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Overview: Advertising sales agents—often referred to as account executives or advertising sales 
representatives—sell or solicit advertising primarily for newspapers and periodicals, television and radio, 
websites, telephone directories, and direct mail and outdoor advertisers. Because such a large share of 
revenue for many of these media outlets is generated from advertising, advertising sales agents play an 
important role in their success. 

More than half of all advertising sales agents work in the information sector, mostly for media firms 
including television and radio broadcasters, print and Internet publishers, and cable program distributors. 
Firms that are regionally based often need the help of two types of advertising sales agents, one to handle 
local clients and one to solicit advertising from national advertisers. Print publications and radio and 
television stations employ local sales agents who are responsible for sales in an immediate territory, while 
separate companies known as media representative firms sell advertising space or time for media owners 
at the national level with their own teams of advertising sales agents. Local sales agents are often referred 
to as outside sales agents or inside sales agents. Outside sales agents call on clients and prospects at their 
places of business. They may have an appointment, or they may practice cold calling—arriving without 
an appointment. For these sales agents, obtaining new accounts is an important part of the job, and they 
may spend much of their time traveling to and visiting prospective advertisers and current clients. Inside 
sales agents work on their employer’s premises and handle sales for customers who walk in or telephone 
the firm to inquire about advertising. Some may also make telephone sales calls—calling prospects, 
attempting to sell the media firm’s advertising space or time, and arranging follow-up appointments 
between interested prospects and outside sales agents. 

Education and training: Some employers, large companies in particular, prefer applicants with a college 
degree, particularly for sales positions that require meeting with clients. Courses in marketing, leadership, 
communication, business, and advertising are helpful.  
 
Other qualifications. Employers look for applicants who are honest and possess a pleasant personality 
and neat professional appearance. Because they represent their employers to the executives of client 
organizations, advertising sales agents must have excellent interpersonal and written communication 
skills. Being multi-lingual, particularly in English and Spanish, is another trait that will benefit 
prospective advertising agents as media increasingly seek to market to Hispanics and other foreign-born 
persons. Self-motivation, organization, persistence, independence, and the ability to multitask are required 
because advertising sales agents set their own schedules and perform their duties without much 
supervision. 

Job Outlook: Employment growth of advertising sales agents is expected to grow faster than average for 
all occupations for the 2006-2016 period. Because of growth in new media outlets, such as the Internet, 
advertising agents with an ability to sell, should see good job opportunities. 
 
For More Information: http://www.bls.gov/oco/ 
 
Source: U.S. Department of Labor, Occupational Outlook Handbook 


