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Cathy Tabor and Josh Hipp’s Marketing Background 

 Cathy Tabor, now a promotions director for 94.5 FM “The Answer” working under the Salem 

Media Group, didn’t start college expecting to work in marketing at all. In fact, she studied business in 

college. However, the moment she graduated, she found herself selling ads in her local weekly 

newspaper. Her responsibilities were mundane and incredibly typical for a sales position. She had to 

analyze clients, reach new ones, and hold on to old ones. In addition, she had to help the firms who 

worked with her expand their business. Although she lacked a thorough education in marketing at the 

time, her work impressed many. In 1987, she moved up to work for a local radio station, which 

kickstarted her career in the radio marketing world. 

 Tabor explained that in her early years selling ad time for her local radio station, she worked 

alongside a “big market sales manager”. He noticed potential in Tabor that she didn’t. He took the 

opportunity to mentor Tabor, refining her skills and style to ignite her spark for marketing. Tabor credited 

her mentor for turning her “from being an average seller with basic training to a very good seller with lots 

of big market experience through him.” In a small pond, it’s difficult to understand what it’s like to be in 

a big lake. Tabor said she owed her newfound understanding of working in a larger body of water to her 

mentor. Her positive experience with him helped inform her belief on the most important skill a marketer 

can have. She elaborated, “Asking the right questions and listening. You have to listen to what they tell 

you. Listening is the most important part of the job.” Tabor argued that marketers’ greatest duty is to their 

client. Most of a marketers’ decisions are made based on a client’s feedback.  

 Presently, Tabor works as a promotion’s director for radio stations, a far cry from her time selling 

ads in her local newspaper. Tabor described her work as a “big job” with a high-pressure environment. 

The company provides her with “a revenue production expectation”. Then, she must “prospect for new 



business, develop that business, and keep that business successful through your marketing efforts.” With a 

top 5 radio station, it’s not difficult to see why such a task would be a complicated affair. One bad 

advertisement could set the station far behind its competitors in ratings. However, Tabor noted that 

working for a small business comes with its own challenges. Trying to find their target audience can be 

extremely difficult. She explained, “When you work with small businesses, it’s vital that you understand 

their business and who their target is.  Then you develop an ad campaign targeting that ‘person’ to help 

your client grow their business.” Tabor reiterated a common truism among marketing professionals that 

your target audience in radio needs to be an individual with specific attributes within your target 

demographic, not just the vaguely defined demographic. This ensures that DJs will share specific and 

relevant information, rather than generic anecdotes in hopes of appealing to as many people as possible. 

At the end of the day, Tabor believes that her job entails “helping your client grow their business.” 

 Tabor went in-depth when asked what she would tell her college-self about how to succeed in 

marketing. She said, “Marketing is everything you do in your business. From the design on your business 

card to the cash register on your counter. Marketing covers everything. Learn absolutely everything you 

can about marketing in college so that you can decide what appeals to you most.” Oftentimes, when one 

thinks of the term “marketing”, they think commercials or sponsorships. In the present day, the products 

of a marketing firm’s work can be seen everywhere on earth. Ultimately, Tabor would want her college 

self to “know and understand what marketing really is, because marketing is a very broad field.” 

 Joshua Hipp, Promotions Director at iHeart Media, is from the other side of the tracks. His work 

in the marketing field started only eight years ago, while he was still a student at North Greenville 

University. Like Tabor, however, he didn’t start college with dreams of working in marketing. He studied 

Broadcast Media with an emphasis on radio. His first marketing-related job was being a remote technician 

for radio stations under iHeartMedia. The job was a boots on the ground affair, where Hipp was “part of 

the street team who marketed the radio stations at various locations.”  

 Unlike Tabor, Hipp’s primary mentors were his college professors at North Greenville 

University. He credited “every single Mass Comm professor I studied under”. He explained that the 



reason they had such a large impact on his career was because of their teaching style. Instead of dumping 

information like a walking, talking Wikipedia, “they took the time to truly teach with a desire to impact 

my life and my future”. Hipp took their advice to heart in his career down the line. 

 Presently, Hipp continues his tenure with iHeartMedia as a Promotions Director in Greenville. 

He’s responsible for supervising five stations’ marketing and promotion endeavors. Much like Tabor, 

Hipp’s description of his job indicated a large-scale, intense work environment. Among his list of 

responsibilities, he noted, “creating promotional proposals, scheduling and setting up on-site events, 

scheduling and organizing prize giveaways and overseeing a group of part-time Remote Techs who do the 

job I started out doing.” Hipp has proven himself more than up to the task in his three years after 

advancing from a Promotions Coordinator to a Promotions Director for iHeartMedia. His social media 

showcases a bevy of co-workers who appreciate his hard work and dedication. 

  When asked what skill was essential to someone working in marketing, Hipp’s answer was 

similar but distinct from Tabor’s. Instead of prioritizing listening, he emphasized the importance of being 

a strong communicator overall. Although he admitted “it seems simple”, he pointed out that “Your ability 

to communicate with coworkers, clients and, in the case of radio, listeners, can make all the difference 

between successful and effecient execution of marekting plans or difficult and mediocre efforts [sic].” 

Hipp’s advice is simple but undeniably solid. Even the most well-read of marketers fall short of fulfilling 

their responsibilities if they can’t engage with consumers. Many consumers are extremely skeptical of 

anyone out to pitch a product to them. It’s the marketers’ job to persevere, despite consumers’ passive 

aggressive attitude. Marketers need to believe their consumers thoughts and opinions are worth hearing. 

 Much like his opinion on the skill marketers absolutely need, his thoughts on what advice he 

would give his college self about marketing were similarly mundane. He would tell his college self to be 

more proactive. He elaborated, “Don't sit back and wait on things, ideas, people, etc. to come to you, go 

after it and succeed, or fail knowing you tried, and then try again [sic].” His advice has undeniable 

applications to marketing as well. Day after day, marketers are forced to face the sting of rejection. From 

consumers to stakeholders to supervisors, every pitch and promotion has the potential to fail. Coddling 



does not happen in the professional marketing world. For a marketer to succeed at the highest level, they 

need to bounce back from every setback, motivated to work even harder to achieve their goals.  

 Although both Promotions Directors for radio stations, Tabor and Hipp have unique takes on 

working in their field. Their respective opinions were clearly colored by their level of experience. While 

both are undeniably professionals, Tabor’s marketing work began in the mid-1980s. Hipp, meanwhile, 

began his marketing career at the beginning of this decade. Tabor’s answers were well-edited, free of 

spelling and grammar errors. Hipp’s, meanwhile, were looser in this regard. Typos popped up in his 

responses every so often, and he rarely used commas. Perhaps growing up in a social media world lead 

Hipp to forgo strict adherence to proper English in favor of textual shorthand, while Tabor, who was 

mentored by a big shot in the marketing world who had been working since the 1970s, may have 

answered her questions in a more structured fashion as per communication standards of that period. 

Hipp’s field of study had a stronger connection to his work in marketing. He began as a radio technician, 

a meld of both broadcast and marketing fields. Tabor’s field of study, however, ended up having a more 

tangential relationship to her career in marketing. These differences in background undeniably affected 

how they answered my questions. However, the two overlap in important ways. Both concurred that 

having a knowledgeable mentor was incredibly important to cultivating one’s skills in marketing. Above 

all else, both emphasized the importance in communication. While Tabor prioritized listening specifically 

over communication, the difference between their points is minute. Listening is a core tenant of 

communicating effectively. Marketing is all about networking and making impactful connections with 

those in the market. It doesn’t matter if they’re potential consumers, stakeholders, or supervisors. To 

leave a mark on the marketing world and spread awareness of a business’s offerings to the targeting mark, 

effective communication must occur on a day-to-day basis. Interviewing Tabor and Hipp reaffirmed the 

importance of understanding the fundamentals of marketing before one can possibly pursue it on a 

professional level. Without a firm foundation, how can an aspiring marketer possibly succeed in his or her 

field? If people want to learn how to excel in marketing, it is paramount that they have a keen 



understanding of how to communicate in ways that are both exceptionally engaging and immensely 

impactful.         

  

  


