
Print out the second page of this PDF on tabloid-size paper 
(11 x 17) and follow the directions on this page to create the 
informational booklet. This booklet contains the internship 
job opportunities. Use your hole-punch to punch-out the 
position(s) you are interested in. After you finish making this 
booklet, you can go onto step two.

step 1

Fold your paper once length-wise 
and then fold it again height-wise to 
create the folds shown above.

Unfold this paper. Now you should 

have four folds.

Pull both inside folds out. You 
may have to fold them in a new 
direction.

Move the two flaps around to create 
the front and back cover of your 
book.

Using a pair of scissors, xacto blade 
or skillful tearing make a slit in the 
center, as demonstrated above. 

Fold the paper down length-wise, 
along the fold already created.

Unfold your paper all the way and 
then fold in the ends into the center 
fold as demonstrated above.
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ACCOUNT PLANNER

Every ad that is created needs to resonate w
ith a certain target, or it 

is a m
eaningless exercise. In an advertising agency, it is the Account 

Planner’s job to m
ake sure that target has a voice. 

In this role, you identify and understand the target consum
er and 

represent that person in the creative developm
ent process. You seek to 

uncover new
 consum

er insights that inform
 and inspire by continually 

originating, accum
ulating, and synthesizing consum

er data. 

You try, as often as possible, to engage w
ith consum

ers at their point of 
brand choice/consum

ption. You lead the agency team
 in developm

ent 
of the creative brief, the strategic roadm

ap that guides advertising 
developm

ent. And you’re involved in proving the effectiveness of the 
agency’s advertising to achieve its stated goals. You m

ust also forge 
strong relationships w

ith the Creative departm
ent so that you can keep 

the creative w
ork on strategy and relevant.
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 To be a great account planner, you need a diversity of traits and 
background, including know

ledge of M
arketing, Advertising, 

Psychology, Anthropology, S
ociology, Culture and Com

m
unications 

(a bachelor’s degree m
inim

um
), curiosity about the hum

an condition, 
strong w

ritten and oral com
m

unications skills, and an aptitude for 
analyzing data and turning it into a com

pelling and m
eaningful point 

of view
 story. The best planners have a passionate interest in hum

an 
behavior - W

hy people do the things they do? H
ow

 can w
e affect w

hat 
they do? H

ow
 can w

e learn from
 the w

ay they learn individually or as a 
group? Planners love understanding consum

ers and their relationships 
w

ith brands and advertising, and are passionate about using the 
understanding to help create m

ore effective advertising.

account service / new business

Account S
ervice is a great job for people w

ith good business sense, 
a love for creative problem

 solving and the confidence to lead as 
w

ell as assum
e responsibility for each client’s success. You m

ust 
understand the client’s category, business and culture to ensure 
that each agency functional group (Account Planning, Creative, 
M

edia, D
irect M

arketing and Interactive) has a total understanding 
as w

ell and any questions are answ
ered quickly and accurately.

The job includes executing a variety of tasks/duties, com
plex 

problem
 solving, exposure to and know

ledge of different 
businesses/industries and travel (depending on client).

N
ew

 B
usiness The long-term

 success of any agency is its ability 
to attract new

 business w
hile m

aintaining and grow
ing existing 

business. N
ew

 business takes a special m
ind-set. It takes 

aggression, insight, creativity and the ability to organize and 
m

otivate an internal effort that results in separating the agency 
from

 its com
petitors. W

e never have enough tim
e and the pressure 

builds very quickly so a new
 business person has to be able to 

handle the fire.
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Account service people w
ill excel w

ith M
arketing, Advertising, 

Com
m

unication, and/or M
B

A degrees. S
ales training/experience 

is also a big plus.

S
uccessful characteristics include a passion for advertising/

m
arketing, optim

ism
, dedication, w

ork ethic, organization, 
attention to detail and com

m
unicative (overly so) skills, being 

em
pathetic, having charism

a/leadership qualities and the ability 
to m

otivate, etc.

FLASH DEVELOPER

Flash D
evelopers are responsible for program

m
ing Interactive 

m
edia for deploym

ent on the W
eb; elem

ents include banners, 
w

eb pages, user interfaces for com
ponent applications, and 

sm
all applications. The m

ost successful developers are able to 
w

ork w
ith creative team

s, program
 m

anagers and account service 
equally w

ell. M
ust have strong skills w

ith a concentration in one 
of tw

o areas: design/layout of the interface, or action scripting, 
producing transitions and generating com

plete files.
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 M
ust have Flash experience and know

ledge of the W
eb. M

ust be 
able to w

ork in a team
, juggle m

ultiple projects and provide a point 
of view

 w
hen discussing requirem

ents for a project.
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art directorPRODUCTION ARTIST

A production artist is responsible for taking art from
 layout to 

m
echanicals for disk release to printer (flow

 copy, com
p checks, adding 

bleeds/crops/other direction indicators, etc.); excellent photoshop skills
required on im

ages as directed by art directors, m
ake PD

Fs, com
ps, 

presentation boards, assist art directors w
ith other m

iscellaneous 
creative projects; act as the gatekeeper of archive files, im

ages, logos 
and signatures.
 The production person m

ust be detail-oriented, organized and speedy, 
but accurate. They m

ust have the ability to com
m

unicate closely w
ith art 

directors to “finesse” the artw
ork (visionary).
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 A degree in graphic design w
ill prepare you w

ell for this position. H
aving 

a detailed know
ledge of the follow

ing program
s is also a m

ust:
Q

uark
InD

esign
Illustrator
Photoshop
Acrobat
Pow

erPoint
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After you finish step one take your time answering all of the 
questions in the application section. As you go through the 
application, please pay special attention to the questions on 
the inside of the page. You can use your hole-punch to answer 
these questions.

step 2 this is w
here the q

uestio
n is...

punch out answer here

o
r 

th
is

 i
s 

w
he

re
 t

he
 q

ue
st

io
n 

is
...

 and then you punch out answer here



1. In three sentences or less, describe, in your own opinion, what you think 
“advertising” is.

2. What are the last 3 books you read?

3. If none of the above are advertising books, what is your favorite advertising book 
and why?

4. Please summarize an interesting article you’ve read recently in an advertising 
publication.

5. What’s the best example of ad work (campaign, print ad, TV spot, online etc.) you’ve 

seen in the last 12 months? What do you think the strategy was? Who was the target? 

w
hat is yo

ur favo
rite fo

rm
 o

f advertising?



6. Which discipline of advertising do you feel your skills would be best applied  
to and why?

7. Which 3 words would you use to best describe yourself?

8. How would your college professors describe you?

9. How would your parents describe you? 

10. How would your enemies describe you?

11. Many times an intern must take the initiative and find a project to work on. Give 
an example of something you’ve done, in school or otherwise that required you to  

take initiative. 

w
hat po

sitio
n are yo

u m
o
st interested in? w

ha
t 

ye
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 a
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o
u 
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o
l?



12. If you could change an event in history which one would it be and how would that 
change the future?

13. Please describe where you hope to be, career-wise, 10 years from now. 

14. What inspires you?

15. What do you hate?

16. Please make a case for why you believe you should be an intern at Rodgers 
Townsend. Use the provided space, or if more is needed, please attach. 

do
 y

o
u 

ha
ve

 r
el
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17. Write a 1-page essay about how you see new media channels changing the 
traditional advertising landscape.

w
hat is so

m
ething yo

u co
uldn’t live w

itho
ut?

Please provide a resume and college transcript.  If you’re 
applying for a creative internship (copywriter or art director), 
please provide a portfolio in addition to the above. If you are 
applying for an account service or planner position, please 
provide a business writing sample. 

Send the above and this application to:

	 Jennifer Oertli
	 1000 Clark Avenue
	 5th floor
	 St. Louis, MO 63102

step 3




