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ON AND OFF MADISON AVENUE

A Bright Day in Boston
By Whit Hobbs

Last Friday, in the faculty lounge at
Boston University, I had lunch with
two terrific guys. By the time lunch
was over, I was envying them, wishing
I were doing what they're doing.

Walter Lubars and Bob Montgomery
both had successful careers in adver-
tising—Walter on the agency side
(JWT, Doyle Dane Bernbach), Bob on
the client side (Borg-Warner). They

both gave it up for something they like better. Today
they're professors at Boston University's College of Com-
munication and faculty advisers who oversee a remarkable
advertising course called Adlab.

Adlab is a student-operated advertising agency for non-
profit clients. Walter started it 11 years ago. He started
small, with a beat-up typewriter and an old desk in a hall-
way—and four students. Today between 140 and 150 stu-
dents plan, create and produce brochures, direct mail,
print ads, radio and TV commercials, and outdoor; they
have more than 40 clients. Students get two credits (half
the credits of a standard university course), work some-
where between 10 and 30 hours a week, turn out some re-
markably good work and get a lot of valuable experience
working with real clients in the real world. Back in '78
they were good enough to win the prestigious Hatch
Award for excellence, competing with New England's top
commercial agencies. In 1983, Adlab received the Gover-
nor's citation for public service in the Commonwealth of
Massachusetts.

In Adlab, you go into the program in your junior year,
having qualified with an introductory advertising course.
Like any agency its size, it's divided into groups. You
choose what you want to do: art, copy, production, account
services. Your supervisors are mostly seniors who worked
all the previous year to learn their trade. By next year,
they'll have graduated and you will moye up into the su-
pervisory ranks. The agency has a president, four vice
presidents—account services, creative services, agency
services (traffic and production) and new business—and
an echelon of supervisors. Walter advises on the creative
side, Bob on the account side.

Walter: "I see everything before it goes to the client. By
the time it gets to me, it's in pretty good shape. These kids
are very talented, but they need me to step in because it's
difficult for them to criticize each other, be tough on each
other.

"I used to be in New York, writing copy. I'd done some
teaching at the New School, I got to be 40, and I decided it
was time to leave Madison Avenue, start a new life. I de-
cided I like teaching better than working! And I was right.
This isn't work. For me, this is exciting fun, helping and
guiding these remarkable, wonderful kids. Each year a
new batch of fresh, young minds. We oldtimers know all
the things that can't be done, but these youngsters don't
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think there's anything that can't be done! So I love what
I'm doing, and there has been time to write two novels and
take up the clarinet. Of course, the money isn't much, not
what it was; you have to learn to adjust to that."

Bob: "Every year the work gets better because some-
how every year the kids keep getting better. More talent-
ed, better motivated. We have Adlab people in almost ev-
ery top agency in New York and Boston. And Adlab fits
perfectly with our intern program, which is extensive."

Walter: "Our kids do astoundingly well in job inter-
views. The people are amazed at how mature and experi-
enced they are. The setup is like a real agency in that the
good ones rise to the top, get promoted, get the top jobs.
One thing you've got to realize—the kids don't get paid
for their work. Clients pay only for production, so we have
to limit ourselves to working with nonprofit organizations
who couldn't afford to work with commercial agencies. We
never compete with agencies; we don't even do the adver-
tising for BU."

Bob: "In the past few years, Boston has become a very
lively advertising town. There's a lot of business here, es-
pecially high-tech business. I can think of three agencies

'' Every year the work gets better
because somehow every year the kids

keep getting better."

right off the top of my head that bill over a hundred million
and a fourth that's nearly there. Boston agency people are
winning more and more creativity awards these days, the
top ones. If you're young and bright and ambitious, Boston
is a great place to be."

Walter: "We have regular sessions every week which
everyone in Adlab attends. There are guest speakers, and
the account group presents its work. This is very valuable
training, being on your feet in front of a large audience,
learning to be a good presenter."

For an hour before lunch and a couple of hours after
lunch, I talked with Adlab students and looked at Adlab
work. I got to know the president and several of the vice
presidents. All of them are seniors; they have the responsi-
bility of running the agency and training their successors
who will take over next year.

This means that they're spending considerably more
time in Adlab than in everything else that they're doing in
college combined. They're doing it without pay and with-
out academic credit (they get two credits in their junior
year, none in their senior year). They live, eat, sleep Adlab.
They're fiercely proud of it, and this, I think, is the key to
their dedication.and to the agency's success. From their
point of view, they're being well rewarded; in their hand-
some little brochure about themselves they say, "We profit
as much as our clients do. They get professional advertis-
ing. We get professional experience." They sign them-
selves "Adlab ... professional work by future profession-
als." Good line.

In my next column, you and I are going to spend some
time talking with Susan and Ross and Nancy and Debbie,
so that a little of their enthusiasm can rub off on you the
way it rubbed off on me. I want you to feel as good about
the future of advertising as I do.



Page 30 AD WEEK April 1, 1985

ON AND OFF MADISON AVENUE

Susan & Ross & Nancy & Lillie
By Whit Hobbs

At Boston University's College of
Communication, more than 140 stu-
dents are enrolled in Adlab, a two-
credit advertising course that is a stu-
dent-run advertising agency for more
than 40 nonprofit clients. Boy Scouts.
Project Bread. Cambridge Arts Coun-
cil. American Center for International
Visitors. Massachusetts Horticultural
Society. The other afternoon I spent

several hours with the president and the four vice presi-
dents, all of them seniors, and it would be hard to find four
brighter, more mature, more dedicated, more turned-on
youngsters.

Susan Yatzkan is president of Adlab. "My job? Well, ba-
sically, I oversee everything we do. I've been concentrat-
ing on setting a tone for the agency, making everyone feel
comfortable, making everything we do more professional,
improving the teamwork. Also making sure that it's fun.

"For all of us, this is a big commitment and responsibil-
ity. After all, this is one of the largest agencies in New En-
gland, and it's up to us to keep it growing and improving. I
love this job; I wanted it very badly. Last year, as a junior,
I was an account supervisor. I applied for this, and the ex-
ecutive board and the two faculty advisers chose me.

"Where does it lead me? I'm not sure. I did an internship
at Benton & Bowles two years ago, and I have the chance
to go back there and be in their training program. I know I
could handle it, could be a successful yuppie. What I don't
know is whether I could handle the alternative which, for
me, is Israel.

"I'm fascinated by Israel, challenged by it. There's a
depth to it, a passion and a spirit that I wouldn't find living
in the comfortable U.S. There is also a man, and we're un-
officially engaged. I'm trying to be realistic and levelhead-
ed. I want to go to Israel and try it, live there, work there,
feel what it's like to be an Israeli. At the same time, this
has given me an exciting taste of what a career in a big
advertising agency would be, and I want that, too! So
that's where I am as graduation approaches—sure of my-
self at home but being pulled far away from home."

I asked, "If the man weren't there, would the pull still
be there?" and she said, "Yes, it would. Absolutely. I've
thought about that a lot."

Ross Yasgur is vice president in charge of account ser-
vices. Very outgoing. Big, friendly smile. "I directly super-
vise five supervisors, and each of them supervises about
eight people. Officially I have office hours here for eight
hours a week. In fact, I'm here more than that, plus all the
work I do at home, plus evening meetings like the one the
other night with the Boy Scouts. We're working with them
on their big '85 celebration.

"I chose BU because of Adlab. In high school in Elms-
ford, N.Y., I was an intern at an ad agency for eight
months. After school every day. No money, I did it for the
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experience. I wanted a college that had a strong communi-
cations school. When I heard about Adlab, that clinched it.
These two years have been more than I thought they'd be.
I've learned a tremendous amount, both good and bad,
about advertising, not by studying it, by doing it. It has
helped me a lot personally, too. I was very shy. I couldn't
speak in front of people. Now I'm teaching a class, having
meetings with hotshot clients. Some very big people get
involved in Boy Scout work, and there I am, right in the
middle of it.

"We all get along well in Adlab; we really care about it.
They close the building at five o'clock, and we're always
here. They have to keep blinking the lights to get us to
leave. I haven't started job hunting yet. I know what I
want. A good job in account management. In Boston, if
I'm lucky."

Nancy Harrington is vp/creative services. Adlab has a
creative department of 80 people. "I spend 75 percent of
my time in this job, in spite of the fact that I have several
others. I am production manager of a magazine, U.S.

"Because of Adlab, I know for sure
that advertising is what I want, and

I'm starting to go after it."

Rock. I'm a teacher's assistant to Professor Walter Lu-
bars, who founded Adlab. And I have all my other classes.
This is a terrific experience; we're lucky to be here."

Says enthusiastic Lillie Beckerman (vp/traffic and pro-
duction), "I only hope the real agency world is as exciting
as this is. Most of us have had internships; we know how
to refill coffee machines and make copies. Here it's differ-
ent. Here we're not interns—we're it!"

Debbie Brightman is vp in charge of new business and
public relations, and "right now we have more accounts
than we've ever had before."

Debbie says: "I was afraid that I'd get to the end of my
senior year and be wishy-washy—after four years, I still
wouldn't know what I wanted to do with my life. Because
of Adlab, this hasn't happened. I know for sure that adver-
tising is what I want, and I'm starting to go after it. I'm
putting together a little packet about myself and my Adlab
experience. I do very well in interviews; I have interesting
stuff to talk about. Interviews are easy, it's getting them
that's tough.

"I'm very confident. Thanks to Adlab, I've had more
hands-on experience than most of the other seniors who
are graduating from other places. I have really loved all of
this. Imagine some day being able to do it and get paid for
it!"

Driving home from Boston, I found myself wishing
there had been an Adlab when I was in college; I wouldn't
have been so naive coming into the business. And yet, as I
look back, I wouldn't trade those creative writing courses
nor my experience writing for the Harvard Lampoon for
anything. All that got me my first job. I didn't learn to
write advertising copy in college, but I learned what good
writing is. And I learned how to write. That's a great thing
about advertising—there isn't any one way that's the only
way to do anything. There's their way, and your way, and
my way.


