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Since the time Jim Mudd Sr. opened up shop in the basement of his home in 1981, 
Mudd Advertising has achieved milestones of success and growth that few 
companies experience. Now known as Mudd Inc., we’ve outgrown several offices 
and currently reside in a 36,000 square foot state-of-the-art facility in the Industrial 
Park in Cedar Falls, Iowa. We’ve also grown from a single-person staff to a thriving 
team of over 188 employees. Those 188 employees are outstanding individuals and 
part of the growing Mudd family which are a testimonial to our continued success.  
 
What started primarily as an advertising and marketing company has evolved into 
every facet of traditional and digital media communication production and services. 
We can say with absolute certainty that our teams are fully capable of handling all of 
your marketing needs, all under one roof. Clients tell us that while they have New 
York in their backyard, or their pick of agencies in L.A. and in Chicago, that Mudd is 
“second to none” as our facilities allow “one stop shopping.” In 2013, we were proud 
that Mudd Advertising received the Inc. 500 award and was named a Top Place to 
Work in Iowa for the third consecutive year. Kicking off 2014, Rob Mudd was chosen 
as a speaker at the NADA Convention in New Orleans, January 24-27, 2014. With 
strong momentum coming out of 2013, Mudd Inc. is starting strong in 2014 and we 
couldn’t be more proud of what we have become and where we are going and who is 
along for the ride. 

 
Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine 

 
CEOCFO:Mr. Mudd what is the concept behind Mudd Advertising? 
Mr. Mudd: Getting and keeping customers requires delivering an amazing experience every single time. We believe in 
our people, our products, and our process. We believe that this gives Mudd the “WOW” factor, which gives us a serious 
competitive advantage as we compete daily across the USA, we remain focused on results for clients, after all, at Mudd, 
we love it when you succeed! Through a variety of different advertising mediums, we use the Internet as a platform to 
track leads and show return on investment. Customers have found that we have helped increase their business from 10% 
and in some cases up to 50% over a twelve month period. Results and success speak for themselves- there is no pitch no 
gimmick. 
 
CEOCFO: What do you understand at Mudd about the process that perhaps others do not? 
Mr. Mudd: At Mudd, we know what being a team player is all about- we understand that if you treat your people right and 
the client is taken care of, you achieve success. For yourself and for the client, that’s a win-win. With seven operating 
profit centers under the Mudd Inc. umbrella, all divisions are flush with opportunities and a strong pipeline of new business 
going into 2014. Having all this under one roof provides a unique “one stop shop” for current and potential clients. 
 
We are very unique in that we have great people, produce a great product, and keep our eyes on success for every client. 
With a sprawling 36,000 square ft campus which includes a 5,000 square foot television studio and an open sales floor, 
we encourage an inclusive environment and thus can react within minutes and hours as opposed to competitors where it 
could take a day or two – possibly even a week to execute a similar solution. We have everything in house- that is a 
differentiator in itself. 
 
CEOCFO: Would you give us an example of where that makes a difference? 
Mr. Mudd: Almost 98% of our business is automotive dealerships. This summer, our one stop shop was put to the test to 
make a real difference for real clients in real time. As you may recall, we had an unusual spring and summer which 
resulted in multiple hailstorms nationwide. Those hails storms hit many of our dealerships causing millions of dollars worth 
of damage. However, our clients didn’t miss a beat and because we make client relationships a priority, within hours of the 
storms with one call we were able to turn the disaster into a Hail Sale. With just one call to Mudd, clients were able get the 
Hail Sale message on the air. We were able to get radio running, commercials launched, Internet banners placed, point of 
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purchase materials created and more– all on one campus. We were able to execute ten to twelve different advertising 
channels by 5 PM the same day, and able to give our clients a success.  
 

CEOCFO: Would you tell us the history of Mudd Advertising? 
Mr. Mudd: Though my dad was in the radio business for 25 years, after he sold his radio station, Mudd Advertising took 
form. Through his radio business, Dad had previously met a couple guys in town, John Deery Sr. and John Deery Jr. over 
some radio spots. Little did he know that this relationship would steer his course in life. He was sitting in their office one 
day trying to sell them radio commercials and they had just fired their ad agency. Amidst some thought, they looked at him 
said, “Mudd, you can handle our account,” and my dad says, “I'm not an ad guy, I'm a radio guy.” They said, “No, you're 
an ad guy.” It was then that John Deery Sr. took one of dad’s business cards, flipped it over and wrote Jim Mudd 
Advertising in pen on the back of his card, thus penning a new chapter in my dad’s life. “You're in business.”  
 

With a garage sale desk and a beat-up phone, Dad started the company in 1981 in 
the basement of our home. He went to work for himself- it was slow, it was hard but 
he didn’t give up. There were a lot of tough days and months. In fact, he didn’t make 
any money for the first 14 years, which is a true miracle. I don’t know how he even 
stayed in business. People like my dad, are a gift. My dad has taught us over the 
years that what keeps you in business are the relationships you foster and grow. 
While the intent was never a conglomerate in a 36,000 sq. foot facility, opportunity 
knocked time and again, and we were fortunate enough to be able to continue to 
answer each door. Four goals he set for himself and 33 years later, look at us now. It 
was such an amazing journey that he wrote a book called The Ad Man. It is a book 
about the history of this company and how this journey changed his course, our 
course in life. 
  
For more information about his goals set and/or our humble beginnings from a 
basement in Iowa, check out The Ad Man book, now available not only in Perfect 
Paperback copy and electronic copy, but now also the audio version read by Jim 
Mudd, Clifton Lambreth, along with narrator Gary Kroeger: 

http://www.theadmanbook.com/ Its more than a good read, “The Ad Man is not just about business, it's about life and how 
learning is truly a never-ending process." – excerpt from the book's foreword by Ken Blanchard 
 
CEOCFO: How do you keep it fresh and different when you are working with companies that are in the same 
industry? Does it need to be different for each campaign? 
Mr. Mudd: I like history and I like basics, because basic fundamentals never go away. My dad always said that when you 
have a meeting with a customer that they should always feel better after you leave than when you start. So, we believe in 
putting some effort and excitement into each and every meeting. We show them a new cool website, a new banner, a 
sound effect, a direct mail piece that is going to hit their database, or new email blast, and show how all these different 
channels are going to complement each other to drive the most traffic possible and maximize the customer's budget.  
 
To answer your question, you want to listen to your customer and make them feel that you did listen to them and show 
them a solution. We are able to work with 3,000 different car dealers every month, so we are able to show best practices 
and different successes every day to our customers. 
 

CEOCFO: Is your geographic reach nationwide? 
Mr. Mudd: We do business in every state in the United States. 
 
CEOCFO: How do potential customers find Mudd? 
Mr. Mudd: We contact every car dealer in America every six weeks through our sales process.  
 
Additionally, we participate in national trade shows, as National Automobile Dealers Association (NADA). We have had a 
large booth at that convention every year. My dad has spoken five years at a national convention on advertising, and my 
brother Rob just spoke in January 2014 at the NADA convention for certified pre-owned vehicles. Additionally our team 
presents, speaks and talks at conferences and conventions worldwide from European Auto Dealer Day in Italy, to Digital 
Dealers here in the USA. 
 
To answer your question, generally speaking, potential customers are referred by word of mouth, ongoing relationships, 
perseverance and repetition.  
 
CEOCFO: Are there many companies specializing in the same industry? 
Mr. Mudd: While I believe that there are least 100 or more other companies also specializing in the automotive industry, 
maybe even more, I believe we are the only ones that have expertise all under one roof, which I think is a huge 
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differentiator. Great people, Mid-west values, work ethics and “one stop shopping” sets us apart from others in our 
industry. 
 
CEOCFO: Do you think that there are some common misunderstandings that car dealers have about the process 
that you are able to dispel? 
Mr. Mudd: Definitely. That is a good question. One comment on the coast is “Iowa? How can a company from Iowa help 
me in New York or in Boston?” It’s an easy assumption to make. However, once they see our process and our platform, 
we can service them anywhere in the country because we are in touch with them every single day. Though it is hard to 
articulate on the telephone, hands down our process is unique. 
 
CEOCFO: Does the type of advertising change through the various economic ups and downs? 
Mr. Mudd: The fundamentals of advertising stay the same, but the channels are a lot different today than they were five 
years ago with the advancements of the technology and the Internet.  
 
They say 98% of all customers go to the Internet first before making a consideration, so we have to a strong presence 
online.  
 
All dealers are doing that today, and all of our customers are making their websites look fresh, and simple, asking 
customers to call or click.  
 
We find that while showroom traffic in the retail sector is going down, that phone traffic has increased in retail dealerships. 
Internet spending is up, digital spending for the iPhone and smartphones are up, and these will continue to go up. We are 
still big believers in television and radio  

 
CEOCFO: Do you work with clients on the other end? For example, how they should be responding to a click or 
to a phone call and how to make the most of the traffic that you are getting them? 
Mr. Mudd: Yes, we do.  
 
We started a sign company years ago – we believe that first impressions are critical to any organization – and it does a lot 
of point of purchase banners and signs to help reinforce the messaging that we are doing for one of our retail customers. 
 
We have outsourced some training to help us, help our clients achieve the best outcomes. Some of the methods we 
currently use have been from trainers such as Tom Stuker, and Dave Anderson. Additionally, however the Ken Blanchard 
organization has been a great resource for us over the years. 
 
My sister Mary Kay who lives in Chicago has been working marketing on the academic industry for the last ten years and 
also in the medical field. She has also been doing some experiential marketing. She has been able to help customers on 
the back end – how to service customers better.  
 

CEOCFO: What is the key to keeping up with the new technologies and knowing what to put on your radar screen 
and what is likely to fade? 
Mr. Mudd: That is a great question. We learn from our customers and our results every day, but I cannot say enough 
great things about our people, our employees. 
 
How we really have grown the company is through results, and whenever we get a product that works, we can repeat that 
in different markets. I feel that we do research and development every day, and whenever we get a hot sale that worked, 
we can replicate and scale that to all of our customers. A hot thing today is a direct mail campaign tied to an Internet 
product that we have created called Hypercasting that is a true differentiator.  
 
Warren Buffet has said for years and years that you have to develop a competitive edge or sustainable product to 
differentiate yourself, and I believe we have done that and built the team and the people to continue to keep us on the top. 
 
CEOCFO: How are you able to get buyers to believe that it is not an adversarial process when they are working 
with any auto dealer? 
Mr. Mudd: You must advertise the truth. When a dealer advertises a particular vehicle, they need to have that car on the 
ground. I know that is kind of basic and you would think common sense, but it’s fundamental. Also, first impressions at a 
dealership are critical. It needs to be clean. The bathrooms need to be clean. It needs to make an impression. People 
have spent millions on their dealerships creating a beautiful first impression. Additionally however, whatever your first 

“Second to none…. One Stop Shopping… It’s not just about business, it's about life and how 
learning is truly a never-ending process." - Jim Mudd Jr. 
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impression, how a person is treated within the first 30 to 40 seconds is key – eye contact, smile, and engagement, trying 
to give that respect to the customer. 
 
The automotive industry has spent a lot of money on showing dealerships the importance of making woman feel 
comfortable because 80%, maybe 90% of the buying decision is made up from what the women wants. Overall, I think the 
industry has done a nice job over the last ten years focusing on that segment.  
 
To get right down to it, whatever you are advertising has to be truthful, and your sales staff must be able to embrace that 
and articulate quickly: “Sure, we have the big sale!” with enthusiasm. “We have the big sales on used Impalas for 
$13,995. Come on over here and I’ll show them to you! We have a selection of over 30 of them. Your pick, just pick out a 
color that you would like!” and they are all $13,995, or whatever the price is. Your sales force needs to be educated on 
what you are offering and how to share that with a customer. When a customer calls in to ask for a certain price on a car, 
the sales person or management needs to quickly give that person a response. 
 
CEOCFO: How do you continue the 
growth you have enjoyed at Mudd 
Advertising? 
Mr. Mudd: Our divisional leaders are really 
harnessing that growth. It is people first, and 
those managers are always trying to recruit 
new talent and we try to promote from within. 
We are constantly working on new products 
here and are constantly focused on traveling 
out and listening to our customers. We are 
different because we like to bring our 
customers here to Cedar Falls, Iowa. We 
have had viewers from California, New York, 
Chicago, and they are amazed at our setup 
here. They cannot get over how incredible it 
is. It is like Disney Land for advertising. It is a special place. To continue this growth, it is really our people, products, and 
process. Nov. 1st, we just went to a new customer relationship management (CRM) tool this year, Salesforce.com, and we 
believe that Salesforce.com is going to help us grow nearly 30% in 2014. 
 
People talk about culture in many ways. Our culture is special and we invite you to come see for yourself. Good things are 
happening. We strive to lift each other up daily, weekly, monthly and we always give it our best. Here’s to the next 30 
years- we hope you’re part of it! 

 
BIO: Jim Mudd Jr. currently serves as CEO of Mudd Inc. a role he has held since 2001. Jim is responsible for the overall 
management and profitability of the company. His responsibilities include overseeing the company’s growth initiatives, 
including facilities and personnel, and working closely with other executive leaders to ensure quality customer service and 
success for all clients. 
 
Jim started at Mudd Inc., formerly Mudd Advertising in 1982 as an errand boy and has worked in nearly every department 
to expand his knowledge of the advertising business. Before assuming the role of CEO, he held the positions of account 
manager, new business manager, senior vice president and general manager of the company. Under his tenure, now with 
seven operating profit centers under the Mudd Inc. umbrella, all divisions are flush with opportunities and a pipeline of 
new business strength going into 2014. 
 
Jim is a member of the Iowa Chapter of the Young Presidents’ Organization and serves as co-chair of the National 
Advisory Board to Communication Arts at Wartburg College. He serves on the Board of the Cedar Rapids Bank & Trust 
and also sits on the Greater Cedar Valley Alliance and Chamber. Jim graduated with a Bachelor of Arts Degree from the 
University of Northern Iowa in 1989 and resides in Cedar Falls with his wife Becky and their five children. 
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One Mudd Centre 

915 Technology Parkway 
Cedar Falls, IA 50613 

800.367.6833 
www.mudd.com 


