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To my loving wife, Jen:
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FOREWORD BY JEFF GOODBY






People ask me all the time who my mentors were. I tell them they are people like Thomas Kemeny.




Thomas and his partner came into my office one day with an interesting idea for our “got milk?” campaign. “What if we made bus shelters that actually smelled like chocolate chip cookies,” they gushed, “and then had a big ‘got milk?’ sign on the pack panel?”


I said it sounded great. How would we do it?


“We have no idea,” they said.


I told them to come back with something we could actually do.


A week or two later, they walked in with the name of a company in New Jersey that made all-natural smells. Seriously. This place not only had a substance that smelled like chocolate chip cookies baking, they had several different chocolate chip cookie smells for us to sample, each based on a separate recipe.


Thomas was lit up. “We can put a big bar up in the back of the shelter that’s infused with the smell! Try it,” he said, handing me a little vial of the stuff. Indeed, it smelled great.


“As long as we don’t get arrested,” I said.


We did.




A few weeks later, I was told to go over to Union Square in San Francisco, where our flagship cookie smelling bus shelter had been installed. There were TV network trucks everywhere. It was a sensation.


The very next day, however, the city’s board of supervisors shut all the shelters down, saying they’d received ongoing complaints from people who were allergic to cookies. One supervisor also said that the shelters were “cruel to underfed homeless people.”


Thank you, San Francisco.









Preface





This book represents my views and not those of my employers.
Unless you like it, in which case they not only endorse it, but it was their idea.


In most agencies it’s an insult. A slur. From the moment you get in, you want to kill that word off of your title. Murder it and have its body wash ashore in Baltimore. You try to mumble it in hopes that people will miss it. Scratch it off of forms so that others won’t see it. Why won’t it die? Make the hurt stop.


Junior.


It’s also where the energy of an agency comes from. The title of the people willing to do anything it takes, anytime it takes. “Sure, I can work this weekend. I can just make it to my next kid’s birth.” Junior is the pulse. The youth and vibrancy. The bright-eyed, puppy-dog hope that refuses to be jaded by anything. The fight that makes the subhead on a banner as stellar as the TV spot. The heart.


In a perfect agency, we’re all juniors.





This is your last chance to turn around.


Traditionally, advertising books have been written by people with established careers, big offices, and letters like “VP” in their titles. Superstars who’ve been working for several decades. They have stories from the old days when people could start in the mailroom. They’re sagely CDs or ECDs. They are talented.


That’s been done.


Who wants another book filled with seasoned wisdom? This is a book written by somebody still getting his bearings. Someone who has made an extraordinary number of errors in a still short career. Someone who has managed to work at some of the best agencies in the world despite these shortcomings.


Hi. I’m Thomas.





This book is not a retrospective from some ad legend. This is not a book for clients or our bosses. It’s a book that should be instantly useful for people starting out. A guide for the first few years at a place you’d actually want to work.


Advertising books haven’t been written by people who deal with banners, social media post copy, print ads in local papers, etc. I did. You will.


This is a book for the year s in the trenches. The all-nighters. The years where you are making something out of nothing seven days a week, because you’re lucky to even be given nothing.


By way of disclaimer I’ll mention that my way into advertising was a strange one. It didn’t involve friends in the business, portfolio schools, nepotism, or secret society membership. I didn’t kill or sleep with anyone (not for my career anyways). I got in because I worked like a mule and did what I’ll talk about in the following pages.


Some of the things I did were smart. A lot of the things I did were stupid. Clearly I did enough things right, but in all honesty I made and continue to make more than my share of mistakes. And some of my biggest mistakes have led to my greatest successes. Learn from mine and perhaps you can find bigger and better mistakes to make.


This book is my personal perspective (shaped of course by those around me), but I don’t blame anyone else for my views. Nor should you.


Alright then, enough dicking around. Welcome to advertising. Grab some leftover pizza from the kitchen and let’s get to work.
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HOW TO GET A FOOT IN THE DOOR


(hint: lead with your balls).


At Crispin Porter+Bogusky in 2005, they had a full-wall bookcase filled with prospective employee portfolios. Hundreds. One day I asked the recruiter, “Are those all the portfolios you guys have been sent this year?” She told me, “No. Those are just the portfolios worth hanging onto.”


Do something big, or you’ll just be another “maybe” in that wall of portfolios. Need an example of how to get in? Keep reading.





(Internship phone call)


“Hi Veronica, this is Thomas Kemeny.”


“…”


“I emailed you and you said to send my book. Have you had a chance to look at it?”


“It’s here somewhere.”


“Oh…”


“…”


“…”


“Tell you what, why don’t you send me a letter about why you want to intern at Crispin Porter + Bogusky.”


“Ok.”





Dear Veronica,


Why I want to work at Crispin Porter + Bogusky
I’m sick of people asking to see my ads. Friends, family, co-workers, instructors, everyone is always curious what new ideas I’ve come up with. I’ve had strangers come up to me and tell me they’ve heard about an ad I did, and that they want to see it. It’s becoming a nuisance, and I think CP+B is the solution.


If I intern there then I can say to people, “Go pick up Rolling Stone, and you’ll see the ad I made.” Or “See that ad in Rolling Stone? I got a low-fat organic cranberry scone for the guy who came up with that.”


So why would I choose CP+B over another agency? Because you produce ads that aren’t culturally null. And your agency creates ads that are appreciated by non-advertising people, and that’s what I try to do.


Why you should want to hire me
I could say that I’m smart, dedicated, reliable, honest, ridiculously nice, pleasant, easy to be around, etc., because it’s all true. However, I think I’ll focus on the really important issue—I don’t smell bad.


I’m sure you’ve gotten lots of letters from lots of people who want to intern there, and I’m positive that none of them have mentioned how they smell. Now, I’m not implying that they do smell, but keep in mind that you’re running the risk. So I’m going to let you know right off the bat that I don’t.


Why not to hire me
Why should you have to waste your time thinking of reasons not to hire me? I figured I’d save you some time, and give you a list.


I have really bad handwriting (I know you can’t tell here, but it’s really bad.)
I live in Chicago (and what kind of lunatic would be willing to go to Florida in the heart of summer for an unpaid internship?) I don’t go to a portfolio school (so how can I be expected to create ads that look like everyone else’s?)


In closing
I hope you hire me, and not just somebody from a portfolio school. Heaven help advertising if even CP+B becomes predictable.


I love you guys,
Thomas Kemeny


Hi Thomas,


I liked your letter. Do we already have your mini-book here? If not then please send it over—I’d love to see your work. Are you a writer?


Thanks!


Veronica
---


Dear Veronica,


I’m glad you liked my letter. To answer your questions,
1.) Yes you do have my book but it’s not mini, it’s a gaudy 8.5 x 11 thing, because
2.) Yes, I am a writer, and the copy would be hard to read if it were small. It looks like a standard, blue school notebook with writing on it. I hope you like my work, and I apologize for the extra space it may be taking up on your desk. Contact me if you need me to send another one, or for any other reason.


-Thomas Kemeny
----


OOOOOH, that book. I do have it. It’s on my desk. Cool. I’ll get back with you in about a week.


Thanks!


:)


Veronica
----





...





Dear Veronica,


This is the student from Chicago who doesn’t smell bad and doesn’t go to a portfolio school. I wrote a letter a while back about why I want to work there and why you should hire me. I also happened to write why you shouldn’t hire me. Being an unfortunately persuasive writer, I must’ve convinced you too well that I shouldn’t work there, because I am still in Chicago.


I must admit that this was not in fact my intention. I actually wanted to work there. I thought this message was conveyed properly when I received an enthused e-mail from you asking to see my work. Then everything got hazy.


I can’t help feeling like a stranded puppy (search Getty Images for “sad puppy” if you need reference). I never got an official rejection, or advice, or an internship, or a rabid koala. I wasn’t expecting the koala, but I would have liked to receive one of the others. It might be in part because I never gave a land address, but I never got an e-mail or phone call either.


I still think I’d be a good writer because I write ads that are inside of the box (everyone seems to be moving outside of the box so the rent is pretty cheap and it’s roomier). I also found that I have other qualities that I didn’t mention in the last letter.


Reasons to still hire me:




	I’m persistent


	I’m tall (so I can take down cookie jars that may be lingering just out of reach, and let’s face it, what good is a creative department without cookies?)


	I’m easy to get along with. Way easier than a Russian dictator (who I don’t recommend you guys hire even if you don’t hire me. You hire him and next thing you know you’ll all be wearing those funny fur hats, and then the PETA people will be all over you.)


	I’m not a professional boxer. (Other people applying might be, and while it might seem like a good idea, it could cause problems. Just try telling Evander Holyfield that his copy needs work.)





To be fair I also found more reasons why you still shouldn’t hire me.


Reasons you still shouldn’t hire me:




	I keep giving you reasons not to hire me.


	My handwriting is getting worse and worse (I mentioned this in the last letter, but these scrawls are getting pretty ridiculous. I had to buy the Rosetta stone just so I could find out what I myself was writing.)


	I sent you my book two months ago, and now that book is 2 months old. And what kind of person sends a book that’s 2 months old?





I’m still interested in CP+B and I would like to give you a revised copy of my book.


Let me know if you’re curious. If not, here’s where you can send the rejection letter:


555 Smith St.
Chicago, IL 60613.


Thank you,


-Thomas
----


Dear Veronica Padilla,


I still haven’t heard back from you, so I’ll assume that you’ve all been kidnapped by pandas. I’ll also assume that they stole your computers and that you would probably want me to reattach the letters I’ve written you in case you escape. You’ll probably want at least one work sample as well, so I’ve attached that too. Thanks


-Thomas
----


Thanks for your concern. The Pandas decided to set me free. I’ll be in touch soon. I need some time to recoup.


:)


Veronica
----


Dear Veronica,


This is the guy from Chicago that doesn’t smell bad, doesn’t go to portfolio school, and is not a professional boxer. We have e-mailed back and forth several times now, and it has recently come to my attention that I still don’t work at CP+B. I’ve been trying to figure it out for a while and I think I’ve finally isolated the problems:




	I write too much (I mean, this is advertising, what business does a copywriter have writing so many words? And in Times New Roman!! Has nobody told me that’s not allowed?)


	I have not proven my pie-eating ability (and when those jerks from that law firm burst into the agency with a hundred pies and challenge the creatives to a pie eating contest to the death, how do you know I can hold my own?)


	You’ve never seen me, so how do you know I’m not ugly or that I don’t have a robotic arm?


	You don’t know if I can handle the serious workload of your agency (working late, waking up early, pulling all-nighters, writing all the time, sometimes not having time to eat.)


	I’ve never told you anything I do outside of advertising (so how do you know I can keep up an interesting conversation while the rest of the hostages sneak out the door?)





Well, let me resolve these issues for you:




	I don’t have to write so much. I can stop in the middle of


	Sure I’m skinny, but I can pack away a fair number of pies.


	How dare you call me ugly and draw attention to my robotic arm?


	I’m finishing a 4-year college. I know all about not sleeping, working hard, missing meals because I’m on a roll writing, losing all my work at 5 a.m. that’s due at 8 a.m. This is nothing new to me. I look forward to the craziness.


	I have lots of things I do other than advertising. I cook awesome food and love learning facts about different dishes and ingredients, I play guitar, I write short stories, I run and cycle, I draw (mostly in charcoal), and I smile and spread my cheer. Actually, one of the reasons I’m in advertising is because I’m interested in everything else in the world too.





I’d love to work at CP+B, and I know I’d get along really well with everyone. Maybe I could be flown down there sometime (if I can sneak my robotic arm through customs that is).


Regardless, get in contact with me. We’ll talk advertising, reminisce on our past communications and plot our revenge against the pandas,


-Thomas
----


Dear Veronica,


So this is letter number I don’t know, and I still haven’t gotten a final yes or no. I think it might have something to do with the font I’m using. You see, CP+B has gotten so used to people kissing their ass and treating them like royalty, that they only respond to this font anymore. I don’t mean it as a criticism; the praise is certainly well deserved. You guys are unbelievably good (thus my steady stream of emails). I think your agency can successfully keep from getting weighed down by your egos. Remember, that’s how the Titanic sank.


Still, the last CP+B campaign I saw was the ads, and they don’t meet up with your usual quality of work. I mean, the execution was decent, but the strategy? come on! What was it: “Men need to act like sexist wolverines”? Is that original at all? It’s the same strategy as that PSA for “The Preservation of Sexist Wolverines Coalition.”


Part of this is me being bitter that some of my work doesn’t meet up to most of your agency’s work, and part of it is me being hurt that I still haven’t gotten a response from you. I’m sure you’ve been really busy, and that hundreds of arrogant copywriters send you e-mails every day, but I was enjoying being sort of pen pals, because above being a good writer, I’m also a nice guy. So to get back to where we should be:


Last we talked you were being kidnapped by pandas, I was busy not smelling bad, and we were sharing laughs about creative departments needing tall people to get cookies (remember those sweet memories? Beautiful times).


I’ve given you enough reasons to hire me, and even more reasons not to hire me, (like that crappy portfolio I sent you, and almost insulting CP+B at the beginning of this letter).


Sure, I’ve got lots to learn, but I’m a quick learner (minus my unwillingness to learn that I write too much, and that I shouldn’t insult the people I admire and respect so much). I’d be thrilled if you took a look at my new book, even if just to find comfort in the fact that I’m just some arrogant non-portfolio school kid who doesn’t even print on glossy paper. Don’t be afraid to tell me no, I’ll try writing you again in about a year when my book is even better.
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