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Introduction
What Exactly Is This?
It’s a book. Note the many words and pages.
A book for people trying to find the right career, for those who may be in the very throes of “Aaaaaah! What am I going to do with my life?!”
Don’t panic. You will not end up a hobo or pharmaceutical test subject.
Maybe you have no idea what kind of job you’d like. Or maybe you think you want a particular career, but, to be honest, you’re not entirely sure what those who have it really do all day.
The elusive informational interview has long been the best way to get at the root of what a job really entails, warts and all—plus get the scoop on how to actually land it. You sit down with someone who has said career, and you ask all your questions. Like what exactly does he or she do, is it really fun or deadly serious, are working hours insane, what can you expect to make, how do you get a foot in the door, and what should you wear when you do?
And that’s precisely what this is. Insider knowledge on a variety of careers, gleaned from actual informational interviews.
In book form.

And How the Hell Did You Write It?
For each career, several “stars in their field” donated a chunk of their time, and allowed the author, or one of his editorial assistants (which included recent graduates and graduate students close to the job hunt), to interview them.
A lot of the wisdom, candor, and advice inside this book came from these informational interviews. It’s straight from many horses’ mouths. Which means you’ll find information here that you won’t find anywhere else. Information that might not perfectly correspond to what you’ll find on a generic job Web site, or in a pamphlet in a career center. It may, and probably will, contradict these occasionally. The insight you hold in your hot little hands is not “averaged” or watered down. It’s what successful people who had these jobs told us. They were pointedly asked to clear up any common misperceptions about their careers. And in some cases, they sure did.
It is the sincere hope of the author that by the end of each chapter, you’ll get a good feel for exactly what each job is, whether you want to pursue it, and what the hell it’s going to take to get it.
Hopefully, without any paper cuts.

But before We Begin…Two Pieces of Advice
Regardless of his or her profession, interviewee after interviewee uttered the same two suggestions for breaking into their exciting, competitive fields:
One, be willing to intern or work for free to get your foot in the door. As you shall see, it’s important to show you’re willing to “do whatever it takes” to gain an entry-level position. And that often involves, for a little while, working for nothing.
Two, get to know people in the field, any way you can. Yep, it really is who you know. Ask everyone and anyone if they have any connections to a kind soul in the industry you seek. Your brother’s girlfriend’s cousin’s sister with the Beanie Baby collection might just be the hookup you’ve been searching for. Don’t be shy: network.
Sure, you may have already known those things. But as you’ll see across a wide swath of professions, it turns out they are even more important than most people believe. If you walk away with only those two things from this mighty tome, those are the ones to carry.

And One Quick Note on the Money
Salary is always a tricky subject. In this book, compensation is reported two ways. First, whenever possible, salary figures are quoted from a respected statistical survey. The preferred reportage is from the government’s Bureau of Labor Statistics (bls.gov), followed by sites like salary.com or industry-specific salary surveys.
Several careers in this book, however, are either so new or so specialized that statistical data do not yet exist. Don’t fret, because for each job, “anecdotal” salary figures are also provided. These are the salaries quoted by interviewees and then backed up by more than one source in the profession. Often the anecdotal salaries are higher than the ones in surveys like the BLS’s, as those tend to come from a more generic sample. For example, the BLS’s mean salary figures for the profession of jewelry designer averages in the jobs of stone setter and gem polisher, which are lower-paying positions.
Thus endeth the preamble. Onward to the main event…


A&R Executive
A&R executives don’t make music—but without them, you probably wouldn’t have heard your favorite song. They’re the folks at record labels who discover bands and musicians, get them record deals, and then shepherd them through the music industry bureaucracy until their albums are in stores. It’s an amazing career where you can meet unknown, talented musicians and—if you really believe in them—help make their wildest dreams come true.
You just got a little misty-eyed, didn’t you?
My job is first to help decide what artists are signed to the label, and then, on an album-by-album basis, to help them continue on a progressive journey toward full artistdom, so to speak.
—Mark Jowett, head of A&R, Nettwerk
What’s A&R?
A stands for artists, the actual human musicians, and R stands for their repertoire, or their songs. So the A&R department is the part of a record label that first scouts and discovers the Artists, and then develops their musical talent, Repertoire, with the goal of eventually making albums that earn millions. To do this, they not only find the musicians, but then help handle everything including the contractual negotiations involved in signing a band, hiring songwriters and record producers to improve the band’s sound, and scheduling the actual recording sessions.
Sometimes A&R people toil to make important records, sometimes mediocre records, but either way, records that everyone hopes will make money. It’s not just about art—the A&R people’s job is to find and develop moneymakers. And if they don’t, well, generally they get about eighteen to twenty-four months’ leeway before it’s time to pack up their crap and wave buh-bye.

And What’s It Like to Work at a Label?
Rockin’. Well, it’s not a used-record store, and colleagues don’t hold lighters in the air when you make a good presentation, but as you’d imagine, it’s pretty damn casual. Every label has its own culture, but it’s the music world and it’s open to letting you be the person you want to be. You need not hide the piercings or tattoos here; feel free to let your inner Goth, rocker, or diva show. Some labels focus on indie rock and their vibe is very jeans and T-shirts; others are more hip-hop oriented and the gold rope chains are in effect. There are large labels housed in shiny office towers and small ones in makeshift lofts. They are all places where (just about) every employee chose to work because they loved music and wanted to be close to it, from the marketers to the receptionists to the accountants.
A&R folks’ jobs are entirely performance based—everyone sees what you do and what bands you sign. In fact, the whole business starts with you. You find the band, sign them, get their record made, and then feed it into the company machine. The rest of the label—marketing folks, online promotions people, and so on—then works feverishly on it. They may love the album, or they might grumble, “Why are we working on this piece of crap?”
Even if your last band went to the top of the charts, that was then, what’s happening now? The saying in A&R goes, “You are only as good as your last hit.”
—Jared Sheer, A&R manager, Epic

But You Won’t Always Be in the Office
As an A&R person, you’ll travel a lot. Sometimes you’ll go see bands across the country (or world), and sometimes you’ll literally be chasing them around because other labels want to sign them as well. There are a lot of frequent-flyer miles to be had.
If one of your bands is recording their record away from where you live, you’ll go join them. You need to be at the studio for support, to help them make the best record they can, and to make sure they are using their expensive studio time wisely. Soup to nuts, recording and getting out a record (promotion, artwork, and so on) at a major label costs a minimum of a million bucks. And the label is doing it all because they believe in your taste, that you picked a winner. Yeah, you’ll be at the recording session.

Where You Start and Where You Go
So you’re getting excited—you love music and this job sounds pretty cool, huh? Well, hear this now and digest it: you are not going to start working at a label in the A&R department. There is no job there for you; they simply do not hire entry-level anyone. So how do you get started in A&R? The first step is getting in the door of a record label any way you can. Then once inside, do your best to network. Go meet people in A&R, and then, somehow, migrate over. So the first job you take at a label could be in marketing or accounting, you might be the receptionist even, but it’s all a means to an end, your first job in A&R. How long that migration takes—weeks, months, years—really depends on you, and how well you work it. More advice on breaking in shortly.
Once you are working in A&R, the job pretty much stays the same, even as you climb the ladder (and you ascend strictly based on your track record of successful records). Sure, there are bigger titles and money and added managerial duties, and you’ll be able to tell someone beneath you, “Hey, go check these guys out in Philly and tell me if they’re any good live,” but the major responsibilities will remain the same: find good musicians, sign them, and help them make a great record that will earn the label gobs of cash.
That said, rising in the organization requires a lot of luck. Everyone in the industry knows it—the best bands just don’t always make it big. And behind every “almost” band is an A&R guy holding an economy-sized jug of Pepto.

What Kind of Person Fits the Bill?
First off, surprise, surprise, you should love music. Sure, in the end it’s about money, but if you are just about money, there are easier ways to get rich. But even though you have the love, you also need to exercise some level of emotional detachment. You have to separate yourself from the dreams of the musicians you work with; otherwise, you’ll be a mess when things don’t work out, which is frequently. The band will be wrecks, but you need to be clearheaded and able to see the next move.
So much is out of your control. You could find a great band, get them through the nightmare of signing, booking studios, and finally making an actual album, a great album…and it could flop. The public may just “not be ready for it.” Or the timing could be wrong on the release date, or the record comes out opposite some huge hit from someone else.
—Jared Sheer, A&R manager, Epic
If you’re to be good at A&R, you must be a somewhat creative person yourself. You have to be able to think abstractly and understand the band’s vision. And then you need to be willing to do what it takes to make this vision a reality. Self-starters and go-getters tend to do well. With the long hours, energy and stamina are another must, so if you poop out before Conan comes on, you’re probably not going to make it. Also, you must be patient; the odds are always against your making the next big album, so you have to persevere and try, try again.
Last and most important, to be successful in A&R you need to have a quality that can’t be learned: the ability to identify music that will appeal to a wide audience. It’s hard to define, yet it’s critical to your success.

Hours?
A job in A&R is truly a twenty-four-hour gig. Any time could be work time. You’ll leave the office and go out to see a bunch of shows. You’ll travel on the weekends to see bands playing out of town. Musicians record when they feel the muse, so your sessions are frequently late-night, early-morning affairs. And all the while, you’ll be rocking the Blackberry, doing the two-thumb shuffle on one of the other projects you’re developing.
Good A&R people can actually make a huge indent on pop culture; that’s what makes the job so exciting. They can literally define the modern music scene by the musicians they discover, develop, and then vigorously promote and defend.
—Jared Sheer, A&R manager, Epic
However, even though you might be working all night, c’mon, it’s music. It’s got to be one of the most social jobs in the world. You will be hanging out with people who, like you, love music. People who would pay to go out and see bands, find ones they dig, and help them make an album. When it’s midnight and you’re drinking a beer in the VIP section, it’s hard to complain about it being a tough job. At the same time, it’s sometimes hard to maintain a social life outside the industry. You’ll go to a friend’s birthday party and inevitably look at your watch and say, “Shit, gotta jet and catch this band downtown.” You will always, always have a pair of earplugs somewhere on your person. (When you see loud shows five nights a week, you aren’t ashamed to rock the earplugs. Otherwise you end up with tinnitus, Pete Townshend style.)
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How Much Cheddar?
A&R folks make a salary, plus there is a point system, meaning they get a percentage of the sales of the records on which they’ve worked. There really haven’t been any surveys of A&R salaries, nor is it a career covered by the fine people at the Bureau of Labor Statistics.
Your first job in A&R will probably pay somewhere between $20,000 and $25,000. However, discover a few bands that make it big, and you will see the Benjamins. Pay of between $150,000 and $200,000 is not out of the ordinary. And at the top, the money is fantastic. Yacht-riffic.
[image: image] Stress-o-Meter: 6 (1 being a hand model, 10 being a hand surgeon)
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But on occasion, it peaks to 10. It’s always fun to be making records. But remember, for every band you sign and album you make, you are basically asking the label to spend at least $1,000,000. And with that expenditure comes the pressure to perform. You’ll be dealing with lots of egos and maybe even people with drug and alcohol problems. However, it’s music, not heart surgery—although bands’ careers may be just as hard to resuscitate.
Pros
[image: image]
It’s a glamorous job.
You’ll see bands all night, and listen to music all day.
You work with cool people who, like you, love music.
There are expense accounts.
You get to go to sick parties, and get free stuff in abundance, like music, movies, DVDs, and video games.
Cons
[image: image]
You may have to deal with some nasty celebrity egos.
Long, long hours and being on the road can make the gig quite tiring.
Breaking in isn’t a cakewalk, and once you do, there’s pressure to succeed.
You get caught up in a lot of “pop culture bullshit.”
The music industry is not doing so well these days.
[image: image]
Congratulations, You Work in A&R. You Wake Up And…
[image: image]
	
9:00 AM:

	
You brush your teeth and swallow a couple of Advil. You were out until three last night at a showcase you booked so executives at the label could see the bands you’re currently interested in.

	
10:30 AM:

	
You arrive at the office. You drink a pint-sized iced coffee and check your voice mail. Good news, one of your bands impressed last night; you have a few messages about them from the heads of the label.

	
11:00 AM:

	
You have a lot of projects going on, all in different stages of development. In a whirlwind of activity, you set up one of your bands to be interviewed by a music writer from CMJ (College Music Journal), find studio time for another band to record an EP, and coordinate the travel arrangements for a third band.

	
5:30 PM:

	
You head out with a colleague. Every night there’s something to do; you might see a show, meet a band’s manager, go to a movie premiere that one of your band’s songs is in, you name it. Tonight you have a dinner meeting with a band you are on the verge of signing; they are considering your label and one other. You pocket your corporate credit card and hit the street.

	
8:00 PM:

	
After the fried calamari is served, you get serious for a minute. You tell the band that if they sign with you, you’ll kill yourself to make their record the best it can be. You know your label is bigger than some of the others they’ve been talking to, but you give them your oath they will never get lost there.

	
10:00 PM:

	
Last night was a late one, so after dinner you make a beeline for your couch, lie down, and watch TV.
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I’ve Got the Music in Me. How the Hell Do I Get This Job?
Okay, brace yourself for another annoying nugget of truth. You are going to have a hard time getting a job in A&R if you don’t live in New York City or Los Angeles. There are music labels elsewhere, but the majority are in those two cities (in America, that is; of course there are heaps of labels in London, Tokyo, Rio, and so on).
The way into a label, in any capacity, is to get an internship, or several internships year after year, and get them as early as possible. If you can get one while you’re still in high school even, bravo. (If you live outside New York or L.A., consider spending a summer in one of those cities and getting a summer internship.) If you do get an interview for an internship, don’t ever, ever say you want to intern in A&R. Everybody wants that, and odds are you will be rejected (since you’ve shown no interest in the other departments that actually have openings). Just get in, in any department, and start absorbing how a label works. And then, schmooze it up. Make friends with the A&R people; find out what floor they’re on and somehow ingratiate yourself. Think of something. For example, everyone loves donuts. And once you’ve gotten to know them, toward the end of the current internship, ask them if you could intern in their department next semester or summer. Sounds crazy, right? It works.
There’s really no other experience that will help you land an A&R job. You could be a DJ for your college radio station, write music reviews for a Web site, or book bands for a local club, but only in the craziest, rarest of circumstances would that get you directly into A&R. But they are worthwhile activities, because they will help you get a different entry-level job or an internship. No matter how padded your résumé, you still will need to go that route. Truth is, A&R jobs really don’t exist. They are created for individuals who the label thinks might know something that will eventually land a great band. That’s why you first need to get in the door and make the relationships with the decision makers. And show them how awesome you are.

Resources, or What Helps You Be the Kind of Person Labels Want to Create a Job For?
You should be immersed in pop culture. You should see shows and look for new bands constantly, be versed in who is playing and drawing people. Information can be found anywhere—there are a billion music blogs, such as pitch forkmedia.com and stereogum.com, but you have to take everything you read with a grain of salt until you see or hear the bands for yourself. The label is paying for your opinion. Talking to friends whose opinions you trust is just as important as learning about bands from the press or scouts; talk to bartenders and bouncers and sound engineers at the cool clubs, the folks who are there every night. Just go up to them and ask who sounds good, who have they seen lately who has promise?
You could try to find one or two bands that you really love and start a tiny label on your own. It doesn’t cost very much to put music on the Net. The reality is that the music industry these days is a bit like the Wild West, because it’s so much easier for artists to reach fans directly through the Internet with MySpace and Band-Space and many other sites. If you make some noise, well, labels will be more inclined to meet you.
—Mark Jowett, head of A&R, Nettwerk
And you should be browsing sites like myspace.com. These have become a vital place for new bands to start; set aside some time every day and go on a treasure hunt. When you find bands you love, champion them. Be one of the voices in the crowd that turns on the people who are already working in A&R.


Actor
“Are you talking to me? Because there’s no one else here. Are you talking to me?” As just words in a script, the lines are innocuous. It is the actor’s job to interpret these words and bring them to life. Like Robert De Niro did, when he took those words in Taxi Driver, and through his character, made them absolutely sinister and foreboding. The Mohawk didn’t hurt either.
My goal as an actor is to make the audience emotionally go through what my character is going through.
—Melonie Diaz, actor, Raising Victor Vargas
Professional actors work in theater, television, radio, Web films, commercials, and even video games. Those who pursue it can’t picture themselves doing anything else. It’s not a choice; it’s who they are. And you may well understand that feeling. Perhaps you were belting out “Tomorrow” as Little Orphan Annie in elementary school, or putting on your best English accent to say “Please sir, can I have some more?” as Oliver. Did you ever “act sick” to stay home from school? Did you successfully act out the “I’m getting tired” yawn to put your arm around a date? Or “cry on cue” to get out of your first speeding ticket? If so, then you just might have the acting bug. Read on, young thespian.
The Big But
As you must know, making a living solely through acting is a long shot. It is a business filled with rejection. To work as an actor, and only an actor, you pretty much have to live in Los Angeles for TV and film, or New York City for theater as well as TV and film, albeit on a lesser scale. You can be an actor in other cities, but rarely is there enough paying work for you to do nothing else.
As an actor you’re constantly looking for work, and even if you’re auditioning all the time, you’re not necessarily booking the job. So as much as you know it’s not about you personally, it starts to creep into your mind—“Am I in the right business? What am I doing wrong that’s preventing me from getting this gig?”
—Gibson Frazier, actor, co-writer, and producer, Man of the Century
In fact, most actors have a secondary source of income, especially starting out. And most roles are for actors between ages twenty and forty, which means you’ll probably need that secondary income toward the latter part of your career as well.
If you want to be an actor, take solace in the fact that plenty of little-known working actors make decent salaries and are living their dreams. And of course, there are the lucky few who’ve made it big and live lives of mansions, personal assistants, and stables filled with giraffes.

Auditions, Auditions, Auditions
The biggest part of the job of actor, as well as the largest frustration, is actually looking for work. This unpaid hunt for roles will take up far more time than the paid performing part. Actors’ working lives can basically be split in two: life when you’re looking for a role, and life when you have one.
To get a part in any sort of production, you must audition for it, unless you happen to be Meryl Streep. Auditions are like job interviews; they don’t pay. You’ll be called to the studio or casting director’s office along with a lot of other actors, and one by one, you will each perform some of the script. You will be videotaped for later review by the director (who generally doesn’t attend the first round of casting), and the whole thing will usually be over in about five to ten minutes. However, you may well be sitting on your butt in an overcrowded room full of actors with coffee breath for up to an hour, until you’re called into the actual audition. It’s a bit like waiting for the doctor during flu season.
Auditions are pretty rough. First, you will spend a lot of time and effort running around town to different ones. You could have two or three in a day, in different parts of town. Second, many times you walk into them cold, are handed a script, and then are asked on the spot to act it out. You won’t get a lot of direction, and you can leave feeling very defeated. It’s a hard thing to constantly do to your ego. You really have to believe in yourself and develop thick skin.
On stage, we talk about being “in the moment.” That’s what is appealing for an audience to watch—two actors that seem as if they are talking for real. And that’s the experience you want in the audition, regardless of the material. I mean, you obviously want your read to be good and make sense, but you also want to have some magic, some spark going on between you and the rest of the room, separate from that.
—Gibson Frazier, actor, co-writer, and producer, Man of the Century
If you nail an audition—yee-ha!—two things can happen. One is boom, you get the part. The other is you are invited to a callback, basically a second audition, which will be attended by the decision makers—the director and producers. Only a few actors are called back for a given role, so you’ll be directed more closely and spend more time acting than waiting. Then after performing, you’ll leave, and hope the call you get later from your agent is a happy one.

Speaking of Agents…
To be invited to auditions, you generally need an agent. Sure, there are open calls, meaning auditions anyone can show up at, but for most of the better roles, only actors with agents are asked to try out.
Agents can also get you into auditions for which casting directors may not have thought of you. Your agent can say, “I know you want a statuesque blonde, but you should really look at this actress, she has a quality I think might be perfect.” If your agent has a good track record, you very well may be invited. Plus, as you get more successful, an agent will really guide your career. They help you move up, one role at a time, with an eye on building you as an actor. They’re pretty much a necessity.
Of course, it’s hard to get an agent if you haven’t had a role. And it’s hard to get an audition to get a role if you don’t have an agent. It’s the first of many wonderful Catch-22s you’ll find in the acting game.

The Union
Here’s the second. Acting is a union gig. There are three main unions: the Actors’ Equity Association (AEA), which is the union for the theater; the Screen Actors Guild (SAG), which is for films and TV; and the American Federation of Television and Radio Artists (AFTRA), which is for radio, recordings, and some television. To work as a professional actor, you have to be in the appropriate union. You can’t get a job until you join. However, you cannot join any of the unions until you have a job. Figure that one out.
Actually, somehow, you will. Perhaps you’ll have been given extra work on a Nike commercial, and suddenly are needed to do a speaking part. Boom, that one line—“Boy, he’s fast!”—is your first official “role,” and your ticket into the Screen Actors Guild.
Although getting in the union seems an insurmountable hurdle at first, once you are a member, you’re a member for life (assuming you pay your dues, which are based on your yearly earnings). It’s sort of like being “made” in the Mafia. The unions protect actors from being taken advantage of and ensure they are paid at least the legal minimums, which are amounts they’ve negotiated. In addition, if you make over a certain amount of money acting, you can get health insurance and other benefits through the unions.

Life When You Have a Part
When you’re working as an actor, life is pretty damn fun. You’re part of a group of people with a common goal: making the production—be it a play, film, or commercial—the best it can be. You’ll be around other actors, as well as set designers, wardrobe stylists, producers, and directors, who share your passion. You’re being treated with respect; you’re one of the most important people on the set or backstage. It’s like you’ve finally found your home, and the spirit and energy of it are addictive. Actors say that there’s just something magical about the camaraderie.
If you’re working on film sets of any kind (TV, features, commercials), you’ll find there’s a lot of downtime and hanging out. You may be on the set for ten hours, but spend only twenty minutes actually acting. Even less if your role is a small one. Lighting, blocking camerawork, shooting scenes you aren’t in, and so on all take time. A day on a film set as an actor can best be described as hours of boredom interrupted by minutes of exhilaration.
As an actor, you’ll see that every director’s approach is different. Sometimes you’ll do a lot of rehearsal before a production begins, learning and tweaking your part. On other projects you’ll literally meet your co-actors on the set the morning of the first day and begin filming hours later. It all depends.
When you are on a production and waiting around, part of the job is to be social and friendly. You have to realize that even when you have a role, you’re always auditioning for that next one. It seems to me the people that are kind, courteous, and professional have the most longevity in this business.
—Melonie Diaz, actor, Raising Victor Vargas
In the theater, there is far less free time. Before a play opens to the public, there are weeks of rehearsals. When the show finally does open, actors arrive at the theater around an hour before the curtain rises. Then it’s showtime! And once it’s over, after some hanging out backstage, the actors leave. Sure, there will be a few nights out with the cast and crew, tipping back glasses of champagne and all that, but Broadway shows have eight performances a week. You can’t go out for celebratory drinks after each one. Not unless you’re Peter O’Toole.

What It Takes to Be an Actor
A lot of people dream of being professional actors. A lot of them have the charisma and charm to be entertaining on the stage or screen. And a lot of them don’t make it. Those who do are incredibly hardworking; they’ve made personal sacrifices and have been damn lucky. “Right place, right time” stories abound. Start looking for a four leaf clover on eBay.
The odds of being lucky increase if you are diligent. You probably aren’t going to nail your first audition, or your fiftieth. You just have to hang in there, though, and believe in yourself. Take nonpaying parts in plays in crappy little theaters, and roles in short, independent films that only a few people will ever see at festivals. But hey, you’ll go to that festival, and you’ll feel like a star—you can wear sunglasses at night and everything. One day, the right person just may be in the audience.
It sounds a little corny, but what makes you a great actor is really knowing yourself. It’s having had life experiences that you can bring to a character and then share with the world in a way that truly connects. It comes from your own unique personal background, your self-education.
A formal acting education is another tool you can use to help increase your self-awareness. While there are a few “naturals” out there in the world, you probably will want to take acting classes. This doesn’t mean you need to go the whole hog and major in drama, or even get an MFA (although if you do, you can always teach as your “day job”), but most actors will tell you the acting workshops they’ve attended and training they’ve received are invaluable. Just watch any episode of Inside the Actors Studio; all the actors always give props to their teachers and mentors. With education, you’ll understand how to take direction and what a director may want from you. Sure, none of these can give you that magical “star” quality, but they will make you a more intelligent actor.
When you go to an audition, no one is going to ask to see a résumé or your GPA. But although your college major and extracurricular activities don’t really count in terms of “getting a job,” they may help you better understand yourself, and thus be a better actor.
As an actor, you use your body and mind as tools. Training helps you get the most out of them. The education really helps you learn more about yourself as well, and how to take different experiences and bring them to a role.
—Melonie Diaz, actor, Raising Victor Vargas

Hours?
When you are working on a film, TV show, or commercial, you’ll probably need to be on set ten to twelve hours a day. And it might actually be during the day, or it could be a night shoot. In the theater, before a show opens you will rehearse from 10 AM to 5 PM, five days a week. Once it does, you’ll be at the theater an hour before the curtains go up, and you’ll leave when the play ends, so you’re working three to five hours a day, tops.
When you don’t have a part, it depends how many auditions you have scheduled, what scripts you are reading, and really, what you define as “work.” It might be zero hours; it might be three or four. If you are secure and feel another job is coming, you can really enjoy these days off. You can plan extended trips; you live outside the normal system the rest of the working world follows. You get to go to the gym during off hours; when everyone else is stuck in their office, you, my friend, will be king or queen of the treadmills. However, if you’re more neurotic, these downtimes can give you the shakes.
[image: image]

Play Money?
You could make nothing, but there’s always the chance you could be the next Tom Cruise and have hand-tailored suits made of endangered species. Until you start booking jobs consistently enough to feed yourself and your cats, you’ll need a “real” job that’s flexible enough that you can run out to auditions.
I was a waitress for a long time. When Raising Victor Vargas came out and I was starting to really get noticed, I was still waitressing. That’s just how it is. Most actors have to support themselves with another job.
—Melonie Diaz, actor, Raising Victor Vargas
Once you are working, how much you’re paid is based on minimums set by the different unions. Your agent may be able to get more for you, depending on how hot you are. Union guidelines are fairly complex, really splicing and dissecting out every possibility of performance. (You can download all the possibilities from each union’s site, listed in the Resources section.) As complex as they are, looking at the unions’ salary guidelines is really the best way to go, because salary surveys are a bit spotty for this profession.
Salary.com reports that actors’ and performers’ salaries range from $30,737 to $65,843 nationally. The Bureau of Labor Statistics reports an hourly salary for this field instead of an annual, $23.37 being the mean hourly wage—with the following caveat: “There is wide variation in the number of hours worked by those employed as actors, dancers, musicians, and singers. Many jobs are for a duration of 1 day or 1 week and it is extremely rare for a performer to have guaranteed employment for a period that exceeds 3 to 6 months.”
[image: image] Stress-o-Meter: 5 (1 being a crossing guard, 10 being a prison guard)
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It’s an average; actors will tell you that when they’re working, it’s around a 3. And when they aren’t working, it’s around 9.5. The constant fear of never working again, of nobody liking you, is the hard part. Performing is the joy.
And of course, there are the reviews. Some actors never read them; some can’t wait to. Either way, being judged is never a stress-free activity.
Pros
[image: image]
You love to act. You’d do it for free.
Making films or theater is a collaborative artistic project where you meet amazing, talented people.
You live a life different from all the other “suckers” out there.
Cons
[image: image]
The inconsistency of work is stressful.
A lot of creepy, fake, parasitic people are attached to the entertainment world.
You may be somewhat poor. Ramen noodles could be a staple in your life.
[image: image]
Break a Leg, Kid. You’re an Actor. You Wake Up And…
[image: image]
	
10:00 AM:

	
Last night was the final performance of an off-Broadway play you’ve been performing in for the past three months. You give yourself permission to “act lazy” and lounge in bed for a little while.

	
11:15 AM:

	
Now showered and dressed, you check your e-mail and then flip through a few scripts your agent has sent over. These are projects that will be casting in the next several weeks, and you want to dig in to the material.

	
11:30 AM:

	
Your agent calls. It’s last minute, but he’s been able to squeeze you in to an audition for a laundry detergent commercial. Do you think you can be a suburban dad by 1 PM?

	
12:45 PM:

	
You walk into the waiting room of the audition at a midtown casting company. Ten other actors are there, each of them dressed to look like the Father of the Year. You sign in with the receptionist, who lets you know they are running a bit behind.

	
1:25 PM:

	
You’re called in and told the plot of the commercial: you’ve just come home from work and discovered that the kids have been playing “grown-up” in your dress shirts—and now they are filthy. Instead of being upset, though, you are nonchalant, because you can count on this fantastic laundry detergent. They ask you to ad-lib the scene, using a paper towel to represent your dirty dress shirt.

	
1:35 PM:

	
You have no idea how that went, but you didn’t bomb. As you exit the building, you have a slight shiver as you remember saying something like, “That’s okay, Sally, Daddy knows just what to do.” Aaaargh.

	
3:30 PM:

	
You try to finish one of the scripts from earlier in the day.

	
5:00 PM:

	
Your agent calls. You have been asked to a callback, tomorrow at noon, for the laundry detergent!

	
6:00 PM:

	
You have an early dinner and then go out to see a friend in a small production downtown, which starts at eight. You haven’t been able to see many plays lately as you’ve been in one yourself, and you’re looking forward to being part of the audience. But only for a little while, please!



[image: image]

Bravo, I Love It. So How the Hell Do I Become an Actor?
Get an audition and nail it. Or be discovered serving coffee when a famous director’s hybrid breaks down in your hometown. Or write your own movie, cast yourself in the lead role, get it into Sundance, and let the star-studded industry audience see your amazing chops. There’s no one surefire way to break in. The most traveled path, though, is the path of training, and then dedication. Take any role you can get, salaried or not, until you start to land more steady work.
What helps on this journey? Well, as mentioned, living in L.A. or NYC. Next, a positive attitude. You have to believe, deep down, that it is going to happen for you.
You have little control in this profession, as ultimately whether you get a role is someone else’s decision. So when you finally get into that audition room, control the one thing at your mercy—the vibe in the room. That doesn’t mean coming up with a joke beforehand and telling it as you walk in the door. It’s the true sense of improvisation, feeling out the people in front of you, and truly engaging them. Finally, don’t put so much pressure on every audition. You will have bad ones and good ones. And there’s always another coming up.
Just like in every other profession, who you know means a lot. So whenever you see a play or a film premiere or just attend a party, network. Don’t be slimy or desperate, of course, but when you talk with other people you may hear about auditions or even end up in a conversation with a director who will remember your face in six months’ time. You never know.

Resources
Look at the acting union Web sites, which have advice for actors just starting out, casting call information, union salary minimums, and more:
Screen Actors Guild: sag.org
American Federation of Television and Radio Artists: aftra.com
Actors’ Equity Association: actorsequity.org
A subscription to IMDbPro.com will keep you up-to-date with everything happening in the film and TV world. It’s pretty amazing, and only around $12 a month. Also check out actors-network.com for tons of great info on all things thespian.
The industry magazines are Backstage, Variety, and The Hollywood Reporter. These all have useful Web sites as well: backstage.com, variety.com, and holly woodreporter.com. Backstage is really tailored to actors more than the other two and offers a wealth of info, especially online.
There are many great books on acting. Two recommended ones are by Stephen Book: The Actor Takes a Meeting and Book on Acting: Improvisation Technique for the Professional Actor in Film, Theater, and Television.
The most famous acting schools, workshops, and teachers, such as Stella Adler (stellaadler.com), Lee Strasberg (strasberg.com), HB Studio (hbstudio.org) and the Actors Studio (theactorsstudio.org), are all based in New York City or Los Angeles. To find a school near you, go to hollywoodauditions.com/schools.htm. It has a search engine that allows you to find acting schools by location.


Advertising Creative
Copywriter/Art Director
Advertising creatives, whose titles include copywriter, art director, and, as they are promoted, creative director, are the people at advertising agencies who actually come up with the TV commercials, print ads, billboards, Web sites, and viral videos that you see every day. They can create ideas for something as epic as a new Levi’s TV campaign set in Antarctica, or as tactical as what it will say on the tags that hang off the jeans—and everything in between. America has a love/hate relationship with advertising. When it’s good, a commercial can be better than anything else on TV. When it’s bad, like a pharmaceutical commercial that reminds us, repeatedly, “This medication may have serious side effects. If you find yourself bleeding from the mouth, nose, or genitals, consult your doctor,” we want to throw a shoe at our flatscreens.
As a creative, you have to be able to see through the eyes of people who may not be exactly like you. You put yourself in their shoes and figure out what interesting creative message would resonate with them, excite them, make them like the brand, and compel them to buy.
—Gary Resch, associate creative director, DraftFCB, New York
Some agencies, and the creatives who work at them, specialize in a certain type of advertising. For example, healthcare agencies do mostly pharmaceutical advertising; other agencies do only fashion ads. Although agencies may be known for creating ads for luxury goods over packaged goods, as far as media (print, radio, TV, and so on) is concerned, the trend in the business is for agencies to be able to work across the entire spectrum. Yes, some agencies focus on interactive or online work, but that is beginning to change. People who create TV commercials must also be able to come up with ideas for the Web, mobile phones, ads written on the sand at the beach, anything.
The Ad Agency in Two Little Paragraphs
Before we get to the creatives, a little background on the ol’ ad game. Advertising agencies are in the business of developing corporate communication, that is, ads, for paying clients. Their main task is to create communications that build brands, build relationships, and, most important, build sales. Creatives are the heart and soul of the advertising agency, but not the only people who work there.
Nowadays, a good advertising idea needs to be bigger than any one piece of media. It’s not the TV business or the Web business, it’s the idea business.
—Noah Davis, associate creative director, DraftFCB, New York
Almost all agencies have the same structure, although in the inevitable advertising way, they may try to differentiate themselves by giving departments new names. Basically there are four main departments: creative, the people who write and make the ideas; account management, who aren’t accountants, but businesspeople who manage the agency’s clients; media, who figure out where the target market is—for example, for Pepsi, college students watch South Park, let’s put an ad on during that show; and production, the folks who actually help physically produce the artwork, film, video, and so on, needed to make the ads. Large agencies have support departments as well, such as human resources. But for now, let’s keep it simple.
You can look at an agency like it’s a restaurant. The client is the customer who comes in looking for sustenance. An account manager is the waiter, who makes suggestions and consults with the client, and then brings their order into the kitchen. The account manager tells the creatives, the chefs, the client wants “something spicy, something different.” The creatives whip together an ad, a meal, they think will fulfill the client’s needs. It may or may not get sent back into the kitchen after it’s served.
—Scott Bassen, associate creative director, Taxi

The Creative Department
The creative department is based on teams. Writers and art directors work together (one of each) as a single unit to come up with ideas. Of course, there are anomalies at every agency: the threesome team, or the one person who works alone (really smart or serial killer). Being in these partnerships is a bit like being in a marriage. Partners are parents, and their ideas are their children, who must be constantly protected from bad suggestions from clients, account people, and so on. Partners rely on each other to grow and advance not only their ideas, but also each other’s careers. That’s why when a partnership is working, it usually lasts many years, broken only when one of the partners moves, changes careers, or is party to an unfortunate fishing accident.
You can be only one or the other, writer or art director, by the way. Before you go for your first job, you’ll need to make the choice. Chances are you already know which one better suits you. Still, there is a lot of crossover between writers and art directors. The writer may come up with a visual solution, the art director with a great headline. The writer may do all the drawing to present the team’s concepts; the art director might be great with dialogue and write radio scripts. But basically, when push comes to shove, the writer must be able to write, interestingly, insightfully. The art director must be able to art direct and design, to make things look perfect. Photos of food must look mouthwatering, headlines and type expertly kerned and spaced. Art directors must know all the major design programs: Adobe InDesign or Quark, Adobe Photoshop, and Adobe Illustrator. And it helps if they can draw.
Most people are on their own when they get a job out of college. Creatives are joined at the hip with their partners; it’s you two against the world. You really work together all day, every day. You’ll probably end up spending more time with your partner than you will with your girlfriend or boyfriend. You get to know all their habits, what they like to eat for lunch, their allergies, what foods disagree with them, everything.
—Scott Bassen, associate creative director, Taxi

Here’s (Roughly) How an Ad Is Born:
The creatives get an assignment; let’s say Nike needs a TV spot to sell a new running shoe. They lock themselves in their office and brainstorm ideas based on the research and insight provided by the client and the account people, until they come up with what they think are “killer” ideas. They may have a day, they may have two weeks; advertising timelines are always unpredictable. They then present these ideas to their boss, the creative director. Creative directors (CDs), as their title says, direct and manage writers and art directors. Before the client or anyone else at the agency gets a peek, the CDs see the work of the creative teams and help shape and focus them. Good CDs are mentors who will do anything to help make ideas the best they can be and to sell them down the line. However, advertising is infamous for the occasional bad CDs, ones who are spiteful, paranoid, and in competition with smart young juniors. But such is life—a few great human beings on a planet teeming with jerks.
Usually the CD will have some comments to make; he or she will kill a couple of the weaker ideas and have thoughts on how the survivors could be stronger or funnier. Once these changes are made, the creatives will show the account management team, who may also have suggestions. There may be some friction at this point; the creatives think the account management “suits” have no creative vision, and the account management team thinks the creatives are being “too wacky for wacky’s sake.” (Or they may call it “too edgy.”) After some back-and-forth, the work is blessed by all, and it’s the client’s turn to see it, generally in a meeting in a nice big conference room. If the project is a TV commercial, scripts will be read by the writer, and the art director may show a full storyboard or just some key visuals to help the client better understand the idea. Hopefully the client likes one of the ideas (three is generally the magic number to show: two to be killed, one to live), and then the team (with the help of a director, producer, and so on) goes forth and makes the commercial. If not, back to square one.
Here’s a reality of the job: you will have thousands of ideas die in order to sell one. Some ideas your partner won’t like, some your creative director will kill, or your CEO, or your client, or your client’s CEO. You just have to roll with it and just keep coming up with even better ideas in order to survive.
—Tim Roan, copywriter, DraftFCB, New York
Once an idea has been “sold” to the client, creatives are then responsible for the idea’s production. They make sure the vision they’ve presented develops into the vision the public sees. If it is a TV commercial like the preceding example, creatives will select the director, go to the shoot, pick the casting, oversee the edit, music, and so on, shepherding the idea until it is finished. This often means travel to L.A. and fancy hotels with Jacuzzis.
The trick is to have LOTS of ideas. So what I usually do to stave off the panic is to give myself a quota for each session. Say, four ideas I know are on strategy. Doesn’t matter if they’re good or bad. Then I have four the next session. And the next. After a week, I have twenty ideas. Usually there’s one in there that is the seed for a really great concept. It takes some practice, but to be a really good idea person, you have to learn to stop worrying whether you’re a really good idea person.
—Tom Christmann, creative director, Taxi

What Are Creatives Like?
Creatives are supposed to be fun loving and off the wall. They are stereotypically hip and stylish and rock ’n’ roll, the coolest, artiest people in the agency. If you walk around the average creative department, it will look like Urban Outfitters styled the younger members, and Marc Jacobs the older, more senior ones. (There are a lot fewer older creatives than younger ones, by the way. Very few gray heads on the creative floor.) But there are, of course, all kinds of creatives, from the kind who rarely shave and play foosball at every opportunity to the ones who wear a suit and are day traders on the side. They are hard workers, thinking about ideas all the time: in the shower, while walking the dog, and so on. They definitely all share an immense curiosity, a slightly off-center way of viewing the world, and an ability to communicate in a way that connects and resonates with other people. That, or they get laid off. Seriously.
It’s one thing to come up with a funny ad. It’s a whole other ball game to convince a nervous client that the target market for his product will indeed find this idea cool and funny and drop tons of money into his lap. Selling an idea takes presentation skills and the nerve to stand in front of a room—often a rather large room with up to twenty people in it—and explain what you did and why it will work fabulously. In other words, if you are shy, better make sure your partner is an extrovert.

The Office
Ad agencies strive to be funky, or at least modern and well designed. When the clients walk in, the feeling the agency wants them to have is, “Wow, these guys are up on popular culture, and they seem way smart too.” Agencies are very casual places, especially creative departments. Expect all the clichés—Nerf footballs being tossed about, music playing, people laughing. But also expect times of quiet and intense working. There is a definite camaraderie and a sense of gallows humor; creatives like to pull pranks on one another and to go out for drinks after hours. And although they are supposed to be businesspeople, they are also expected to be a little out there; frankly, it’s their job. Agencies should nurture this “outside the box” thinking and off-center individualism.
We’re lucky; we’re surrounded by people who spend their days trying to outdo and one-up each other with wit. When things are good, there’s a lot of laughter.
—Noah Davis, associate creative director, DraftFCB, New York
But beyond all that, creative folks work long and hard. Advertising is a deadline business, and there’s nothing quite as intimidating as being a creative and staring at a blank sheet of paper with a deadline looming.
And we get to sit in Aeron chairs.
—Tim Roan, copywriter, DraftFCB, New York

How Many Hours Does One Toil?
Most creatives get in around ten in the morning and leave around seven at night. That’s a typical, things-aren’t-going-haywire day. Thing is, there are a lot of madcap panic-filled ones. Let’s say your company is trying to win a new piece of business. The work you do on that “pitch” will be in addition to your regular workload; thus, those weeks or months will be busy, and especially busy right before the big new business meeting. And expect the occasional weekend work as well; it’s part of the game. On the plus side, being a creative is about coming up with ideas. For some people that takes every minute of every day. Other creatives can screw around most of the day and then the idea comes to them between 4:30 and 5:00.
[image: image]
You can work in the office, or you can spend twenty hours a week in a café, it doesn’t matter. As long as when it’s time to see your creative director you bring in a great idea, you’re a hero. The hours are different for different people. You work until the ideas come.
—Gary Resch, associate creative director, DraftFCB, New York

How Much Cheddar?
Salaries vary depending on company size and geography, but an entry-level East Coast creative can expect to make $35,000 to $50,000. From there the sky is the limit; big CDs who run important brands at large agencies can make more than $500,000; a midlevel creative with a title like senior copywriter can expect to make around $90,000 to $125,000. Raises and bonuses are based on what you accomplish, and unlike other jobs, people will really know what you do, because they’ll see the ads you’ve created.
Talentzoo.com, a well-known advertising recruitment specialist, has an online “Salary Monitor” based on its own surveys. You provide where you live and what position you are interested in, and it supplies the salary range.
[image: image] Stress-o-Meter: 6.5 (1 being a bikini waxer, 10 being a bikini waxee)
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Walk into any ad agency and you will see a stressed-out creative crying out, “The client is ruining everything!” Although they feel tremendous pressure to do good work and the stress can hit a 10 sometimes, most creatives tend to be fairly laid back, thus the lower score. Plus, many creatives can step back at the end of the day and say, “It’s only advertising.”
Pros
[image: image]
You get paid for your personality.
Your friends and family will see all the cool stuff you make.
You’ll travel for shoots and meet all kinds of other creative people like directors and actors.
Your co-workers will be hilarious.
You can wear jeans every damn day.
Cons
[image: image]
Some long hours, and during certain periods, many weekends.
Any whim of a client can take the account you work on to another agency, leaving you unemployed.
You will have ideas die because someone just doesn’t “get it.”
There aren’t many people in advertising over fifty; this seems cool at first, until you realize that someday you will be fifty and have kids who need braces.
[image: image]
Okay, You’re a Creative. You Wake Up And…
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9:00 AM:

	
The agency opens. By 9:30, all of the account and media people arrive and settle in. You are still in the shower.

	
10:15 AM:

	
You roll in. You have one new voice mail and ten e-mails. You begin answering them and await your partner’s arrival.

	
10:30 AM:

	
Your partner shows up. You both spend the next half hour eating breakfast and catching up.

	
11:00 AM:

	
You have a meeting in the conference room. You and your partner get briefed on a new TV campaign for Mitchum deodorant. The good news—it’s a sweet assignment, three television commercials. The bad news—the ideas are due in three days.

	
12:05 PM:

	
You prepare for a 6 PM Snapple meeting where you’ll be presenting a new print campaign. Your partner, an art director, prints everything out in color and mounts the ads on black boards.

	
1:30 PM:

	
You grab lunch with your partner and begin talking about Mitchum. Your partner mentions that he was in such a rush this morning, he forgot to wear deodorant, but he doesn’t think he smells. He is mistaken. You work on this direction for a bit—how to tell people that sometimes, they smell.

	
4:00 PM:

	
Another creative comes in to chat. He asks you if you think an idea he has for one of his assignments is funny, and you critique it.

	
4:10 PM:

	
You continue to work on Mitchum. You talk about animation, how that might make the idea less gross. You write a very simple line, “For a deodorant that won’t fail you, switch to Mitchum.” You dub it campaign number one, and keep thinking.

	
6:00 PM:

	
You greet your Snapple clients in the conference room and get ready to present three print campaigns of three ads each. First the account people set up what these ads are trying to achieve, and then you launch in, showing each campaign. You sell a little bit, saying how these are different from what everyone else is doing, and how they’ll really “jump” from magazines.

	
6:40 PM:

	
Your clients give you feedback on what they like and what they don’t. They agree with your favorite but want you to increase the “appetite appeal.” Your partner offers that the product can be shot next to slices of glistening fruit. That suggestion seems to work for everyone.

	
7:15 PM:

	
You and your partner decide you’re too burned to work on Mitchum any more. You promise to REALLY start at 9:30 tomorrow morning. Then you both split.
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This Sounds Ad-Tastic! How the Hell Do I Become a Creative?
Becoming a creative all comes down to one thing: The Portfolio.
An advertising portfolio is made up of spec ads one makes to show the kind of ideas he or she can create. Basically you have to come up with your own ads for existing products and show how creative you are. (Note that spec ads are for entry-level jobs; as you work in the industry, the work you put in your portfolio and on your reel will be real produced ideas.) Portfolios usually contain about fifteen to twenty examples, generally print or outdoor (billboards, bus shelters). With the emergence of the Web and new media (meaning how these days, anything can become an ad: a matchbook, a trash can, a stencil on the sidewalk, you name it) as powerful advertising tools, these thoughts are expected as well. But use your judgment. Creative directors and creative recruiters are incredibly busy. They want to flip through your book, not read or have to try to figure things out.
I see books these days where out of twenty pieces, only five are print ads and the rest are new media concepts. New media is very in vogue these days, but you really still must have print, because it’s the hardest media to do, and it really shows you know your stuff.
—Tim Roan, copywriter, DraftFCB, New York
What makes for a great ad? That’s a book in itself. Briefly, an idea that is surprising, yet really gets to the point of why this product or service merits attention from the viewer. It can take six months to a year to make your first portfolio, and then you’ll probably still need to tweak it as you get people’s feedback. And, over the course of your career, you will continuously upgrade it; your portfolio, and as you get more senior, your TV reel, will always be the way you get work. A sketch of a good idea is better than a slick-looking bad ad someone else has photographed and retouched. Still, with computers, agencies expect things to look pretty “finished.”
Although it is not mandatory, these days many new junior creatives have attended graduate-level portfolio schools, like the Miami Ad School or the Portfolio Center in Atlanta. (A list of some of the best schools follows.) There is no degree from these schools, and they don’t guarantee you will be hired. You will leave with a very professional-looking book, however. For those looking for structure and guidance in creating a portfolio, they are worth checking out. If you are a writer with few art skills, it is best to try to hook up with a budding art director who can help polish your layouts if you help tighten his headlines. Another reason school is a good idea.
Once you have a good portfolio, whom do you call? Most big agencies have creative recruiters; call the main number and ask who they are and how you can contact them. E-mail is always best (these types don’t answer the phone much). Even better, when you see an ad you like, do some research online (or use the resources that follow) and see if you can find out who the creatives were on it. Write or call them, compliment the work, and ask if they wouldn’t mind seeing your portfolio. This is a great way in. But the best way? Know somebody. So network, network, network. If you went to portfolio school, you’ll probably be all hooked up with alumni across the country. If not, attend any advertising functions you can and meet folks. Search online for your local ad club, by Googling or at the American Advertising Federation’s site, aaf.org, which has chapters nationwide. When you meet creatives at these events, don’t be shy. Anyone under thirty will remember their struggles getting their first job and, if they have a soul at all, will hear you out. (There are some soulless creatives, mind you.) No one has a “piece of cake” first-job story in the creative department; getting in has always been a bitch. Just don’t be overly aggressive; make contact, and then follow up the next day.
I feel like you almost have to go to portfolio school now, and that wasn’t true even just a few years ago. But between what you learn there, the connections they offer, and their job fairs, you are just at a disadvantage if you don’t go. Because beyond the portfolio, it helps to know somebody. Creative directors’ and recruiters’ offices are filled with piles of books, and you have to find a way to get yours to the top of that pile. Or better yet, off the pile and onto someone’s desk.
—Gary Resch, associate creative director, DraftFCB, New York
Some agencies also offer internships. Most of these don’t really involve learning or doing much creative work, unfortunately. Sadly, most creative departments are too busy to train interns. However, these internships do help you meet people. If you can get one at one of the hot agencies, jump on it. But if the internship is at a huge agency, in, say, the media department, know that you may well never see the creatives. You might be on a separate floor, if not in a different building. Make sure you know what you are getting into.

Resources
To stay current on what’s happening in the ad world (especially who is winning accounts and might be hiring), check out adage.com and adweek.com. To stay current on new creative and general industry gossip, look at adrants.com and adpulp.com, both of which will have links to many other ad blogs worth investigating.
To find work you might admire and want to emulate, Communication Arts and Archive magazine showcase the best worldwide ad work and the names and agencies of who created each piece. They are expensive, though, so you may want to leaf through them at the store. Also look at The One Show, an award annual you can find in most bookstores. You can join the One Club (yes, the group that organizes The One Show), it has lots of helpful portfolio reviews and guidance, it’s a great place to start, actually: oneclub.org. Another similar association is the Art Directors Club: adcglobal.org. And as mentioned earlier, the American Advertising Federation, aaf.org, has chapters nationwide. Many offer programs to help people network, or at least learn about the business. Check under the College Connection link.
There are many books on the topic of creativity in advertising. Two worth checking out: although getting a little long
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