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R | questiﬂnnaire survaj af 300 aﬂve;trsihg
~prretitiogers-wyis-yseld to-teternite thd-duyree-of Job ant citeer
satisfaetiaﬂ among advertising practitiomners. The subjefts were

%;ﬁ[ggpgztt-a according to whether they vorked for adwertising- agencies,

-advertisers, or advertising wedia; 100 subjects in eatk area were

ff“fseyagt fron the prestigious. djrectories of their fields. 0f the 180
o on@ents, 71% #aid they would encourage their children.to work §n = = ° .

1g: 26% said they iau;gﬁnﬁt‘ Tvelve perxcent said they would

. an advertising career again; 85% said they would. Of the
PS; agency pjactitiomers were the.least likely (37%) to
encourdge their childréﬂ into advertising careers; and they were ‘also
the group least: likely (12%) to choose an advertising career again.’
Further study might delve into vhy advertising practitioners are not
alvays satisfied vith their jobs and careers, and wvhy differences
ezist alang the difierent types of aéyertising Jobs. (FL)
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~ . JOB AND CAREER SATISPACTION AMONG Anvﬁmsms PRACTITIONERS. = = ..
Hﬁftiﬁiﬂg prictitiuﬂets tesegr:h :ensm:s snd prcdm:ts and a&verti_semm:s
gvety day, mﬂ :hgy lmr.m a great deal ghcmﬁ thgse v;riaus tapics and grogps.
f -
Hﬁt much is known abaut adver:i;ing practi:imerg Ehamselves, huwever bgcause i
' :lbt mt:h ﬂﬁenfch is dtreeteﬂ :wgzd Ehiz group. Sl '
- L 'Ihg FHEPQE& @f Ebii sﬁuﬂy Hés icﬁivdetemina ;‘the‘ aggree of jo‘b aml zg:eer — o

oy l;_&

e o ;.;g,_s

- angisﬁctim mg gdvgrl;isin_g pﬁeﬁitirmersi. Spe:ii;[.:alley, a&vgstisip.g

&0 C
prnfsti;:lm:s were : pnr;ted g;gardiﬁg ta ﬁhetha: they work fm: g&veﬂﬁsing

gg«ax‘:l.es:,c %t‘ far adve:tise,:, , Ms I@f gdvet:ising nedia. and the.n E%é agount .of AN o
o 5, 5 i = ‘8 " - .
T job iltisf;:tiem repoztéd by eac;h graup vas :allsc’l:‘ed tghulaced,, aml a:nalyzed.

- i

i’he idsa Enr :h:la stud}}; mst bg a:ztibuteqj tﬁ Jules Fj.ﬂe exe:utive v:lr:e

Pota
L

preaidem; cf Ggilvy & Haﬂgf adva;ﬁislﬂg agem:y, New' Yafl;. M, E‘iﬂe has cnmented T
-, . \! = @_;' ; LT

Ehﬂt peqple in his agem:y say that the:v l‘ilee mrking Ln aﬂver:ising, ‘but when

ha ha; askai., ;hgﬁ iihethgr Ehey waul.d vant their zhi.ld:en Eﬂ wa:k ;Ln aﬂvertising,

'l

3 thei;: rgplies aften haye been nggstive%* Ht. Fine Ef/éls ;has this type ﬂf

ﬂéﬂ‘ﬁditEEt quesEinn - abi:ut ﬂne\s s:hiliren rather thaﬂ abaut unese[f -~ may |

- . . Ly - =
o pravida m@re accurate -Bfld meaningful iﬂsights inta j@b and career satisfacticm'?

i"':. (S

/ aﬂé he has suggested that a bmaﬂen; more. im:lusive saﬂpling af advertising .

i ] ; - L

pt‘aetigiﬁners ‘be emplayed t;fr determine if Ehe fesults are similsr to what he"has

H

gained 1nfm:ﬂa11y Hrlthin*his own advertising ageﬂey.

&

Bsseﬂ on this ct:nceptual backgreund, the ‘h}”l’.ﬁathésés for this study wEfE’

‘that a- signii'icant prepartiﬂn af advertiaing pfactitioﬂex‘s are: nat sstisfied wflth _

= B
: 4 -

;heit jﬁhg and[ur theii‘ cargers, ‘as fepreaented b)r ,theit desireg fm- their - K
BN cﬁﬂd;p‘s Job ané edreer nge;tivés thst a signifir;aﬂt pfapnttim of advertising :

Pﬂeti;lqners ‘ﬁuuld sele,c; an altemate cateer 1f they wgrg tn begin tbgir Fy
A e
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‘:ltgﬁt ani;jab Sstisfa:tinn b;aeﬂ on ghg specifie tyge of advertising job held

_ by the iﬂdividualﬁ. a R S : /
1‘ . - . \ . } ';\ J . o/
Hg: ulagz b S o o o - K /
o A Eutal af ﬁhrée hundred subjeets were selected usiﬂg randﬁm ‘methods; d% i
thes;, a hﬂﬂdféﬂ vere. emmlnjed 10 adv&r:ising agency pasicians a hundred in,

7

géveztisers p@sLtigns, and a hundred in advertising ﬁedia pnsiciahs The agency

; f ptaetiﬁianera were selected Eram the Standgtd Dire:tnrg of Advartising_§53ﬁ21351

H e a v

the sdvertiaer praetitiunars were selected Eram the S:andard Directary of-

p.,

Adve:tisgrs, ‘the media practitianers wvere selzcted from ‘the Editat and Publisher

Yearbank and Ernn Braadcastingﬁfearﬁc k. Because the tespaﬂdents all vere listed

in one of these prestigious directories, many of the subjects held relatively
high~level jobs within the advertising industry, and thus thggelsuczéssful ﬁeapief
may be assumed to be somewhat more. satisfied with their jobs and their careers than,

say, novices who are working at lover echelons, or than practitioners who have

, . , ] , S K : , , ,
* not been as successful in advertising careers, or than persons who have abandoned
’ @
advertising careers.’ . -
' ; i .
-This sample rééig#egzed all areas of the nation: The respondents were

* v

’eantgcted by mail. A sﬁéft letter was Eﬂllaweﬂvby a few brief structured questions,
‘along with some unstructured éuescians to allow for breadth of comments and T
responses aﬂfthe'part of the respondents. The specific questions asked were: Y
) \

1. Would you encoura é?ﬂurithilﬂ:tﬁlﬂﬂf% in an advertising career?

" (Answer choices were "yes' and “na.h)

2. Would you allow yﬂﬁr child to vork in an advertising career?

v
(Anawgf éhﬁiceé,ﬁéfé "yes'" and "meo.”)
Nézei this aezaﬁixqﬁéstian was g;ked not becguse it was expected
o tﬂ‘eiicit nany negagivé téspansesggbut rather to differentiate
. : . . . P :
o 4




o ‘ _ chsl.l.dren :Ln ;ﬂ a:‘t;ive ny ~ta\ wpﬂ; in ndiértising aﬁﬂ bn;y “« "
: ; o ‘acquigscing to the ghildten 8 mtshea. o \ C ! |
: | :"’?: 3 ’If E_were starzing aga:ln :ﬂrday, géuiad ymi wﬂc in an a&ver;isiﬂg areer"‘
\ g | (Answgf c;huiegs iaezé; yeg a%td “ﬁa."',) \r £ |
“ o %ii;iiﬁziefly star_e any rs;écms for. yau: apinioﬁs (g'bmne) S ‘ .

(A::Bﬁerg wEi:_g apemreﬂdeﬂ ) et

i, e * L . . . ® -

- 5. Whaf. 1s Yauf jab tit:le (af desnriptian)? L

i e (A:gverg derq gpen—em‘led ) . "1*' . ' e ¢
* »; EN - 7» gl" - e e - N ‘,‘ K -
e ' 5 Please m;ite any aﬂditiunal Eﬁmﬂﬂtﬁ on the back. of th:ls 13&:21:. s "

L TR & ‘

\ I'!ie 1=tt§rs wtt‘h I;he queu:ions were éadei \rety siﬁply to pE[‘E:[.t differentiazing

f : bemgn ggem:y, advertiser. and inedia pt&ctitiﬁﬁEfE mng the :espanaents . e !

‘i €

~..; Stﬁpg! addressed enve;opas were emzlased’ with the qu.ggtifms tu eﬁgnutage the .

, QE the thrge hundred questinﬂna;ires maLle‘i ﬂut, 180 were I'E'iﬂtﬂeds f‘“ an '

! a\vgt‘!ge oEsixty per cem:? ﬂiich is . quite g@ad fm: a mail ﬁurvgy The media -

pﬁetitipners wgl mgt respanaive of the three gmups, theit ques:i.tmqai‘ras were - .
' tetumed by 66 per ::en\t of ﬂ"le sample “The qthéf I:m: grcnupa #re samewhsl: le’ss

[ ¥ ,,x-“i‘

:equnsive,. 57 péf cené of the advertise; pracfitimers .:nd of rthe ,ggem:y pfactis- T

' timern fespanded. . )ese lgvel stj,ll ar‘E quige gami /4\3: a mg

Qvaz‘all; ?‘1 pef cgnt ef ﬂi teapmndengs said chey wou].d ’?cggert ir
children to work in-an’ gdvertising cafeer Mote 1mpqrtant, 26"9 r cent gf tbe - v
tm:al respcmdgnts sai«itney ﬂuuld rmt eﬁcaurage their thldtéﬂ*’tﬁ wrk :ln an - !
3] . = L T e .
o ldvg;;tiging career. Fewet of l:he tatal respﬂndents twelve pef rem:f said they
F I - : . P e
L} ‘/ V « “?‘ .‘i ,
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17, T «
" of that particular quastiani , )

As fnr a Eamparisnn of the three séecific types of aﬂvertiéing positions

held by the practitioners, the graup least likely to encnurage their childrer

to select advertising ga;aers was Ehe agency. practitiﬂners' aE them 37 per tent

reparted "that they would ﬁﬁt’sﬁ,Eﬂgéufage their children.. Of the adverﬁiler

practitioners, 24 per cen!..E the respondents would not so encourage their children,
and bniy 18 per cent of the media practitioners would not encourage théﬂé children
to work iﬁ advertiaing careers, ' ..

As for Eéler_ting an advertising career if théy were - starting again tﬂday,
‘the advertiser practitioners HEfé least likely: seventeen per .cent of them stated .

‘that ’the'*muld not work in advertising if they were. "do 1t all over again.’

elve per cent of the agency pfactitianers snd anly slx per cent of the meﬂia

H]

: pfaézitigﬂers fépartéd tha; they‘wguld not work in an advertising career if they

" were starting again today.
Piscussion
, Perhaps these interesting results éan become even mafﬁ'meaniﬁgfuliif they
* = s’ ;l . ) =
ate supplemented by the comments that were added by the individual respondents
in each category. In general, those respondents who were satisfied with their

~ jobs and careers used words such as "challenging,’ "diversity," "ExﬁitEment,

E \ ,,
and "creative' to describe their’reasons for liking their work. %sﬁagg regpondents

7

who were not satisfied with their za:eefé used words such as "umstable,” "Bureau-
cratic," pressure,” "‘frustrating,’ long hours," and "hassle" to describe their

redsons. - : ~ . S -
o 6 7 )



:hﬂﬁEé thét'sﬁﬁe of the fespuﬁdentﬁ fel: that they ﬂbuld

neither en:ﬁurnge nat diﬁeaurage their ufﬁgpring from any jﬂb or eareer, uhieh

.

‘in pgrt ﬂigﬁt acc@uﬂt fbr the highet number cf tespnﬂdEEcs wha ﬁuuld not encaurage\

‘§

their ehildten to wgrk in advertisiﬂg thsn ghe number of tespandents whn wauld not

: ehnese an aﬂvertising career again. for themselves.

Annug agencz ptac;itigners,_thnse “who tended ta 1like their jabs gave the

L

'follguing.cammen:s. o . g .
I enjoy writing advertising. - It's a diverse, chafglenging and' fulfilliﬁg
. career with unlimited pgtential and . ppartunities.v shar;, I lave il

...Show me & field wﬁéré jaﬁ don't have to work hsrd fc
get; At least advertising ian t boring. o

The prnfeasian!affnfds ‘the greatest oppotrunity for creative exp:asiinn. v
‘Each new aEEigﬂment is a challenge. - Never boring. -

Aﬂﬁﬂg agency practicinnars who q;E}ikedithgir jobs and careers, these
were typical éﬁﬁm3ﬁts:7 _

Customers still put too much personal. apinian inta advertising decisions. - ,
A very frustrating business.  And still too much ''game playing’

by both the new and the old timers in the field. I think my kids. can

da better in other areas without tha long. haurs/hassle

The profession 1is becan&ng taa businesslike and buteaucratic, tending
‘to stifle creative ideas that prnduce good advertising. Also,
impusaible deadlinea and -too ‘ruch palitigs create too much pressure.

fullnwing cumments

u‘ "

Advertising'ﬁ never boting The challénge is.alyays there. No
4 problems are ever exactly the same. How ° magy other jobs offer this

praﬁise?
Almost daily sgtiéfactieé;in yéur ptéject;

It has been i%terestiﬁg always and good ta|me fiﬁanciégly.
Rew;tding, 1ﬂdependenee on the jab fun. | ’j

< Today, more than ‘ever before, there is a need for good honest straight=

\\ forward advetti‘;ngl I believe adv. offers g,prnmising future. - <\'

v &;-“ . “a k - ';'1
: ) - e -4 ',‘\ 7
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Iﬂeers. : _ o J ( o T
Only if the standards of 'lﬁ'ﬂ_, PROPRIETY . AN‘D DECEHCY were b:uught up

by .150%! Plus LESS of the HARD SELL.

: 'rgﬁ mstable, trm ma:h p:essu!:eg In terms of health and free time for
ather things does m;t n:ammensurgte with tewards. :

-~

"Tt'*! ‘E‘:ﬁﬂﬁh gliﬂ to- ﬂ‘re tcr]a - after you're thete -the security ism‘f

' Practitiomers enpl@‘ by advercis}ng media made the falIawing sample

-

caments ;BQFE why the-y 1:lké their careers and jnbs. V : ‘

l'hézés n lindr@tiﬁn as to how high you can go in advertising. However,
i mld confine ‘my efforts ta ny own business. . .

It's ome imliness I know that - -You can advqm:e ‘very" quickly based on
-what )‘ﬂu do rather than who you lmaw or what ﬁype of degree you have. -

Irgedoﬂ of e::pressiim and self imprgvemgm;, both are elaments and

Beﬂefits of an advertising career. _ . -
: e

1 hava Eaund .il: to be a mr.)st iﬂt&festing career —- never dull and
 alwvays challengiilg == fﬁr a woman, underpsid buf: always stimulating.

A&vertisiﬂg media praetitiuners who disliked ‘thedr careers made these

: ty'pical cements- T * , - : . ‘

: Rectic, tremendously competitive, ulce:—msglgiﬂg bgsiness wit:h insufficient
[ 'reward pgssib:llities,

T would not encourage my child because there are: too many flakes in
- the business. : -

=

»

Canc;lugians . ., e : k '

i‘n summary, then, the hypatheses for this study mlst be ac:ceptedi

A

' s:lé‘iificlnt pfopatﬁ.ﬁa of advettisingr practitianers are m:t Eatisfied with their

1nba !ild,ﬂf cargers: more than a quarter of ﬁhém say thgy would not re;ﬂmgnd

: . AT : 4
I:heir careers were like these. ' BT (
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“an advertising ssrést ts thsir shildrsn <f;;su, a signifissnt prspsrtiﬂﬁ ﬂf

- ’,

s sdvsrtising prsstitisnsts usulﬂ,gslsst ssms nsn—sdvsttising career. if thsy were

-

bsginning thsit ssrsst sslsct,isiﬁ sgsin fully tms—eighth’ sf thsm wsuld not

work in sn sdvertising career if. thsy rere ststting sgsin tsdsy. _ R

-

Thsts are slss diffsrsﬁsss in thsss npiﬂiaﬂ between ths vsrinus tysss sf
advertising jsbs. psspls smplsyed in advertising sgsnsiss are sppsrsntly 1sss
satisfied with their jsbs snd csrssrs thsn are sdvsttisst and msdis snmlsysss
ssd psrssns smplsysd by dvsstissrs are less liksly to shssss that tsfssr again,

S iftthsy éﬂULéldE'Eﬁ. Persons sﬂﬁlsysd by sdvsrtising media sppstsstiy are -
mﬂst sstisfisd of all thrss groups. ~ _
AHstssssmplsts tssults srs-prsvidsd in the table. iﬁ
' ss.siﬁiisr study of 185 sﬁvsrtising executives conducted in Asgsst, 1977, by

=

s Market Facts, Inc., prsdusss similar results. It showed that only 19 petr cent
sflsdvsrtising executives would most.like to see their children enter the

sdvsrtising business. (Advsttising Ape, December 5, 19-77i psgss 49~50 & 52.)

That study slss showved that, tfgpsrsd with 196Q, fewver of tsdsy ] sdvsrtising
pfsctitisﬂsts 1iks and tsspsst ths sdvsrtisiﬁg business.

Now fufthsr study might dslvs into whg these differences sxist bstwssn the
different types of jobs, and why:sdysftising ptsstitisns;s are nbt slwsys

satisfied with their careers and jobs. It would be interesting to know, too,

why the media ptsstitisns:s responded so much more readily to this survey.

. : »




Number of
respondents

Ques;ignjiﬁ

Question 2:

-NO

 NA®

YES
NO

NA*

YES
NO

NA*

E*NA = no answer, or both ahaiees;‘gf‘neithéf choice

.- Agency -

“Advertiser

%,

‘Media

gief;?f{iABLiz;_Sﬂgmé:y of Tabulated.Responses to Structured (Closed-Ended) Questions

YES-

57

32 (56%)
21 (377) -

LA %)

56 (98%)
0 ( 0%)
1°22)

 §
48 (847)

7 (12%)

-2 ( 4%)

i

Practitioners Practitioners

 (74%)
4 (24%)
27y

A

56 (987)
(0%
( 22y

(81%)

) (17%)

( 2%)

10

~ Practitiomers

- 66

53 (80%)

12 (18%)

1(2%)

65 (98%)

0.¢ 0
1

.59 (89%)

. 6%)

350

.. TOTAL

180

127 (71%)

- 153 (85%)

21 (12%)
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