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What to expect

Interviews for this role usually test three things: whether you can run a campaign end to end, whether
you actually read and act on the data rather than just reporting it, and whether you can hold your ground
with stakeholders who want to change direction mid-campaign. Expect a mix of walk-through,
behavioural and scenario questions, sometimes with a short task such as reviewing a mock campaign
report.

* Process: Questions asking you to walk through how you'd plan, run or report on a campaign from
brief to close-out.

e Technical/analytical: Questions probing your comfort with analytics platforms, A/B testing and
turning metrics into decisions.

* Behavioural: Past-experience questions about underperforming campaigns, tight deadlines or
working with creative teams.

» Scenario/judgement: Hypotheticals about budget overspend, sudden performance drops or
conflicting stakeholder direction, testing how you'd react in the moment.

* Client-facing/stakeholder: Questions about managing pushback from managers or clients who
want to override data-led decisions.

Most interviews open with a run-through of your background and current channel mix, move into one or
two process or technical questions (sometimes with a sample report or dashboard to interpret), then
shift to behavioural and scenario questions. Panel interviews for in-house roles often bring in someone
from analytics or sales to probe the commercial side; agency interviews tend to spend more time on
client management and turnaround under pressure.

1. Walk me through how you'd plan and launch a multi-channel campaign
from initial brief to final reporting.

Why they ask

This checks whether you understand the full campaign lifecycle, not just the execution steps you
personally enjoy.

How to structure your answer

Walk through it in order: brief and objective-setting, audience and channel selection, budget split, asset
briefing, launch and monitoring, then reporting and optimisation. Name the tools you'd use at each
stage.

Example answer

“| start by clarifying the objective with whoever's briefing me, whether that's awareness, leads or
sales, because it drives everything else. | then pick the channel mix, usually a combination of paid
social, search and email depending on where the audience actually is, and set a budget split across
Google Ads and Meta. Once assets are briefed to the design team through Canva or a shared brief
doc, | schedule content in Hootsuite and set up tracking in Google Analytics before anything goes
live. During the run | check performance at least weekly, adjusting spend toward whatever's
converting. At the end | pull the numbers into a report that ties back to the original objective, not just
vanity metrics like reach.”

2. How do you decide when an A/B test has run long enough to act on the
result?
Why they ask



Tests this on statistical judgement and whether you understand the risk of calling a test too early or
leaving it running too long.

How to structure your answer
Explain your technical reasoning: sample size, test duration, what result would trigger a decision, and
how you avoid acting on noise.

Example answer

“I look at whether the sample size and traffic volume are large enough for the difference to be
meaningful rather than random variation, and | try to let a test run through at least one full weekly
cycle so day-of-week effects don't skew it. If one variant is clearly ahead and the gap holds once
volume builds up, I'll call it and roll the winner out. If the result's marginal, I'd rather extend the test
than make a change based on a small, shaky lead.”

3. Tell me about a time a campaign underperformed. What did you do?
Why they ask

Behavioural question checking how you diagnose problems and whether you take ownership rather
than blaming the channel or the brief.

How to structure your answer
STAR: situation, task, action, result.

Example answer

“A paid social campaign | was running had a strong click-through rate but conversions on the landing
page were well below what we'd budgeted for. My task was to work out whether the problem was
targeting, creative or the page itself. | checked the analytics funnel and saw most drop-off happened
at the form step, not before it, so | tested a shorter form and clearer call-to-action. Conversions
improved once the friction on the page was removed, which told me the issue was never the ad, it
was what happened after the click.”

4. Two weeks before month-end you notice paid spend is tracking well over
budget. What do you do?

Why they ask

Scenario question testing judgement under pressure and whether you can make a quick, defensible call
with incomplete information.

How to structure your answer
Talk through your immediate assessment, the options you'd weigh, who you'd flag it to, and the decision
you'd land on.

Example answer

“First I'd check which campaigns or ad sets are driving the overspend, because it's usually
concentrated rather than spread evenly. If a particular campaign is outperforming and the overspend
is buying good results, I'd flag it to whoever owns the budget and make the case for a top-up. If it's
just inefficient spend, I'd pause or cap the worst-performing ad sets straight away and reallocate the
remaining budget to what's converting, then report the change so there's no surprise at month-end.”

5. A manager or client wants to change campaign direction mid-flight based
on a gut feeling that contradicts what the data's showing. How do you handle
it?

Why they ask

Client-facing question testing whether you can push back on data grounds without damaging the
relationship.

How to structure your answer



Describe how you'd listen to their reasoning, present the data clearly, and find a middle path if they still
want to proceed.

Example answer

“I'd start by hearing out why they think a change is needed, because sometimes there's context I'm
missing, like something happening in the market or with a competitor. Then I'd walk them through
what the current data is actually showing, in plain terms rather than jargon. If they still want to go
ahead, I'd suggest testing the change on a portion of the budget first rather than switching everything
at once, so we get an answer without risking the whole campaign.”

6. Describe atime you had to get a designer or content creator to deliver
assets on atight deadline.

Why they ask

Checks project management and cross-team communication, both core to coordinating creative
production against campaign timelines.

How to structure your answer
STAR: situation, task, action, result.

Example answer

“We had a campaign launch date locked in with the media buy already booked, but the final creative
assets were running behind because of feedback loops with the design team. My task was to get
everything approved and delivered in time without cutting corners on quality. | consolidated all
outstanding feedback into a single, prioritised list instead of sending it piecemeal, and agreed a
shorter turnaround for one final review round. The assets came in on time and the campaign launched
as scheduled.”



