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CONNECT. EDUCATE. INSPIRE.

- Ask questions if it adds value to the
conversation

FEMALE
ATTIRE
1. Never Appropriate
2. Office Appropriate
3. Meeting Appropriate

1

2

3

MALE
ATTIRE
1. Never Appropriate
2. Office Appropriate
3. Meeting Appropriate

1

2

3

Collaboration
Across Facets

LEGEND

Publisher
Media
Creative
Tech
Measurement

Sales

Operations
Creatives
(Copywriter, Art Director, Designers)

Consumer Insights /
Research / Analytics
Analytics

Account Planning
and Brand Strategy

Finance
and Accounts

Client Solutions /
Strategy

Campaign Management /
Media Supply

Account Management
and Ad Ops
Marketing and Creative

Account Services

Business Ops /
Finance / Talent

Strategy

Sales

Marketing

Project Management
Account Management

Account Management /
Ad Ops

Media Buying
Engineering

Product

Sales

Production
Product /
Engineering

Account Planning
/ Strategy
PR / Corporate Marketing

Industry Roles
and Responsibilities
PUBLISHER
Editorial is responsible for the content output of their respected publication. To cover the various stories, they assign
staff journalists or freelance writers. They review the stories and edit them for factual accuracy. Editors may also take
responsibility for copy editing stories.
Sales is tasked with prospecting and driving new business revenue. They must be able to build relationships and
effectively articulate the company's technical value proposition to agencies and/or client direct. Sales professionals
are tasked with having a deep understanding of their ad solutions and their clients business objectives. They act as
an external facing expert within the markets, often broken out by region.
Account Planners and Brand Strategists are titles often used interchangeably in the industry, with other variations
like Client Solutions. These positions work directly with the sales team to strategize sales solutions, build media plans,
attend client presentations, and often act as the liaison between Sales and Account Management/Advertising Operations.
Account Management and Advertising Operation individuals come into play once advertising campaigns have been
sold through or partnerships established. Account Management teams act as as a liaison between the advertising
agency and internal teams to coordinate and execute advertising partnerships. Advertising Operations, often
referred to as Ad Ops, are a branch off of Account Management that's responsible for the implementation and
management of media delivery.
The Marketing and Creative Teams often work together hand-and-hand. They are tasked with building sales
materials, establishing sales strategies, and working closely with editorial for branded content ideation.
The Product Team develops and manages all aspects of the publishers site and advertising products and solutions.
PR / Corporate Marketing is a separate branch of marketing responsible for building awareness and positive brand
affinity with the target market and advertising industry.

MEDIA AGENCY
The Account Services Department comprises account directors and account executives whose main responsibility is
liaising with the agency's clients. They are responsible for the day-to-day running of the account and must have an
intimate understanding of their client's core business.
The Strategy Department combines research with strategic thinking and is considered the voice of the consumer.
The primary responsibility for the strategy team is to identify the right consumer, determine a big idea, and then
determine the right media mix to achieve the client's desired business and brand building goals.
Media Buyers procure advertising time and space, across all channels, required for a successful advertising
campaign. This includes TV, radio, outdoor (billboards, posters, guerrilla), print insertions, internet placements, and
anywhere else an ad can be placed. collaboration with the creative department to determine if their ideas are
executable within the given media channel.
The Consumer Insights/Research/Analytics Department is responsible for focus groups and testing, analyzing and
interpreting data, and helping the creative and account teams focus on new market trends. Data analysts are tasked
with interpreting vast data sets into compelling and actionable insights. While measuring campaign performance is
an important role for this department, they also have the opportunity to work with the strategy team to implement
the resulting tactics.

CREATIVE AGENCY
Creatives (Copywriters, Art Directors, Designers) are responsible for coming up with ideas for the advertising.
They often work in pairs, comprised of an Art Director (or Designer) and Copywriter.
The Account Management Team is the bridge between the client and the agency. They are responsible for ensuring
that the agency is meeting the client's needs and working with all the key functions that go into creating the agency's
advertising output.
Project Managers are the glue that helps keep projects — and people — together within the agency. They are
responsible for planning, organizing, managing and executing projects from beginning to end. The project scope
can vary from single pieces of collateral to multifaceted, multi-channel marketing campaigns.
Account Planning & Strategy: Advertising account planners work closely with agency account management and
creative staff, producing briefs to ensure campaign ideas and strategies are effective and targeted to the right
audience. They establish the goals and objectives, target audience, message and tone in which the campaign
should be delivered. Planners define how a particular strategy can help a client add value to their business, and
inspire creative teams to create advertisements in order to achieve this.
Production (Broadcast, Digital): Once an advertising idea is ready to be made, the Production team takes the lead,
no matter if it is videos, radio, television or integrated productions. They are responsible for the day-to-day
management and smooth operation of finding vendors, providing cost estimates, and leading the agency team
through the full process.

TECH
Product/Engineering is responsible for the development and implementation of a company-wide go-to-market
product plan, working with all departments (primarily Development/Engineering, Operations, Marketing Communications and Sales) to execute. Engineering is often a brand of product, directly responsible for designing, developing,
implementing and testing technical solutions based on client and business requirements.
Campaign Management/Media Supply owns the delivery and performance of advertising campaigns. They are
tasked with being experts for their given campaigns and have knowledge in a number of media platforms, reporting
tools, and analytical capabilities.
Client Solutions/Strategy must understand their customers needs in-depth, acting as strategic consultants for
existing client management. They create ongoing solutions devised from analytics and consumer insights to deliver
programs that continue to meet and exceed client business goals and KPI's.
Analytics develops client campaign analysis and solutions for account development. This team works in tandem
with Client Solutions and Sales teams on delivering digestible results from vast amounts of data. They support the
development and maintenance of datasets and reports for consumer segmentation, consumer modeling, and
test/control ROAS reporting.

MEASUREMENT
Account Management & Ad Operations work closely together to deliver a seamless customer experience. The
Account Management team is the face of the company, dedicated to managing strategic relationships, customer
onboarding, and account-specific services. The Ad Ops team is comprised of traffickers, engineers and problem
solvers who are actively implementing solutions & optimizing systems.
Engineers write, own, optimize, troubleshoot & protect the product. There are a variety of roles within an engineering
department given the complexity of the product: Frontend, Backend, Automation, Data, Security, Full Stack, UX/UI
Design, Mobile SDK, DevOps, and Javascipt Engineers (probably others...). Each is working on the code for different
parts of the product.
Marketing Measurement companies will have their own in-house marketing departments. Comprised of PR/
Communications specialists who work cross-functionally to get word of the company and its services out into the
marketplace; Field and Product Marketing Managers who dedicate their time to crafting the narrative around the
company's/products' value prop. Marketing Managers will also be responsible for internal training materials and
ensuring that both its in-house sales force and prospective clients understand this narrative.
Business Ops, Finance & Talent might include Executive Assistants, Administrative staff, Revenue Analysts, Legal,
Business Affairs specialists & other niche roles specific to the company. Business Ops will oversee the company's
success by ensuring its safety & financial health. Finance specialists will handle billing & invoicing as well as ensuring
proper documentation of all business interactions. Talent will drive recruiting efforts and Human Resources
programs.

What To Include
on a Resume?
1. PERSONAL INFORMATION

Name, Telephone number, e-mail
*No other personal information should be included

2. EDUCATION (College or Above)
• Institution, including City and State
• Year of graduation
• Degree / Major
• Minor and Concentration, if applicable

Optional:
• Scholarships, honors, or awards
• Special training or relevant courses
• Study abroad
• GPA and Major GPA (if above 3.0)

3. EXPERIENCE

• Describe your most recent job experience first
• Include both paid and non-paid experience, if they are relevant, including internships, part-time jobs, leadership
roles in clubs/organizations, volunteer work, etc.
• For each position, include job title, company name, city, state, and dates of employment.
• Use strong, descriptive action verbs to describe your responsibilities and accomplishments using bullet points.
• You can have more than one Experience section, if necessary (i.e. Relevant Experience & Additional Experience).

And if you’d like (and have space available) to include additional information on your resume,
these are common additions:
4. ACTIVITIES AND INTERESTS

Memberships, clubs/organizations, community involvement, etc. that is relevant to your career objective.

5. EXPERTISE OR QUALIFICATIONS
• Qualifications on equipment
• Licenses or certificates
• Language ability
• Computer skills

• Travel
• Publications
• Awards

Resume Do’s and Dont’s
Your resume is the first impression an employer will have of you and is the basis by which you will (or not) be selected
for an interview. Your resume should reflect the qualities and experiences most relevant to the position.
The winning resume is 100% honest, emphasizes your strengths and showcases how you’ll be an asset to the company.
Here are some tips:
Present your most relevant data first.
Utilize white space for a consistent format.
Be brief, concise, and easy to read.
Avoid the use of “I,” “me” and “my”.
Double, triple and quadruple check for grammatical and spelling errors.
Limit it to one page if you have less than 10 years of experience.

DO’S AND DONT’S
DO

• Provide your LinkedIn profile, especially if
you have recommendations.
• List fun and unique interests that will help to
set you apart from other candidates.
• Add military experience and awards.
• Add foreign language skills.
• List customer service and administrative
experience, if relevant.
• Showcase your extracurricular experience,
especially if you were heavily involved on
school projects that provided you with
experience related to the position.

DONT

• Lie on your Resume.
• Include a photo.
• Start sentences in the present tense.
• Have any typos (45% of resumes with just
one typo are thrown out immediately!).
• Email address should be basic, such as
johnsmith@yahoo.com. Not unprofessional,
like PartyDude1999@aol.com.
• Provide a creative portfolio link if you are
applying to a job other than creative.
• Provide marital status, children, or religious
affiliation.
• List computer experience that is not
applicable to the position.

REFERENCES

Do NOT list your references directly on your resume. Instead, identify 3-5 previous employers and/or faculty members
to have at the ready, including their name, title, organization, and contact information (telephone and email).
Prospective employers will often ask as part of the interview process.
Be sure to ask each person before providing their name. And it is always courteous to give them a heads-up when you
have given their name to a prospective employer.

Cover Letter
The ultimate goal of a cover letter is to get the reader excited to meet you for an interview, even before reading your
resume. Don’t spam employers with a standard cover letter. Get creative and spend extra time making your cover
letter unique.

1. SALUTATION

Try to identify the person who has the power to hire you in that department or organization. Spell their name and title
CORRECTLY:
Dear Ms. Smith
Dear Dr. Diaz
Dear Marketing Director
Dear Human Resources Professional
To Whom It May Concern (if you cannot find the person you’re writing to)

2. FIRST PARAGRAPH

Here is where you indicate why they are receiving this letter, what position you are applying for, the person who
referred you, and how you heard about this position.

3. SECOND PARAGRAPH

Here is where you can give a bit more information about yourself.
• Communicate how your skills and experience can be of value.
• Present the most relevant information you want them to consider.
• Highlight special accomplishments and show your enthusiasm.
• Explain how your qualifications match the company’s needs.
• But make sure that you aren’t merely repeating your resume.

4. CLOSING

Wrap it up and let the employer know that you appreciate their time and consideration. And make sure to include your
contact information.

Job Search
RESEARCH AND KNOW WHAT YOU WANT

Research the position you’re interested in (reference job descriptions in appendix) and the companies within the
market that have that position you’re looking for and that fit your personality.
Some good places to do research are:

1. INDUSTRY PUBLICATIONS

2. BOOKS
• Truth Lies & Advertising - The Art of Account Planning,
Jon Steel
• Ogilvy on Advertising, David Ogilvy
• Confessions by an Advertising Man, David Ogilvy
• It’s Not How Good You Are, It’s How Good You Want to
Be, Paul Arden

3. JOB POSTINGS
• Thinkla.org/jobs
• Jobs.Adweek.com
• Indeed.com
• Linkedin
• ZipRecruiter

4. YOUR OWN NETWORK

• Contact your college’s alumni relations department
and ask for alumni contacts currently working in the
advertising industry. These are are great people to
reach out to for an informational interview.
• Do you know anyone within the organization that you
can use as a reference? If so, reach out to them asking
politely if they might be willing to assist!

YOUR OWN NETWORK (con’t)

• If you find yourself at a career fair, go up and
introduce yourself to start building a relationship.
• Attend ThinkLA and other industry events. Everyone
is there to network!
• Remember that networking is about building long
term relationships, so don’t have an agenda when
first meeting someone.

5. LINKEDIN

Photo: Keep it professional and make sure to smile!
Professional photos are a must, consider a headshot.
Headline: Share your ambitions with people and all
the cool things you are doing now and plan to do.
Summary: Talk about your motivation, skills, future
plans, and goals.
Volunteer Experience: Shows employers that you have
interests in helping the community or are passionate
about a cause.
Recommendations: Ask managers, professors, or
classmates to write a recommendation for you.

6. GENERAL SEARCH TIPS

• When you meet new people offline, add them to your
professional network with a message that reminds
them of your recent connection and offer a reason to
stay connected.
• Save searches and add alerts for job searches.
By doing this you can be alerted instantly when
opportunities become available.

Interviewing!
TYPES OF INTERVIEWS

There are different types of interviews and they can
happen at various locations depending on the
corporate culture.
• One-on-one: Just you and one interviewer.
• Panel: More than one person interviews you at the
same time.
• Group: You and other candidates are all interviewed
at the same time.
• Telephone: Often used as a screening tool before
inviting you to an on-site interview.
• Meal: The interview is while eating, typically a lunch.
• Working: You are put to work and observed.
• Video: Often used as a tool for candidates who are
unavailable to commute.
• On-Site or Second Round: After you have made it
through a screening interview, many organizations will
invite you to their offices for a visit that may include a
series of interviews, a site tour, and a meal.

WHAT TO DO BEFORE AN INTERVIEW?

1. Research
• Do your homework. Read their website thoroughly,
know their top clients, and learn about company news.
• Research your interviewer(s) on LinkedIn.
• Ask what type of interview to expect (see above) so
you can be prepared.
2. Practice
• Answering questions in front of a mirror can be useful
for assessing your facial expressions.
• Unless asked to give more detail, limit your answers
to two to three minutes per question.
• Record your responses or have a friend watch and
review your performance. Ask yourself: How long did I
talk? Did I look/sound confident? What does my body
language say (smile, maintain eye contact, be
enthusiastic, and maintain good posture)?

Did I look/sound professional, but enthusiastic (pace,
voice quality/tone, energy, posture, eye contact, hand
gestures, etc.)?
• Develop and practice your 30-second “Elevator Pitch”
for when the interviewer says, “Tell me about yourself.”
3. Be Ready For The Day
• Bring extra copies of your resume, transcripts,
references, and all employer forms that you have been
asked to complete.
• Bring a professional folder or nice notebook and pen
for taking notes.
• Have questions prepared for each person as you
speak with them. It will show them that you’ve prepared.
• Map out your route ahead of time and allow for LA
traffic and parking.
• Plan to arrive 15 minutes early. If you’re even earlier,
politely tell that to the receptionist and wait. It’s always
better to have more time - Use this time to mentally
prep for the interview.
• Know what to do if you receive an offer on the spot. In
most cases, it’s better to think about the offer before
accepting or declining; let them know when you expect
to make a decision and maintain communication until
that time.

WHAT TO EXPECT DURING AN INTERVIEW?

Potential Interview Questions To Expect
• How well do you feel your education or internship has
prepared you for advertising?
• Why did you choose to apply at our company?
• Tell me about your career objectives? What are you
looking for in a job?
• What has been your biggest accomplishment in your
life/career so far?
• Describe how you have approached a project that
involved a great deal of pressure, short deadlines, etc.

Interviewing!
WHAT TO EXPECT DURING AN INTERVIEW?
(con’t)

Sample Interview Questions To Ask
• How would you describe this company's values?
• Can you walk me through a typical day in the role?
• Can you share what management would expect of
me in this role?
• What are the prospects for growth/advancement?
• What can I clarify for you about my qualifications?
Tips When Asking Questions
• Ask one question at a time
• Avoid "Yes" or "No" questions
• Ask questions about multiple topics or departments
• Remember that your interview is not a lesson.
• Do not bad-mouth previous employers/bosses. This
is deadly, since the hiring manager might know the
person (advertising is actually a very small industry).

WHAT TO EXPECT AFTER AN INTERVIEW?

No one is YOU and
that is your Superpower!

• At the end of the interview, mention what you
appreciated from the day’s activities and your
interest and ask for a business card from each
interviewer.
• If you receive an offer on the spot, it’s up to you to take time to think about the offer before accepting or declining.
Let them know when you expect to make a decision and maintain communication until that time.
• Critical! Immediately submit a unique, written thank you note to each of your interviewers, mentioning a point you
discussed in the interview to show you were engaged and help them remember who you are. Reference business
cards for accurate spelling, etc.
• Send a quick email to the hiring manager thanking them for their time.
• A week after your interview, contact the employer via email to show your continued interest and ask if there
is any additional information you can provide.

Notes

Notes
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