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marketing market update
Ball and Hoolahan specialise in placing marketing professionals across
all sectors from B2B and Professional Services to FMCG, Retail and
Hospitality. There has always been a large disparity between sectors
and this year we have also noticed a discrepancy in certain disciplines
where there has been a skills shortage. This has pushed up salaries as
you would expect in any supply and demand model.
The top paying sectors in marketing remain relatively
consistent; roles within FMCG brands topped the list, shortly
followed by roles within Professional/Financial Services and
Telecoms/Utilities. At the bottom of the ladder there is little
change from previous years, with Public Sector and
Charity/Not for Profit paying the least.

•
•
•

The demise of Retail, particularly in bricks and mortar
environments, has affected all roles across the Retail
landscape. Marketing roles in this space have been no
exception. Although salaries have not dramatically reduced in
this space, Retail as a sector is still one of the lowest paying
and the number of roles within this space have reduced year
on year.

•

While salary has always been an important factor for
candidates, we are seeing an increase in non-monetary factors,
regardless of sector and level. Benefits such as private
pensions and private medical cover remain high on the list, but
other compensation factors influencing candidate decisions
this year include:
•

Location – easily commutable, candidates are less willing
to relocate
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•
•

•

Flexible working/hot desking
Corporate Social Responsibility offerings
Opportunities for time off for personal
development/volunteering
Sustainable/healthy/purposeful brands
Company culture (feeling involved, able to make a
personal impact)
Focus on mental and physical wellbeing (gym
memberships/personal days)
Development opportunities through training/speed of
progression

We are also seeing a continuing trend with marketers of all
levels wanting to move from larger, more traditional and
established businesses to smaller entrepreneurial companies.
Smaller start-up businesses offer greater autonomy, a quicker
pace of work, end-to-end project work and the satisfaction of
being able to see the fruits of your labour in a quicker
timeframe.
Whilst the younger, smaller companies tend to have less
benefits package-wise, they offer better opportunities in terms
of progression. They are often more inclusive and diverse,
meaning candidates feel better valued and can make a bigger

impact. Many of these businesses tend to be in central city
locations which are easy to get to, serving as another draw for
candidates.
Millennials in particular have much more of a career choice.
The holy grail that used to be a career in big blue chip is not
as much of a draw to candidates as it was a few years ago.
Sought-after candidates that have traditionally chosen
marketing careers are spoilt for choice with exciting new
opportunities in tech, online, entrepreneurial or start-up
businesses, or companies and brands with a strong CSR or
ethical stance.
Employers competing for top talent are having to widen their
thinking when hiring candidates for marketing positions. They
are becoming more inclined to achieve a diverse approach and
ensure the right balance of academia, personality and
experience from different fields (that are not necessarily
marketing-related). Because of this, candidates are getting into
marketing through a range of academic backgrounds rather
than the formal marketing training of the past, and many
businesses will include a personality profiling element to the
recruitment process to ensure the right mix of skills and
personalities within a team.
The skill sets required of marketers are also evolving, with
most marketing roles now encompassing an element of digital

and/or social media marketing – something candidates did not
need 5-10 years ago. Some companies are now looking to hire
for positions that would have traditionally been covered by
agencies (digital marketing specialist roles and strategic
planning roles).
Where there is a talent shortage for a discipline, candidates
have been able to command higher salaries. This year we have
identified this across the specific FMCG functions, such as of
Category Management.
In leaner times such as these, marketing is typically one of the
first places business owners are tempted to make cuts, but it
has been proven time and time again that maintaining a
trusted and well-recognised brand is the best way stay
profitable. Instead of cutting budgets, it is it is critical to focus
on profitable effectiveness and return on investment more
than ever.
That being said, multi-channel marketing will always be crucial
within this sector, and continuous dependence on technology
is not always ideal. Research shows that 55% of B2B buyers
rely on word of mouth referrals to make buying decisions, so
firms should be looking at their clients and leads for direction
while making sure marketing strategies are specifically tailored,
targeted, consolidated and meaningful. Quality over quantity!

marketing – permanent, london
basic salary (£ per annum)
FMCG

Retail, Leisure & Hospitality

Professional Services/ Financial
Services and B2B

22,000 - 27,000

22,000 - 27,000

26,000 - 30,000

-

28,000 - 35,000

-

30,000 - 35,000

-

-

-

30,000 - 35,000

-

35,000

30,000 - 35,000

30,000 - 35,000

Social Media Manager

45,000 - 55,000

40,000 - 50,000

-

Digital Marketing Manager

60,000 - 65,000

50,000 - 55,000

40,000 - 50,000

Brand Manager

35,000 - 48,000

-

-

Senior Brand Manager

50,000 - 65,000

-

-

Marketing Manager

65,000 - 70,000

50,000 - 60,000

40,000 - 50,000

Head of Marketing

85,000 - 95,000

65,000 - 70,000

80,000 - 100,000

100,000 - 140,000

80,000 - 90,000

80,000 - 120,000

Role
Marketing Assistant/ Executive / Coordinator
Senior Marketing Executive
Assistant Brand Manager
Junior Marketing Manager
Digital and Social Media Executive

Marketing / Brand Director
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