
Sphere of Work

Advertising and marketing managers work as staff members 
in corporate marketing and 
advertising departments. They 
can also work in specialized ad 
agencies or marketing firms. 
Their work falls within the 
communication, information, and 
business sectors. They serve as 
one of the main links or points of 
contact between the marketplace 
and the company or agency for 
which they work. Advertising and 
marketing managers coordinate 
print, television, radio, and 

OVERVIEW
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digital media advertising campaigns and projects; in some cases, 
they may also be responsible for sales and developing new business 
opportunities.

While advertising and marketing managers contribute to campaign 
development, they are not technically part of an agency’s creative 
(or design) team. Their primary role is to ensure that campaigns 
are priced, administered, and executed smoothly and efficiently, 
and with the company’s (or client’s) interests in mind. They ensure 
that campaign milestones are met and elements of the campaign 
are delivered on time and within budget. Aside from working closely 
with the director of advertising and marketing, they coordinate the 
work activities of personnel such as copywriters, graphic designers, 
production assistants, public relations personnel, and market 
researchers. They may interact with sales representatives and have 
additional project managers responsibilities, as well. Advertising and 
marketing managers are generally supervised by a departmental 
director or client services supervisor.

Work Environment

Advertising and marketing managers work in an office environment 
within small to large companies or agencies. Air and car travel may be 
occasionally required to attend trade conferences or meet with clients. 
Evening and weekend work is also often required. Advertising and 
marketing managers frequently work under pressure and adhere to 
strict budgets and tight deadlines.

Occupation Interest

Graduates and professionals with 
a strong interest in advertising 
and marketing, mass media and 
communications, and project 
management are often attracted 
to the advertising industry. 
In particular, the role suits 
people who have an interest in 
coordinating multiple activities in 
a fast-paced environment and who 
are comfortable working closely 
with others.

Working Conditions: Office 
Environment

Physical Strength: Light Work
Education Needs: Bachelor’s Degree
Licensure/Certification: Usually Not 

Required
Physical Abilities Not Required: No 

Heavy Lifting, Climbing, Kneeling
Opportunities For Experience: 

Internship, Apprenticeship, Volunteer 
Work

Holland Interest Score*: AES

Profile

* See Appendix A 
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Aside from excellent collaborative, communication, and organizational 
skills, advertising and marketing managers must also possess strong 
research and analytical skills and solid business acumen. They may 
be expected to formulate and execute budgets, monitor expenses, and 
assist with financial reporting. In some instances, they will be expected 
to make sales calls or develop and present new business proposals.

Successful advertising and marketing managers must be able to speak 
and write fluently, work with a diverse range of people, adapt to new 
industries, clients, products and services, and deliver consistent results 
under pressure. The role also requires considerable tact and diplomacy.

A Day in the Life—Duties and Responsibilities

The typical work day of an advertising and marketing manager 
includes frequent meetings with staff, supervisors, department heads, 
and, in the case of independent agencies, clients. The campaign 
deliverables, which advertising and marketing managers coordinate, 
are usually subject to tight timeframes and strict deadlines. Therefore, 
on a daily basis, the role demands excellent organizational and time 
management skills. Advertising and marketing managers must be 
adept at multi-tasking, adapting to change, and problem solving.

Advertising and marketing managers generally gain a high level 
of exposure to different customer types, industries, products, and 
services (although some may specialize in specific industries). The role 
demands high business (and possibly sales) acumen and the ability 
to analyze new information quickly and effectively. An advertising 
and marketing manager is expected to thoroughly research and 
understand the industry in which their company operates, as well 
as their competitors and any competing products and marketing 
campaigns. This includes developing a deep understanding of the 
company’s (or client’s) customer base, methods and processes, 
challenges and opportunities, and target markets.

Advertising and marketing managers are expected to have competent 
computing skills to help them prepare campaign-related and 
organizational materials, such as financial and marketing reports, 
budget proposals, “pitches” (presentations) to acquire new business, 
and other work-related documents. They may also be expected 
to develop and manage spreadsheets and databases for project 
management and accounting purposes. 
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Advertising Managers

Advertising managers seek to generate interest in a product or 
service by means of ads placed in various media. They work with 
sales staff and others to create ideas for an advertising campaign. 
Some advertising managers specialize in a particular field or type of 
advertising. For example, media directors determine the way in which 
an advertising campaign reaches customers; they can use any or all of 
various media, including radio, television, newspapers, magazines, the 
Internet, and outdoor signs. Advertising managers known as account 
executives manage clients’ accounts, but they do not necessarily 
develop or supervise the creation or presentation of the advertising. 
That is the work of the creative services department.

Marketing Managers

Marketing managers gather and use data to estimate the demand 
for products and services that an organization and its competitors 
offer. They identify potential markets, develop pricing strategies to 
help maximize profits, and ensure that customers are satisfied (by 
using surveys, etc.). They work with sales, advertising, and product 
development staffs to identify and target customers and keep the 
firm’s products or services competitive in the marketplace. In smaller 
firms individuals may function as both marketing and advertising 
managers as well as promotions managers.

Promotions Managers

Promotions managers oversee programs that combine advertising 
with purchasing incentives to increase sales. Often, the programs use 

OCCUPATION SPECIALTIES

• Preparing advertising and marketing campaigns, schedules, and 

budgets

• Consulting with people in sales, market research, and creative 

departments

• Overseeing staff in layout, copy, and production

Duties and Responsibilities
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Physical Environment

Office settings predominate. Advertising and marketing managers 
work for small to large advertising and marketing departments or 
agencies, usually in urban or semi-urban locations. Some travel may 
be required. 

Job security is sometimes tenuous in the advertising industry. 
Economic or sector downturns, changes to a firm’s customer base, or 
reduced customer spending can lead to layoffs. This tends to create an 
atmosphere of intense competition. 

Human Environment

Advertising and marketing manager roles demand strong 
collaborative and team skills. Advertising and marketing managers 
interact with sales, advertising, business, and creative specialists, 
such as brand and product managers, marketing managers, brand 
strategists, public relations executives, graphic designers, art 
directors, multimedia technicians, copywriters, production assistants, 
and editors. They are likely to work with multiple departmental or 
client contacts, as well as outside service providers or freelancers. 
They usually report to an agency/department director or owner, or to 
an area supervisor.

Technological Environment

Advertising and marketing managers use standard business 
technologies, including computer systems and networks, 
telecommunications tools, Internet and social media tools, 
presentation tools and software, and financial and database software. 

WORK ENVIRONMENT

direct mail, inserts in newspapers, Internet advertisements, in-store 
displays, product endorsements, or special events to target customers. 
Purchasing incentives may include discounts, samples, gifts, rebates, 
coupons, sweepstakes, and contests.

Advertising & Marketing Manager
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In smaller firms, where greater overlap between marketing and design 
functions often exists, managers sometimes need to be familiar with 
graphic design software and basic production technologies (such as 
desktop publishing).

High School/Secondary

High school students can best prepare for a career as an advertising 
and marketing manager by taking courses in business, math (with 
an accounting focus), computer literacy, and communications (for 

example, journalism or business 
communications). Courses such 
as social studies, history, and 
economics will also prepare 
the student for synthesizing 
research into written materials. 
The creative aspects of the 
advertising industry may be 
explored through art and graphic 
design. However, it is important 
to note that advertising and 
marketing managers work in an 
administrative, rather than a 
creative, capacity. In addition, 
psychology and cultural studies 
may provide an understanding of 
group and individual responses 
to advertising and other forms of 
communication.

Students should also become 
involved in extracurricular school 
activities and projects that develop 
business and communication 
skills to gain hands-on experience 
prior to graduation. Additionally, 
serving as a club secretary, 

EDUCATION, TRAINING, AND ADVANCEMENT

Analytical Skills
• Critical thinking and reasoning
• Information processing 

Communication Skills
• Listening to others
• Persuading others
• Speaking and writing effectively

Interpersonal/Social Skills
• Being able to work with others
• Cooperating with others
• Having good judgment
• Motivating others

Organization & Management Skills
• Making sound decisions
• Managing time and budget
• Meeting goals and deadlines
• Paying attention to and handling 

details
• Solving problems
• Supervising others as necessary

Other Skills
• Appreciating both the business 

and the creative sides

Skills and Abilities
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treasurer, or other office holder will help to develop organizational 
skills. Participation in student newsletters and similar publications 
will help to build an understanding of print and multimedia 
communications.

Suggested High School Subjects
• Business Data Processing
• Business Math
• Communications
• Composition
• Computer Science
• Economics
• English
• Graphic Arts
• Journalism
• Psychology
• Statistics

College/Postsecondary

At the college level, students 
interested in becoming an 
advertising and marketing 
manager should work toward earning an undergraduate degree in 
communications, advertising, marketing, or business administration. 

Famous First
The first use of coupons in a promotional campaign was in 1865, when soap 
maker B. T. Babbitt of New York City began selling soap bars in wrappers. At first 
people resisted buying the product because they worried they were being charged 
extra for the wrapper. Babbitt then printed 
the word “coupon” on the wrapper and 
offered to give away a lithographic 
print for every 10 coupons returned. 
The strategy was so successful that 
Babbitt soon had to create a “premium 
department” to manage this and other 
such giveaways.

Advertising & Marketing Manager
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Alternatively, they should build a strong liberal arts background. 
Owing to strong competition among professional business candidates, 
a master’s degree is sometimes expected, although practical 
experience is often more highly regarded than formal qualifications.

A large number of colleges and universities offer advertising, 
marketing, communications, and business degree programs. Some 
programs offer internships or work experience with advertising 
departments or agencies. These experiences may lead to entry-level 
opportunities. Aspiring advertising and marketing managers can 
also gain entry into the advertising industry via other roles, such as 
market research, administration, or sales.

Related College Majors
• Advertising
• Business Administration
• Communications
• Journalism
• Management/Management Science
• Marketing & Merchandising
• Psychology
• Public Relations
• Statistics

Adult Job Seekers

Adults seeking a career transition into or return to an advertising and 
marketing manager role will need to highlight qualifications, skills, 
and experience in areas such as business administration, advertising, 
and marketing. Necessary skills for a successful transition include 
account coordination, client liaison, and project management. 
Marketing and advertising experience with a non-agency corporation 
is often highly regarded because agency firms value employees who 
understand the client side of the relationship.

Networking is critical—candidates should not rely solely on online job 
searches and advertised positions to explore work opportunities. As 
with recent college graduates, adult job seekers may wish to consider 
entry to the advertising industry via an alternative route, such as 
market research, administration, or sales.
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Professional Certification and Licensure

There are no formal professional certifications or licensing 
requirements for advertising and marketing managers.

Additional Requirements

The most important attributes for advertising and 
marketing managers are a passion for advertising and 
marketing communications, coupled with excellent 
business, organizational, and people skills. Advertising 

and marketing managers must be skilled and diplomatic coordinators, 
negotiators, and problem solvers. They should be willing to persist 
under often heavy workloads and with demanding stakeholders.

EARNINGS AND ADVANCEMENT

Earning potential increases as advancement occurs. Advancement 
may be quick in corporate ranks, partly because turnover can be 
high as a result of account success or failure. Many firms provide 
their employees with continuing education opportunities, either in-
house or at local colleges and universities, and encourage employee 
participation in seminars and conferences. 

According to a salary survey by the National Association of Colleges 
and Employers, graduates with a bachelor’s degree in advertising 
had starting salaries of $47,343 in 2012. Advertising and marketing 
managers had median annual earnings of $104,246 in 2012. The 
lowest ten percent earned less than $52,592, and the highest 

Advertising & Marketing Manager

Fun Fact
Ninety three percent of marketers use social media for business.
Source: the Website Marketing Group, 2013. 
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ten percent earned more than $176,384. Performance incentives 
and bonuses are granted according to the employee’s record of 
performance. 

Advertising and marketing managers may receive paid vacations, 
holidays, and sick days; life and health insurance; and retirement 
benefits. These are usually paid by the employer. Top executives in the 
field may receive additional benefits (such as stock options).

Metropolitan Areas with the Highest 
Concentration of Jobs in this Occupation

Metropolitan area Employment(1) Employment per 
thousand jobs 

Hourly 
mean wage 

New York-White Plains-
Wayne, NY-NJ 14,930 2.89 $76.50

Chicago-Joliet-
Naperville, IL 9,170 2.52 $54.10

Los Angeles-Long 
Beach-Glendale, CA 9,100 2.35 $65.45

Minneapolis-St. Paul-
Bloomington, MN-WI 7,320 4.18 $56.99

Boston-Cambridge-
Quincy, MA 5,710 3.34 $64.11

Seattle-Bellevue-Everett, 
WA 5,410 3.84 $59.63

Washington-Arlington-
Alexandria, DC-VA-MD-
WV 

5,120 2.19 $61.81

San Francisco-San 
Mateo-Redwood City, CA  4,530 4.53 $70.42

(1) Does not include self-employed. Source: Bureau of Labor Statistics, 2012 
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1. What was your individual career path in terms of education, entry-level 
job, or other significant opportunity?

I have a bachelors degree from Colgate University.  I majored in English with a 
double minor in Education and Natural Sciences.  Shortly after graduating college, I 
set out to find a position in publishing.  I joined Grey House Publishing as an editorial 
assistant in 1997, but moved into their marketing department soon after I was 
hired.  My responsibilities within the marketing department grew as our product line 
expanded. Sixteen years later, now as Vice President of Marketing for Grey House, 
I manage our direct mail, advertising and email marketing campaigns; trade show 
exhibits and our presence on the web, including social media outlets; assist with new 
product creation and market research; and support our sales team with campaign 
creation and lead generation to identify potential markets or sales opportunities.
 

2. Are there many job opportunities in your profession? In what specific 
areas?

Given companies’ need to promote what they’re doing – a product, a service – sales 
and marketing positions will always be around. The nitty gritty of what those tasks 
are may shift, but they will never go away. Because marketing, as a profession, 
spans all industries, take a step back and say, “What industries do I like?” I 
liked English, so that’s why I went into publishing. From the entertainment to the 
automotive industries, electronics and technology, consumer goods, or anything 
in between, companies need to sell their product or service to expand and grow. 
Delivering a message to your target audience – a message to take action and buy 
a product, or make use of a service – is what marketing is all about. Marketing and 
advertising are everywhere, on television and radio, in newspapers and magazines, 
on the web, in your email inbox, bundled with apps and on social media. The 
challenge that marketers face is to make their message stand out from the crowd 
and be heard. 

 

Conversation With . . . 
JESSICA MOODY 

Vice President of Marketing, 10 years

Advertising & Marketing Manager
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3. What do you wish you had known going into this profession?

Marketing is all about testing and trying new strategies. Some work and some don’t, 
but you don’t know until you test.  I wish I had known to be even more fearless – to 
try new methods and to test different strategies, no matter how off-the-wall.  I’ve 
found that creativity, flexibility and a willingness to collaborate are critical to success 
in this field.

4. How do you see your profession changing in the next five years?

The landscape of online marketing has been changing and growing by leaps and 
bounds and I expect that technology will continue to advance and create new 
ways to reach an audience with even more targeted, personalized messages.   A 
marketer’s ability to take advantage of those new technologies will contribute  to his 
or her success. 
 

5. What role will technology play in those changes, and what skills will be 
required?

The advancements in the ways in which marketing messages will be delivered, and 
the technology behind those advancements, will expand the basic skills necessary 
for marketers in the future. Candidates wishing to join the marketing field will benefit 
from courses or experience in art and web design, computer programming, social 
media and new technologies –  all this combined with the more basic tools needed 
in creative writing, communications and presentation skills.

6. Do you have any general advice or additional professional insights to 
share with someone interested in your profession?

A career in marketing can be incredibly rewarding and creatively satisfying. For 
someone who enjoys working on new projects, creating new ideas or putting a new 
spin on an existing idea, this profession can provide lasting appeal.
 

7. Can you suggest a valuable “try this” for students considering a career 
in your profession? 

If you reach into your mailbox or inbox, chances are good that you will find a 
number of examples of types of marketing. Examine each piece, and make note of 
the various messages they contain, what they look like, how they were delivered, 
and how they call the recipient to action. How could they say things differently?  
How could the piece say the same message using different graphics or delivery 
vehicles?  For those who enjoy taking a creative “whack” at these types of questions, 
marketing can be an excellent career path. Marketing internships are also a great 
place to gain experience and learn more about the field.
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There were approximately 200,000 advertising and marketing 
managers employed nationally in 2012. Positions exist not only in 
advertising agencies, but also with public relations firms, printing and 
publishing firms, computer services firms, and many others. There is 
also a strong demand for advertising and marketing managers in the 
non-profit sector, including colleges/universities and philanthropic 
organizations. Employment is expected to grow about as fast as the 
average for all occupations through the year 2020, which means 
employment is projected to increase  approximately 14 percent. 
Increasingly intense domestic and global competition in products and 
services offered to consumers should require greater need for this 
occupation as companies want to maintain and expand their share of 
the market.

EMPLOYMENT AND OUTLOOK

Total, All Occupations: 14%

Marketing Managers: 14%

Advertising, Promotions, and Marketing Managers: 14%

Advertising and Promotions Managers: 13%

Employment Trend, 
Projected 2010–20

Related Occupations
• Advertising Director 
• Advertising Sales Agent 
• Copywriter 
• Electronic Commerce Specialist 
• Market Research Analyst
• Public Relations Specialist
• Sales Manager

Note: “All Occupations” includes all occupations in the U.S. Economy. Source: U.S. Bureau of Labor 
Statistics,  Employment Projections Program

Advertising & Marketing Manager



Careers in Communications & Media14

SELECTED SCHOOLS

Many large universities, especially those with business schools, 
offer programs in marketing and advertising. The student can also 
gain initial training through enrollment at a liberal arts college or 
community college. Below are listed some of the more prominent 
institutions in this field.

Indiana University–Bloomington
107 S. Indiana Avenue
Bloomington, IN 47405
812.855.4848
www.indiana.edu 

New York University
70 Washington Square
New York, NY 10012
212.998.1212
www.nyu.edu

University of California–
Berkeley
110 Sproul Hall
Berkeley, CA 94720
510.642.6000
www.berkeley.edu

University of Michigan–Ann 
Arbor
Ann Arbor, MI 48109
734.764.1817
www.umich.edu 

University of North Carolina–
Chapel Hill
South Building, CB 9100
Chapel Hill, NC 27599
919.962.2211
unc.edu

University of Pennsylvania
3541 Walnut Street
Philadelphia, PA 19104
215.898.5000
www.upenn.edu 

University of Southern 
California
University Park
Los Angeles, CA 90089
213.740.2311
www.usc.edu

University of Texas–Austin 
Austin, TX 78712
512.471.3434
www.utexas.edu

University of Virginia
Charlottseville, VA 22904
434.924.0311
www.virginia.edu

University of Wisconsin–Madison
500 Lincoln Drive
Madison, WI 53706
608.262.1234
www.wisc.edu
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MORE INFORMATION

Advertising Research 
Foundation
432 Park Avenue South, 6th Floor
New York, NY 10016-8013
212.751.5656
thearf.org 

Advertising Women of New York
25 West 45th Street, Suite 403
New York, NY 10036
212.221.7969
www.awny.org 

American Advertising 
Federation
1101 Vermont Avenue, NW 
Suite 500
Washington, DC 20005-6306
800.999.2231
www.aaf.org 

American Association of 
Advertising Agencies
405 Lexington Avenue, 18th Floor
New York, NY 10174-1801
212.682.2500
www.aaaa.org  

American Marketing Association
311 S. Wacker Drive
Suite 5800
Chicago, IL 60606
312.542.9000
www.marketingpower.com

Association of National 
Advertisers
708 Third Avenue, 33rd Floor
New York, NY 10017-4270
212.697.5950
www.ana.net  

Direct Marketing Association
1120 Avenue of the Americas, 13th 
Floor
New York, NY 10036-6700
212.768.7277
thedma.org

Kylie Grimshaw Hughes/Editor 

Advertising & Marketing Manager


