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One thing that didn’t help was that many people 
who looked at my book just nodded and said, 
“Great ... great ... “ when it would have been a lot 
better if they’d said, “�is is bad.” �e more people 
I met with, the more I began to understand that the 
ideas in my portfolio needed work-and that it was 
my job to keep working on it until it was good 
enough to get a job.

So you’ve �nished your program and you have 
a “book” or a website to show what you’ve got and 
you’re ready to meet some people. 

What could possibly go wrong?__

I see as many interns and hopeful juniors as my 
time allows. Maybe it’s because I’ve been there 
myself and I know how hard it is to get that �rst 
break. Even though the schools are doing a better 
job than ever to get young creative minds cooking, 
there’s still a lot to learn to make your interviews 
successful.

First o�, don’t think that just because you’ve made 
a portfolio your job is done. I’m never that thrilled 
looking at a book that’s entirely school assignments. 
For one thing this work is mostly “group think” and 
the person you are meeting wants to see what you 
can do. I would suggest you split your book in half. 
Show some of the work you did in school and then 
show some work you’ve done on your own. Create 
some ads for something you’re passionate about, 
like cooking or motorcycles or a gun store-some-
thing you see opportunity in. Give it a voice or an 
attitude that shows you know how to make a state-
ment for a product or service. Sometimes, it’s 
a good idea to work with some ads that already have 
a great tone or campaigns that you love and show
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that you can write an ad that’s just as good as anything 
they’re doing. Another way to go  is to make an ad for 
a brand that seems to have no idea what they’re doing 
and give it a look and feel that you think is great. �ere 
are no rules for spec work other than your desired 
consumer response-the person who sees your work 
says, “I would love you to come and work at my agency.”

Second, if you get a few people saying something in 
your book isn’t great, it probably isn’t. Get rid of it. 
I always say, if you’re looking for a job that has you 
creatingwork everyday, you should start creating work 
everyday for yourself. Don’t kid yourself that an ad in 
your book that keeps getting pooped on will someday 
fool someone and you will get the job. Just because you 
love it doesn’t mean it’s going to help you get a job. 
It’s not always easy to get an interview with a creative 
director, so the time you have to make an impression is 
limited. Don’t waste it showing work you don’t think is 
great. Your book is only as good as your worst work, 
so keep beating it up until it’s hard to �nd a weak link
in the chain.

�e best advice I ever got: 

Don’t look at a bad ad and say, 

“I can do better than that.” Look 

at great work and try to do better

than that.__

Keep looking at the award show books and the Internet 
to see what’s popular and what great ideas look like.

And don’t roll over easily when you’re asked about your 
work. You need to be able to defend it. I’m always 
surprised how easily people admit that “It’s not very 
good” or “Yeah, a lot of people have said that they don’t 
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get that one.” So, you’re admitting to me you really don’t care? If nothing else, 
at an interview, you have to convey that you really, really want this, because 
the person behind you may really, really, really want this and that’s the person 
who gets the job.

If you’re not o�ered the big job and company car on the �rst interview, but you 
like the agency or the person you’ve met, try and get a return visit. Ask for 
advice on what you need to do to prove yourself and then schedule another 
meeting. People who are persistent always make an impression, and there is 
no shame in revisions. We are all faced with next round creative opportunities 
everyday. �at’s the job. Rarely, if ever, have I said no to a return visit.

Never sit back and feel that your work sells itself.__

Finally, I encourage you to bring yourself to the interview. Never sit back and 
feel that your work sells itself. It doesn’t-you have to sell it along with your 
passion and enthusiasm to work in this business. Go to an interview ready to 
have a conversation about advertising, your school experiences, even just 
what’s on your mind. �is is a business that is built on opinions, attitudes and 
subjectivity, so above all, show you can participate. 

Now this may all seem very daunting, and in some ways it is, but where else 
can you wear jeans to work and see something you did on TV? It’s worth it. 

Now go get it__
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