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Senior accounting major Linda Wiström interned this
summer in New Orleans with the Shell Exploration &
Production Company, and her assignment may seem too
good to be true. A 40-hour per week, paid internship as a
revenue accountant for a prestigious company, complete
with a relocation budget and all for course credit? It’s a
dream internship for a business school undergraduate, and
it would be easy to assume that Wiström must have an oil
magnate uncle in her pocket to put in a good word for her.
Real life, of course, is rarely that easy. Linda has another
ace up her sleeve: hard work. 

Though enrolled in the accounting department’s
Internship Program, Wiström pursued this opportunity
without assistance. She applied online with Shell, marketed
herself effectively, and was even proactive in arranging for
her housing. “This is really like me going out and getting
it on my own,” says Wiström, “I received an interview
because University of Washington students are very well-
qualified. Shell does recruit, but it’s mostly in the South
and Southeast.” 

It’s easy to see why Wiström was attracted to Shell. 
“It’s big money, it’s real global,” she notes. “There are 
certain aspects, like finance and accounting aspects, that
are different from what I learned in school. It’s not only
applying what I learned in school; I’m learning something
completely new.” And has her Business School education
prepared her for the challenges of corporate America?
“Absolutely,” she asserts. “It’s not just my accounting and
finance backgrounds at all. What has been most helpful for
me is overall business education, the whole environment,
[learning] how to be a businessperson in general.” She
specifically credits the writing skills, communication skills,
and networking skills she has acquired as an undergradu-
ate, as well as her membership in the UW chapter of the
accounting fraternity Beta Alpha Psi. 

Pete Dukes, associate dean for undergraduate 
programs, sees no substitute for Wiström’s brand of hustle.
“I wish I had more Linda’s,” he remarks, “[students] 
who are willing to take responsibility for furthering their
education beyond the classroom.” 

The Business School is renewing its focus on internships
as a central element of the undergraduate experience, and
Dukes is at the center of that push. “We’re trying to drive
the notion of internships even further into our program,”
Dukes explains. “We have bright kids, and I know that
they’re going to do fine in the classroom. The thing that
will set them aside or make them special is this second
piece: learning about the industry, learning about career
opportunities, getting closer to the business world.” 
Dukes sees Wiström as a model of this plan, and comments, 
“She gets to write her own ticket, in some ways.” 

Meanwhile, Wiström finds that after high school in
Federal Way and college in Seattle, New Orleans is an
exciting but unorthodox city. “This place is more foreign
to me than some European countries I’ve been to,” she
says. Southern hospitality is the norm in her workplace,
however, and Wiström calls Shell very cross-functional.
“You can talk to anyone. There’s no boss that’s too good 
to talk to you or help you.” 

Like Linda Wiström herself, her advice to intern hopefuls
is both direct and practical: “Create your own opportunities.
Test yourself. It’s the kind of thing that makes you even
stronger. It’s not just the internship opportunity; it’s the
life skills you learn from it.” Associate Dean Dukes couldn’t
agree more. “Take responsibility right now for planning
your educational experience here, and your career,” he
urges undergraduates. “Internship is a piece of that whole.”
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Second Annual Retail Day Draws a Crowd of 700

By Denise Coppola

The Balmer Hall Undergraduate Commons was a bustle of excitement as retail 
management program seniors put on their second annual Retail Day on April 23, 2003.
Retail Day was organized mostly by students with the help of faculty advisors. The event
consisted of vendor booths, a barbecue, a fashion show, and around 700 attendees.

Retail Day was a great way for students to make contacts with companies for future
internship and job positions. All retail management students are required to have a 
full-time paid internship to graduate. The program also currently has a 95 percent job

placement rate for all graduates. Unlike many other events, Retail Day was open to all students of any major. 
The day began with students and recruiters intermingling and exchanging information. After plenty of networking

attendees were treated to a barbecue hosted by Target and Mervyns. Snacks were also provided by Wal-Mart, Costco,
and Starbucks. Many companies, like Nordstrom and REI, hosted booths and contributed to the fashion show. 

Cars equipped with the latest technology from dealers like Carter Volkswagen were on display between Balmer and
MacKenzie halls. Best Buy handed out promotional items and provided the music for the barbecue. 

Perhaps the most exciting part of Retail Day was the fashion show. The Bon, Eddie Bauer, GAP, Old Navy, Banana
Republic, REI and the University Bookstore hosted the show, and students and faculty modeled the latest fashions on the
catwalk. The day ended with a raffle for a bike from REI.

“The RM program is small and not many people know about it,” said Melanie Lynn, a retail management student.
“This event allows the program to advertise to the other students on campus that might be interested.“ With events like a
fashion show and a barbeque, it’s no wonder Retail Day is such a popular experience for students.


