions and
administrative purposes, and to facilitate integration
with any systems utilized by the Public Relations,
Marketing and Advertising department.



MARK
OLSON

I’M READY…
IF YOU ARE.

Mark L. Olson
Associate Vice President

Public Relations, Marketing 
and Advertising

600 South Michigan Avenue, Chicago, IL 60605
(312) 369-0000   markolson@colum.edu
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