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From The Director 

Gary D. Lemon, Ph.D. 

The 

December 2011 

It has been a won-

derful first semester 

getting to know our 

First-Year Manage-

ment Fellows. They 

have been busy get-

ting acquainted with 

DePauw and taking 

part in the Program’s 

activities. 

 

This fall was a 

unique semester in that we awarded two Robert C. 

McDermond Medal’s.  The first recipient was  

Kevin McCarty, co-founder and executive vice 

president of West Monroe Partners.  The second 

recipient was Jeff Harmening ‘89, who was present-

ed with the Robert C. McDermond Medal for Ex-

cellence in Entrepreneurship on November 10, 

2011.  You can read more about the lecture Jeff  

delivered in this newsletter. 

 

Our board of advisors met again this fall and our 

students had the opportunity to network with the 

board members during lunch.  We appreciate the 

continued support provided by the board members 

and look forward to meeting with them again in the 

spring to discuss exciting plans within the Program. 

 

In the upcoming spring semester we will be recruit-

ing the class of 2016.  If you know a high school 

student who is interested in combining a rigorous 

liberal arts education with business-world experi-

ence, we welcome your recommendations and 

would be happy to share the benefits of the  

Program with them.  
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    The Robert C. McDermond Center for Management & Entrepreneurship 

The fall Management Fellows senior capstone 

course concluded on December 8 with students  

presenting their group projects.  The objective of the 

group project was to better integrate the DePauw and 

Greencastle communities.  Guests in attendance 

were Tom Musser, professor of economics and  

management; Jinsie Bingham, city council member;  

Kerry Pannell, dean of faculty and associate  

professor of economics and management; Phyllis 

Rokicki, councilor-at-large; Carol Steele, associate 

dean of academic affairs; Chao Zhu ‘12, Taylor  

Cantril ’11 and the McDermond Center Staff. 

 

Brad Shewalter, Wilson Ye, Huyen Nguyen and 

Minh Ly discussed their project of ‘popping the 

campus bubble’. They organized two events to  

encourage students to explore the DePauw  

community with one event called Monon at Mama’s 

raising money for the Relay for Life. They found 

personalized marketing to be most effective.  With 

support from other organizations they hope that such 

events could become an annual tradition. 

 

Morgan Hooks, Maggy McDaniel, Catherine Napier 

and Megan Myrehn upgraded a previous project to 

Bike 3.0, a bike share system.  They investigated 

vendors; applied for funding through grants recom-

mended by Elaine Peck, director of the Putnam 

County Community Foundation; and presented their 

proposal to community groups Friends of the Park 

and People Pathways which endorse the project but 

could not commit to funding. In the spring, the 

group is hopeful to conduct an independent study to 

implement the bike share project. 

 

Connor Stallings, Christian Rector and Marcus  

Berglund looked at the feasibility of providing a 24 

hour dining/study option they feel will benefit high 

school and university students alike.  Sue Furr,  

owner/operator of The Blue Door Cafe is willing to 

open a coffee/pastry shop within the bookstore  

DePauw University plans to relocate to the square. 

Though cost is the biggest hurdle to overcome for 

such a venture, the group is hopeful that a local busi-

ness will be selected to operate within the bookstore. 

 

Management Fellows Program 

 

The Management Fellows Program is one of five 

highly selective Honors and Fellows Programs.  It 

was established in 1980 to build leaders through  

academic and real-life experience, all within a  

distinguished liberal arts environment.  Today,  

Management Fellows are prepared, confident leaders 

at the world’s top public, private and not-for-profit 

enterprises. 
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Marshall Sims ‘00, Brand Manager, Procter & Gamble 

October 28, 2011  

 

Marshall Sims ’00, brand manager of Kroger’s Customer Team delivered 

a lecture, “A Journey in Brand Management.” Sims had an entrepreneurial 

spirit at a young age when he created the company PriorityFlowers.com 

from his college dorm. He was inquisitive and directly questioned a man 

on the street selling flowers from a white van about the logistics of his 

business, involving a fast supply chain with the flowers flown directly 

from Florida. After selling his company to a larger competitor in 2001, he 

joined Gilchrist & Soames as director of sales in Latin America. 

  

Sims talked about his career course which led him to Procter & Gamble. He advised students to  

focus and be relentless in their pursuits. He cited his own relentless attitude; at first P&G told 

Sims that positions were not available and that he should get a masters degree and reapply to 

the company. After completing his MBA at the University of Chicago, he was told that Procter 

& Gamble didn’t recruit there. Sims persevered and eventually landed his dream job. He  

wanted to work at Procter & Gamble because he knows that some of the “best of the best” 

learned their principles at P&G: the CEO’s of Coca-Cola, eBay, Microsoft, GE, and Estee 

Lauder, just to name a few.  

 

He has never had a single hesitation while working at the company of whether or not they are 

doing the right thing. P&G was the first company to do door to door consumer research on their 

products. Sims used a Gillette Case Study to demonstrate the company’s three-step process of a 

product’s conception to its journey to market. First, an insight must be learned. For Gillette, in-

dividuals needed all day odor protection. Second, there must be a benefit from the product. The 

new Gillette line of Odor Shield body wash and deodorant helps eliminate odor, it doesn’t just 

cover it up. Third, consumers must have a reason to believe they will see the benefit. Due to 

advanced odor shield technology, the Gillette product line has been proven to neutralize body 

odor at its source for 10x more protection. Sims enjoys his job because it allows him to try to 

meet the unmet needs of consumers. He believes that a successful product will still be on the 

market 10 years after its conception.  Marshall Sims brought a methodical approach to the field 

of brand management. 

 

Sims, who was an economic major, has brand management experience at P&G including roles 

on Febreze, Zest, Gillette North America, and Gillette Global Male Shave & Personal Care. 

McDERMOND CENTER LECTURE SERIES 
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Jon Phillips ‘95, Managing Director, Healthcare Growth Partners, LLC 

November 3, 2011 

 

Jonathan Phillips ‘95 educated students about the governance and  

leadership of corporate boards during his lecture.  Phillips defined a 

board of directors, discussed its role in a company, and assessed the 

future of boards. By definition a board is a governing body of an  

incorporated organization, whose primary role is to provide  

governance, not to manage the daily operations. The most important 

decision a board must make is hiring and firing the CEO of the  

company-the person who does manage the daily operations. Board 

members of for-profit organizations receive payment either in the form 

of cash or stock in the company. Phillips believes that in order for the priorities of a board to 

coincide with the best interests of shareholders, all members should be paid with stock. Then 

the board has a direct incentive to grow the profitability of the company.  

 

One of the issues with boards is that positions are typically filled through networking. This 

practice tends to lead to a “clubby” atmosphere in which everyone knows each other. Phillips 

noted how the future of boards will address this issue of interlocking boards through greater 

transparency. Conflicts of interest and related party transactions will have to be much more visi-

ble to shareholders.  

 

Phillips ended his lecture by saying that bad boards typically get the press, while good boards 

go largely unnoticed. According to Phillips, If students are interested in serving on a board they 

should use the common sense principle: “If this decision were to be written in the Wall Street 

Journal, would we be okay with this decision?” Boards of Directors are a useful tool imple-

mented by shareholders to “keep an eye” on the organization that the investors have a vested 

interest in.   

 

Phillips, who was a Management Fellow and economics major at DePauw and earned an 

M.B.A. from the Kellogg School of Management, founded Healthcare Growth Partners in 2005. 

Phillips is Chairman of Streamline Health (Nasdaq: STRM), a publicly traded healthcare soft-

ware company and also Chairman of PatientBond, a private healthcare software startup. He also 

serves as the Vice Chair of Kickoff for Kids, a charitable organization in the Chicago suburbs, 

and serves on the Board of the Ray Graham Association for the developmentally disabled.  

McDERMOND CENTER LECTURE SERIES 
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Jeff Harmening  ‘89, President, General Mills Cereal Division 

November 10, 2011 

 

Jeffrey Harmening ’89 was presented with the Robert 

C. McDermond Medal for Excellence in Entrepreneur-

ship as he delivered his lecture titled “Lucky Charms 

are Magically Delicious (and a couple other things 

I’ve learned).” In addition to the free box of cereal 

each student received, Harmening began his lecture by 

saying that he was not going to tell students what they 

should do rather he would discuss the things that he 

has found valuable. His power point presentation was 

comprised of only 10 slides, with each slide displaying an image affixed with a short phrase.  

 

The first image was of thousands of ants following behind one leader. He explained that leader-

ship means you have to always keep marching, otherwise, you will get run over by all the ants 

behind you. Next, a person golfing in the rough demonstrated that mistakes happen. Harmening 

told students that when they make a mistake they should simply try to get back to the green 

grass, and never make the same mistake twice. One of the other more memorable images was of 

grown men rowing a boat together. He explained how his experience as President of Delta  

Upsilon during his time at DePauw taught him just how difficult it is to get an entire fraternity 

of 20-year-old men to row together!  

 

Just like fraternity life, business is a team sport, and the job of a leader is to cultivate the skills 

of all the participants, not manage them. Also, leadership begins with trust: both the employees 

and the employer need to have a mutual trust. He said that the best piece of advice he ever  

received was “What do you do when no one is looking?” The problem of doing nothing with 

your extra time means that nothing is happening. One thing he did tell the students was that 

they need to effectively manage their time and innovate in order to stand apart from all the other 

ants marching. 

 

The Robert C. McDermond Medal is named for the 1931 graduate of DePauw who endowed 

the Center for Management and Entrepreneurship and the Management Fellows Program. It is 

awarded to individuals who have played a key role in the formation or growth of an entrepre-

neurial business venture and/or assisted others in establishing entrepreneurial businesses and 

who have displayed creativity and innovation in entrepreneurial leadership. 

President Brian Casey with Jeff Harmening ‘89. 

McDERMOND CENTER LECTURE SERIES 
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Scott MacGregor ‘95, Director of Communications, Eli Lily and Co. 

November 15, 2011 

 

Scott MacGregor ’95 presented his lecture entitled “From the locker 

room to the boardroom: why storytelling matters in business and life.” 

The event was co-sponsored with the Media Fellows Program, one of 

DePauw’s five selective Honors and Fellow Programs. MacGregor, 

one of the first graduates of the Media Fellows Program, explained 

how an individual story tells a greater purpose: “business is rapidly 

becoming more about storytelling.” Even as infants, we learn lessons 

of morality from children’s stories. In business, companies constantly 

tell stories to explain to consumers why they should buy their product.  

 

As an English Writing major, he noted that a story is more than words. Although the people, 

scene, plot action, and details are all important, the story must have a broader impact on its  

audience. Scott realized that one of the problems with Eli Lilly as a company was that they 

weren’t very good at telling their story. The company’s real story is how they impact the lives 

of their patients through cancer research, diabetes medicine, anti-depressant medications, and 

many more breakthrough pharmaceutical treatments. At the intersection of journalism,  

storytelling, and business, MacGregor discovered the best way to tell Eli Lilly’s story was 

through a documentary.  

 

During his presentation students watched a portion of the poignant documentary that showed 

the hardships of an impoverished family in the Congo. The twelve-year-old daughter of the  

unemployed  family had been diagnosed with diabetes. MacGregor avowed that the purpose of 

the documentary was not to advertise for Eli Lilly, but to tell investors the story of the tangible 

benefits of their work in the industry. He said that he received the most recognition for his work 

on the documentary than any other project he had done for Lilly. He closed his lecture by  

encouraging students to be curious, listen, read other peoples’ stories, and then actively tell their 

own stories. 

 

MacGregor is a journalist by training, with stops at the Chicago Tribune, Cincinnati Enquirer 

and Indianapolis Star and an internship at USA Today. Before joining Lilly, MacGregor served 

as communications manager for the Indiana state government agency responsible for Medicaid, 

child welfare, mental health and aging and disability services.  

  

McDERMOND CENTER LECTURE SERIES 
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Andrew Kahn ‘13 

Zionsville, IN 

Economics Major 

 

1. What type of company are you working for? I did my Management Fellows internship 

at ExactTarget in Indianapolis. ExactTarget is a cloud-software company focused on  

providing interactive marketing solutions for businesses. ExactTarget’s online software  

platform creates, manages, and tracks marketing campaigns via email, SMS, Twitter, Face-

book, and websites. This can be a little hard to understand without providing examples—

ever received an email from Groupon, Nike, Expedia or Best Buy? Those emails are created, 

sent, and tracked through ExactTarget. Similarly, if you’ve ever tweeted at McDonald’s, 

Sprint, Starbucks, Coca-Cola, or CitiBank and received a response—they use ExactTarget’s 

software to manage their social media conversations with customers. 

 

2. What are your daily functions as an intern? I worked in the Corporate Sales Department as the Slingshot 

Sales Intern. My day-to-day responsibilities changed dramatically throughout the course of my internship. For the 

first several months, I spent significant portions of my time in training. I learned about ExactTarget and their prod-

ucts, went through New Employee Sales Training, and even spent a week at ExactTarget’s amazing user-

conference, Connections 2011. My major project was helping the Central Corporate Sales team meet their quota. I 

researched and contacted potential customers, sat in on client calls and demos, and even presented a $20,000  

contract proposal to a prospect. Other responsibilities included generating sales representative analysis, territory 

performance documents, and total area market analysis. 

 

3. What has been your favorite part of the internship? My favorite parts of interning at ExactTarget were the 

amazing opportunities for training and education. As I noted earlier, I participated in training programs that  

accounted for over a month of my internship. That’s an incredible investment for a company on an intern and  

certainly speaks to the amazing ORANGE culture of ExactTarget. My favorite week at ExactTarget was the week 

of Connections, where I spent three days completely immersed in meeting ExactTarget’s customers and world-

wide employees. As part of Connections, I saw speakers like Soledad O’Brien, Jimmy Wales, Aron Ralston, and 

Stan Lee; and as an extra perk I even attended ExactTarget’s client concert by Katy Perry at Conseco Fieldhouse! 

 

4. Is this something that you want to pursue after graduation? While ExactTarget is certainly a company 

I am interested in pursuing after graduation, I also learned that there are other avenues I’m interested in exploring. 

Some of my favorite projects at ExactTarget were finance oriented rather than typical sales assignments. After an 

internship for the Super Bowl Committee in Indianapolis this Winter Term, I hope to intern for an investment 

banking firm next summer. 

 

5. After completing Management Fellows coursework, did you feel prepared for this internship? My 

Management Fellows coursework was important to my performance as an intern. Financial and Managerial  

Accounting were particularly essential. Like it or not, a basic understanding of accounting is necessary for success 

in business. Without my accounting classes, I would have struggled to understand the larger business at  

ExactTarget and struggled with my work assignments where I needed to utilize Excel. 

 

6. Do you have any advice about interviewing for an internship that you would like to share with current 

Management Fellows? I wouldn’t have been accepted as an intern for ExactTarget if I hadn’t tailored my resume, 

cover letter, and interview answers precisely for their company. My best advice for Management Fellows  

preparing for interviews is make sure to come up with a cohesive “story” of why you’re interested and well-suited 

for the intern position. Do your homework. You should be preparing for interviews long before the actual day of 

reckoning. 

 

7. Do you have any advice about interning that you would like to share with current Management Fellows? 

In terms of advice for interning, my strongest recommendation is just to soak up everything you can. Above all, 

take advantage of company education or training offerings. Try to learn about different parts of the business, how 

the business fits together, and invite your manager to lunch. The best part of an internship is learning if it is some-

thing you can really see yourself doing after college. 
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Tom Kominsky ‘03 

Vice President -- U.S. Mergers & Acquisitions, BMO Capital Markets 

 

1.  Was there a particular professor who was most influential during your time at De-

Pauw? It is actually a funny thing, there were several professors who were instrumental in 

challenging me across several different disciplines, if it be Art History or even American 

Literature, but one professor stands out above the rest as the absolute, most influential.  This 

was my freshman year Intro to Political Science professor.  I came to DePauw thinking that 

I was going to be a lawyer and ultimately a politician, and after that class, I realized rather 

quickly that I no longer wanted to be either!  Point being, it is important for students to go 

into to college with some flexibility.  They should certainly have an idea of what they want 

to do at that point in time, but they need to be open to new ideas, new concepts, and, most 

importantly, new notions of what motivates them today and what will motivate them going forward.     

 

2. Briefly describe your career path and what you are currently doing. I am currently working as a Vice Presi-

dent in the Mergers & Acquisitions group at BMO Capital Markets where I provide a variety of M&A-related stra-

tegic advisory services to our clients.  In this role, I act as the bridge between the senior banking team, the junior 

banking team and the client. This entails a significant amount of communication (both internal and external), idea 

generation and the ability to present ideas in a way that resonates with the senior bankers and the client, and above 

all else, good organization skills and a lot of time and effort. My career path has been unique in that I started in 

banking coming out of DePauw as an Analyst and am still in the industry today; whereas, many people join the 

investment banking industry following business school. 

 

3. How has Management Fellows helped you throughout your career? Simply put, a lot of real-life “reps” 

where I needed to think and act in a strategic business mindset.  During my four years at DePauw, the program 

gave me unique access to a wide-variety of business leaders across organizations and industries. Through attending 

many lectures, utilizing the networking opportunities, engaging in class-work and leveraging the Management  

Fellows brand, I was able to develop a high-level of comfort and confidence in interacting with senior business 

leaders.  This comfort allowed me to have meaningful interactions with senior management at a very junior level in 

my career.  Today, this same characteristic extends to developing strong c-suite client relationships and being able 

to think strategically to solve client issues.  
 

4. What advice do you have for current Management Fellows? View your career analytically, develop a career 

game-plan and strategy, and take personal accountability.  I had a great mentor during my Management Fellow’s 

internship, who taught me to set near-term career goals around getting the job I wanted and to come up with  

discrete tasks to help achieve those goals.  Today, the reality of the situation is that students need to start thinking 

about their post-under graduate career as sophomores.  It pains me to say that, but that is what their peers are doing 

at other institutions.  This means that students need to think about getting a good business-like internship the  

summer before their junior year, and to get that coveted industry-specific internship the summer before their senior 

year.  So, as sophomores they need to start networking.  Importantly, when networking, approach each of these 

meetings with specific objectives of what you want to accomplish, be prepared and do not go in blind!  You should 

be able to walk out of each meeting and check off the objectives that you-out set to accomplish.  In doing so, you 

will have a far more enriching and productive networking experience.  Ultimately, the network you build as a 

sophomore will develop into the main conduit into getting your internships.  
 

5. Tell us a little about your graduate school experience. Kellogg (through the evening program) was a fantastic 

experience for me.  I had the opportunity to learn management, strategy and leadership from some of the leading 

innovators in those disciplines, which I have now been able to apply to my career.  That said, the objective of busi-

ness school is two-fold, with a large part of the overall experience happening outside of the classroom in extracur-

ricular activities and networking events.  Stepping-back, if I could do one thing over, I would have done a much 

better job of connecting with non-finance students and attending more of the extracurricular events.  I surrounded 

myself with peer-groups that I was comfortable with, and in business school like undergrad, you have an endless 

opportunity to push your limits and extend your comfort zone.  Take advantage of that opportunity because the 

relationships you develop and the amount that you will learn from your peers (the next generation’s entrepreneurs, 

CEOs, CFOs, COOs) may very well eclipse the experience you get solely in the classroom.  
 

http://www.linkedin.com/search?search=&title=Vice+President+--+U%2ES%2E+Mergers+%26+Acquisitions&sortCriteria=R&keepFacets=true&currentTitle=C
http://www.linkedin.com/company/2589?trk=pro_other_cmpy
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Lisa Schlehuber ‘83, CEO, Eli Lilly Federal Credit Union 
  

On September 14, Lisa Schlehuber discussed interviews skills with sopho-

more Management Fellows.  She had the following advice for students: 

 

 Have an understanding of yourself (values, skills, goals, interests and 

job targets). 

 

 Target your resume for the job that you want. What is it that tells your 

story? Include information and skills relevant to the position that you want. Only keep high 

school accomplishments on your resume if it makes you stand out. 

 Choose an internship with an organization that fits your personality! Connect to the compa-

ny. The internship should tie into your values and passions. You have to be happy to be a 

productive employee. 

 Realize the impacts of technology on a corporation. 

 Look at the words a company uses on their webpage and advertising material to describe 

themselves. Try to figure out the culture of the company. 

 Your attire should mirror the company’s culture. For example, you would dress differently 

for an interview with Eli Lilly (suit and tie) versus one with Google (khakis and a collared 

shirt). 

 Use a cover letter to point out the strong points on your resume. Don’t include abstract goals 

that every other candidate will have in their cover letter. 

 You are selling yourself in an interview. “Confidence is key.” Know what makes you mag-

nificent! 

 Be prepared for behavioral interviewing. Past behaviors forecast future successes. Practice 

answering interview questions with a friend who will give you constructive criticism. 

 Be able to prove your story. Have real examples that demonstrate your skills (i.e. leader-

ship, communication, teamwork, etc.) 

 Ask questions about the company throughout the interview. 

 Send thank you notes to each interviewer. 

 Follow up and call the company if you don’t hear by the date promised at the interview. 

 “It is your performance, your life, and your career!” 

 

MANAGEMENT FELLOWS SOPHOMORE WORKSHOP 


