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Brand Recruitment are the go-to 
marketing and PR recruitment 
specialists in the Central and Eastern 
Region. Founded in Cambridge 
back in 2005, we pride ourselves on 
our unrivalled industry experience, 
knowledge, and strong local 
roots. For over a decade our team 
have provided an honest, nimble, 
passionate and proactive approach 
to marketing recruitment solutions. 

Last year saw us crowned ‘Best SME Recruitment Agency’ 

at the annual and prestigious Marketing and Digital 

Recruitment Awards 2016. A fantastic achievement, this 

award recognises us for our all-round recruitment solutions, 

excelling as an employer brand of choice and a go-to 

staffing provider. The judges of the award said that they 

were “impressed with evidence that supported high staff 

retention, active content, excellent market engagement and 

tangible commercial return”. 

The award now has pride of place in our Cambridge 

headquarters beside our three ‘Best Regional Agency’ titles 

which we’ve been lucky enough to pick up over the last few 

years at the annual awards ceremonies. 

This year’s Marketing Recruitment Review and Salary Survey 

has been put together with the help of our experienced 

marketing recruitment consultants, input from hundreds of 

marketers and employers across our own extensive network, 

as well as other professionals from the marketing community. 

The information, insight and knowledge gathered from these 

sources has helped us to create a substantial review of the 

marketing recruitment industry over the past year, salary 

guide information, interesting statistics, trends, and forecasts 

for the coming months. 

We hope you enjoy the review, and find the insight to be 

useful whether you’re looking for a new marketing role, or are 

hiring within your own marketing team!

All the best for the year ahead,

The Brand Recruitment Team

Introduction
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Not ignoring the unfortunate Brexit-related redundancies 

experienced by some along the way, there haven’t been 

widespread recruitment freezes or redundancies in the 

marketing industry yet - although it is still hard to predict exactly 

what the next few months, or indeed years, will hold for the job 

market itself, and for the economy and UK business in general.

Despite the level of uncertainty, as per a recent IPA quarterly 

Bellwether report, marketing departments appear to be 

withstanding the ongoing political and economic uncertainty 

well, with over a quarter of marketers indicating an increase in 

their marketing budgets in the final quarter of 2016.

Increasing investment in marketing and advertising budgets 

is likely to mean an increase in marketing recruitment and 

team development budgets, too. In fact, 40% of the hiring 

managers we surveyed told us that they were planning  

to expand their marketing departments over the next  

twelve months, whilst 30% were still unsure of their team 

growth plans.

When asked specifically about Brexit in our Marketing 

Recruitment Survey, 79% of hiring managers admitted to  

still being ‘unsure’ of the effects that Brexit will have on their 

company, and its marketing department.

Marketing 
Recruitment 
Overview 
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In our 2016 Marketing Recruitment Review, we spoke of a marketing 
recruitment ‘boom’ period as we experienced more and more companies 
making the shift to becoming marketing-orientated. But with the EU 
Referendum last summer and its aftermath of uncertainty hitting us half way 
through the year, we naturally saw the market change slightly. 
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Many seemed concerned about the cost of importing goods, 

and the devaluation of the pound, and how this would affect 

their organisation in the long term. Others operating in 

business-to-business environments raised concerns over 

how Brexit may affect their clients’ own budgets, and how 

much money their clients would then have free to spend 

with them. On the contrary, and on a slightly more positive 

note, some mentioned that the current state of the pound 

means it is now cheaper for their overseas clients to buy 

certain products from them, enabling their business to be 

more competitive within the market.

When marketing professionals were asked a similar question 

on Brexit, and its effect on their current job role as part of our 

Marketing Salary Survey, 70% of respondents said that they 

don’t expect Britain leaving the EU to have a negative impact 

on their own role.

Similarly, to the response we received from employers in the 

survey, many marketers went on to say that there were other 

issues that they thought Brexit may cause, or that they feel it 

already has caused which affect their company or industry 

sector, but not necessarily their own position directly. Many 

of these comments came from those that work in specific 

sectors such as the finance and property industries, which 

will have been hit by the economic uncertainty perhaps 

more so than others.

Marketers who are working in the UK but are originally from 

other European countries were concerned about the effect 

that Brexit would have on their current position, and whether 

they would have to leave the UK. Another issue is companies 

opting to move headquarters away from the UK, which could 

mean loss of jobs or difficulty relocating. 

In the marketing recruitment sector, and possibly across UK 

business in general, we’re almost seeing the uncertainty that 

comes with Brexit as more of an issue than Brexit could be 

itself. This is because there is a lot of delay and indecision 

caused by the referendum result, with companies choosing 

to sit back, and ‘wait and see’ what happens before making 

decisions. Many of our respondents felt that it will be the 

companies that choose to continue to invest and trade 

through this current period that will prosper. The general 

attitude, certainly from our point of view, as well as within our 

network, is that it is important to turn the current situation 

into a positive one for business. And for marketers this means 

using this as a time to be looking for opportunities for new 

markets and innovation. 

Are you expecting to expand your 
marketing department over the next 
twelve months?

What effect do you think Brexit will have 
on your company, and more specifically its 
marketing department?

Negative Unsure

8%13% 79%
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Positive

Yes 

40%
No 

30%
Unsure

30%

Yes

30%

No

70%

Do you think Brexit will have a negative 
impact on your current role?
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Job Role Demand and Salaries

As we enter a new financial year we have been able to look 

back at some of trends we’ve experienced in the job market 

over recent months. Fortunately, for marketers considering 

new career paths, the market has stayed reasonably buoyant. 

But what we have really noticed is the increase in demand for 

specific types of roles in certain specialisms and levels 

compared to others. 

For example, we have seen an increase in the number of 

junior to mid-level positions available, as opposed to 

positions at a more senior-level. In fact, several companies 

have started to hire two junior to mid-level candidates with a 

couple of years’ experience in order to develop and mould 

them into their experienced marketers of the future, and 

therefore recruiting less frequently for senior-level positions. 

Linking this with the current economic environment, hiring 

two slightly less experienced candidates that show the right 

team fit, skills, and willingness can be considered as more 

cost effective, and perhaps easier to justify when negotiating 

recruitment spend with the ‘powers above’. However, it is 

important to remember that the highly experienced, 

senior-level candidates will possess a breadth of knowledge 

that is extremely valuable and cannot be replaced with less 

experienced employees. 

Confirming that this trend of junior-level recruitment is going to 

stick around throughout 2017, results also show that 43% of 

hiring managers across the country expected that they would 

do the most marketing recruitment at executive level over the 

coming year. Assistant level followed behind this at 22%; with 

roles at management level up to director level only at 16%. 

Digital and content-focused positions have continued to be 

on the rise over the past twelve months. Findings from IPA’s 

Bellwether report stated that online marketing continued to 

gain an increasing share in the marketing mix of companies. 

At Brand, we certainly see companies being far more willing 

to spend on digital marketing, as its return on investment is 

much more easily measured than other areas of marketing. 

Many digital marketing methods offer measurability, and 

often at a much lower financial cost than other marketing 

mix avenues. Therefore, the ability to justify marketing spend 

means that the marketing team can more easily get ‘sign off’ 

on digital marketing recruitment than the likes of spending 

on PR or offline marketing methods. 

Our Marketing Recruitment Survey revealed that out of all 

the areas of marketing and PR, 59% of hiring managers said 

that their marketing departments would be investing the 

most in digital over the next year. 

Our Salary Survey figures show that across most digital job 

titles, including Digital Marketing Executive, Social Media 

Manager and PPC/SEO Manager, we have seen an increase in 

salary on last year, and in general, more so than in other areas 

of marketing. We predict that over the next couple of years, 

this quickly evolving area of marketing will continue to 

become more prominent, with new roles in areas such as 

M-Commerce emerging into the market. 

Salaries for Content Executive, Content Manager and 

Copywriter positions have also seen a noticeable increase in 

comparison to 2016, too. Perhaps the ‘major’ changes in SEO 

algorithms of recent months, and the continued rise of 

blogging and original content, have seen roles in this area of 

marketing become much more in demand. As such, the 

ability to write well is a skill that we now almost always see as 

a must-have on the job description for marketing roles.

Our full Salary Survey figures can be found on page 16

Candidate-Led Market

The marketing job market has stayed candidate-led, with 

fewer strong candidates active in the market, and the ones 

that are active being in high demand, often interviewing for 

and in talks about several different positions at any one time. 
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At which level are you expecting to do  
the most marketing recruitment over the 
next year?

Assistant

22%

Senior
Management

2%
Head of/
Director

2%
Management

12%
Senior

Executive

19%

Executive

43%
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In which area do you expect your 
marketing department to see the most 
investment in 2017?

It is a time when the best candidates really stand out, and the 

power can really be in the candidate’s hands. This has seen 

the real need for employers to continue to move quickly and 

express interest in a candidate as early as possible in order to 

avoid losing out on the talent they really want. 

Despite there being fewer strong candidates in the market, 

employers’ requirements are remaining highly specific - 

making sourcing candidates that fit the exact specifications 

of the role much harder. The clients we work with that tend 

to have the most success in hiring and retaining the best 

marketers are the ones that keep more of an open mind 

when it comes to a candidate’s experience fitting the exact 

specifications on the role. The employers that have the 

smoothest recruitment processes are the ones willing to take 

advice from their specialist recruitment consultant, and listen 

to recommendations on candidates that we have previously 

met and know will fit in well within their organisation. 

Possibly in line with Brexit-related worries, we are also 

witnessing more companies going the extra mile to retain 

their employees. As such, we are increasingly seeing 

candidates put in a situation whereby they are offered a 

position, and then their current employer will come back 

with a ‘counter-offer’ to avoid losing them as an employee. 

When it comes to counter-offers, it’s important for both 

candidates and employers to remember that whilst staying in 

the same company for more money, or keeping an 

employee on for a little bit longer for a small financial cost 

may seem an easier option in the short term, a study has 

shown that 75% of those who accept a counter-offer will be 

looking to leave within six months of deciding to stay. 

We never tell candidates what to do when presented with a 

counter-offer, however we do advise the candidate to really 

think about why it is they are looking for a new job in the first 

place, and to consider whether the counter-offer is 

sufficiently attractive to give them what they want from their 

careers in the long term. When looking for a new position, it 

is important that candidates have a clear idea of what they 

want from their next step and why, as this will make finding 

the next career move easier for both the job-seeker, and in 

turn, the recruiter. 

Ultimately, financial gain is important when looking for a new 

role, but it’s not always the most important thing - we know 

from our Marketing Salary Survey results that the main reason 

marketers gave for wanting a new position was down to lack 

of progression and career advancement in their current role, 

not remuneration. It is unlikely that lack of progression and 

career advancement is something that can just be changed 

overnight by your current employer as it is often deeply 

embedded in the structure of the organisation - and 

therefore will not be something that can always be resolved 

by a counter-offer. 

Another element to this, which brings us back to the 

candidate-led market, is that we are seeing offers being 

made by employers, but because the candidate is very much 

in-demand and will be interviewing elsewhere, a second 

employer may now trump the candidate’s original offer from 

the first company - adding much more complexity to the 

recruitment process, and competition between employers! 

Retained Recruitment

Something we have started to see a lot more of in recent 

months, and expect to see an increase in again this year, is 

the demand for recruitment on an exclusive and often 

retained search basis. In simple terms, this is when an 

employer pays the recruitment company a fee or part of the 

fee upfront, enabling the recruiter to dedicate more time 

and resources into finding the best candidate for the role 

and in a much more comprehensive way. It allows the 

recruiter to work on the assignment as though it was 

themselves who are the hiring manager for the role, and this 

way of working tends to see much more positive returns in 

terms of fill rate, as well as building better relationships 

between recruiter and employer.

Communications

3%

Events

3%

PR

10%

Digital

59%

Marketing

25%
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In general, marketers in consumer industries continue to be 

paid higher than the average salary, and higher compared to 

most other industry sectors. 

Reflecting the general trend across marketing recruitment 

in the past year, in the Consumer Team at Brand we have 

seen a definite rise in demand for digital and content-

focused positions at a junior to mid-level. And with this, we 

have seen the recruitment of more ‘generalist’ marketing 

executive positions decline slightly within the sector, as more 

companies look for these candidates at executive-level with 

more specialised skillsets. Throughout the rest of 2017/18 

I am expecting that we will continue to see an increase in 

companies recruiting on this junior-level. 

Candidates have more control in the current market, 

despite employers choosing to be pickier with their 

requirements. Candidates are moving from role to role 

more quickly, and clients are failing to keep up with 

this! Within consumer recruitment, companies have 

the benefit of often being a sexier, well-known name 

or household brand and therefore, if a candidate is 

interviewing at one of these organisations as well as a 

lesser known software company, for example, the draw 

of the big brand is often something that helps consumer 

companies win candidates over the competition. 

However, consumer employers must not rely on this 

solely, and need to be focusing on winning candidates 

over as early as possible to make sure they retain 

candidates’ interest throughout the process.

Counter-offers have become more of an issue for hiring 

managers this year. With all the different effects Brexit might 

have on different companies, employers are keener than ever 

to retain current staff and to avoid the often costly impacts of 

recruiting and training a new hire. 

It is the truly ‘British’ FMCG brands that have continued 

to recruit the most, and seem to be investing the most in 

marketing in recent months. These brands seem to be taking 

the attitude that people will continue to need their products, 

and therefore they must continue to invest in innovation 

to remain competitive in the market, encourage consumer 

spend and to survive in the current economic environment. 

Throughout 2017 I expect to see our FMCG clients recruiting 

the most and across all levels.

CONSUMER 2017 Marketing
Assistant

Marketing
Executive

Marketing  
Manager

Digital Marketing 
Manager

Average: £21,000 £26,000 £42,500 £42,000

FMCG/Retail £24,000 £28,000 £47,500 £45,000

Leisure £24,000 £28,000 £45,000 £40,000

Consumer Salaries

Consumer
Marketing Review
Sarah Rhodes, Head of Consumer Marketing Recruitment

Industry Sector vs Role 
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Sector vs 
Happiness

Agency

52%

16%

32%

Services

57%

25%

18%

Business
to Business

60%

20%

20%

Consumer

38%

27%

35%

Most happy

Least happy
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It’s been a busy year so far across B2B marketing recruitment. 

We’re experiencing more and more content and copywriting 

roles, including blogging and social media. This is not 

something that we’re expecting to slow down over the next 

year either. It’s likely that we will see demand for content 

and social positions continuing to rise, and across all levels - 

including more senior strategic content positions.

In terms of the levels of roles we have been working on, we’ve 

never been busier at the marketing executive grade! We’re 

finding that the sheer volume of marketing being carried out 

within B2B is on the increase, and because of this, employers 

are keen to have as many ‘hands on deck’ as possible.

Having said this, across all positions in general, we have 

seen B2B companies in our sector taking a slightly warier 

and more careful approach to hiring - likely due to the UK’s 

current economic situation. Ultimately in B2B, the customer 

is another business, and companies must appreciate the 

ability of their customers to spend money on their products 

or service. Business confidence in marketing is on the up 

though, and we’re finding that companies who are active in 

the market and putting their brand ‘out there’ are the ones 

who are reaping the rewards. 

Of the B2B companies we work with at Brand, it’s the 

service-led companies such as software and solutions 

businesses who are still recruiting more than others. These 

service-led tech businesses have less overheads, typically, 

and rely more heavily on their ‘brand presence’ to push the 

products. The opposite must be said about the B2B 

businesses within the manufacturing, construction and 

logistics industries. With a few more rising costs to 

consider, these businesses are tending to rely on cheaper 

and more measurable marketing tactics, such as digital 

and social engagement to build brand identity.

Over the course of the next year or so, we’re expecting B2B 

companies to be investing more heavily in measurable 

marketing in general. As marketing spend becomes more 

stringent, the reliance on ROI and marketing justification 

becomes more apparent.

It’s been another ‘boom year’ for most medical and 

pharmaceutical companies, and their salary brackets continue 

to sit well above the average for marketing job titles - naturally 

this is due to the specific industry knowledge which is required 

for these highly-regulated industries. Candidates tend to be 

harder to find within these areas in B2B; if you’re an employer 

recruiting, this is purely due to the size and competitive nature 

of the companies involved. Candidates are rewarded for their 

tenure within healthcare and pharma and, as such, candidates 

are less frequently looking for new roles within the sector, and 

when they are the salary ‘jumps’ tend to be a bit higher. 

2017 will be a good year for the companies who are willing 

to stand above their competitors, and marketing is a key 

element in standing out from the ever-increasing crowd!

Business to Business
Marketing Review
Dominic Phipps, Head of Business to Business Marketing Recruitment

B2B 2017 Marketing
Assistant

Marketing
Executive

Marketing  
Manager

Digital Marketing 
Manager

Average: £21,000 £26,000 £42,500 £42,000

Technology £22,000  £28,000  £45,000 £45,000

Manufacturing  £20,000 £26,000  £40,000 £40,000

Medical/Pharma £23,000 £30,000  £50,000 £50,000

B2B Salaries
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Sector vs 
HappinessAgency

52%

16%

32%

Services

57%

25%

18%

Business
to Business

60%

20%

20%

Consumer

38%

27%

35%

Most happy

Least happy
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SERVICES 2017 Marketing
Assistant

Marketing
Executive

Marketing  
Manager

Digital Marketing 
Manager

Average: £21,000 £26,000 £42,500 £42,000

Not for Profit/Charity £18,000 £26,000 £38,000 £38,000

Professional/Financial Services £18,000 £28,000 £45,000 £42,000

Publishing/Media £18,000 £25,000 £40,000 £38,000

Education/Public Sector £17,000 £24,000 £40,000 £38,000

Services and Agency Salaries

AGENCY 2017 Account 
Executive

Account
Manager

Account  
Director

Marketing £23,000 £30,000 £50,000

PR £24,000 £34,000 £50,000

Digital £25,000 £35,000 £50,000

Sector vs 
Happiness

Agency

52%

16%

32%

Services

57%

25%

18%

Business
to Business

60%

20%

20%

Consumer

38%

27%

35%

Most happy

Least happy

Across the services and agency sectors we have seen an 

increase in the number of digital specialisms including PPC, 

SEO, and social media. As with other industry sectors, we’ve 

experienced higher numbers of marketing executive-level 

roles, with less managerial to senior-level roles in the market. 

This could be down to Brexit and economic uncertainty, 

and the ‘cost’ that comes with hiring at a senior-level, but 

this could also just be reflecting the fact that more senior 

marketers have chosen to ‘stay put’ over recent months.

In 2015/16 we were seeing many more candidates in the 

market than jobs, and so candidates had much more choice. 

Whereas, this year we have started to see things even out a 

bit more in terms of the candidate to job ratio! The power 

really lies with the in-demand, high-calibre candidates, 

though, and employers do need to step it up to win these 

candidates over. It’s a must that employers are accepting 

that they have a part to play in selling their company to 

candidates, as the good candidates will be interviewing for 

numerous organisations at once. 

We have seen companies in the professional services industry, 

as well as the recruitment industry, starting to hire and invest 

in marketing a lot more over the last year. This is probably a 

reflection of these companies really starting to see just how 

important marketing is within their sectors to stay competitive 

and continue to grow. The SMEs that we work with in the 

services recruitment team are also among those that have 

started to realise that they need to be investing in marketing 

to keep up with increasing numbers of competitors. And, 

perhaps not coming as a great surprise, public sector 

companies are recruiting and investing a lot less, largely being 

due to government funding and budget cuts. 

Agencies continue to recruit at a steady pace, and, as a rule, 

salaries across agencies outside of London tend to remain 

competitive with each other, regardless of location. This 

is mainly due to the agencies outside of Central London 

wanting to attract the London agency candidates, and thus 

salaries tend to remain in line with one another.

A main cause of  employers losing out on the high calibre 

candidates they really want is that the salaries being offered 

are not meeting expectations. Too many companies are not 

prepared to pay the same as other sectors, and match what 

other companies or other industries might be paying for 

similar roles. This also comes down to expecting too much 

from candidates, without paying them a salary to reflect 

these expectations. Over the next twelve months in the 

increasingly competitive market between employers, it’s 

going to be important for companies to be realistic with  

their requirements. If they’re not willing to pay the ‘going rate’, 

there may be sacrifices to be made in terms of candidates 

not necessarily fitting the exact blueprints of the position.

Services/Agency
Marketing Review
Ben Phillips, Head of Services/Agency Marketing Recruitment
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We’re starting to see large corporate 
companies moving their once 
London-based headquarters, or at least a 
large proportion of their marketing 
department, to ‘cheaper’ regional locations 
that still have good transport links for 
example Milton Keynes, Luton, 
Peterborough and Northampton.

It’s certainly a good time to be a regional 
agency with more and more candidates 
based in Greater London and the outskirts 
starting to contact us, wanting move away 
from their roles based in the city to 
positions in the Home Counties, 
Oxfordshire or Cambridgeshire.

Cambridgeshire continues to be one of the 
highest payers; often paying on or above average 
salaries. We’ve found that companies based in 
Cambridgeshire are starting to realise the 
increasing need to compete with London salaries 
as commuting into Cambridge itself becomes 
harder, and living in Cambridge becomes more and 
more expensive. In some cases, candidates are 
opting to commute via train to London rather than 
work in Cambridge itself because of the allure of 
higher London salaries, and avoiding being sat in a 
car for several hours a day. Thus, Cambridge-based 
companies are finally understanding that rate of 
pay needs to be more competitive, and reflect the 
cost of living.

Interestingly, only around 8% of the 
candidates we speak to would be willing 
to relocate for the right role. Showing 
that whilst the ‘dream’ job opportunity 
could be out there, most candidates 
would prefer something that were more 
convenient and closer to home.

Salaries for agency-side roles outside of 
London tend to remain in line with one 
another regardless of location. This is 
due to these agencies outside of the city 
wanting to attract the London agency 
candidates.

Location vs Role 
Brand Recruitment has grown as a specifically regional agency, focusing on 

the Central and Eastern Region. We’re extremely proud of our strong local 

roots as it enables us to have truly relevant knowledge and expertise which 

can help both businesses based within the region, and candidates working 

within the area. In fact, we’ve been crowned ‘Best Regional Agency’ at the 

annual Marketing and Digital Recruitment Awards three times over the past 

few years; recognising us as a pro-active and respected industry presence in 

marketing and communications recruitment within our area.

With our headquarters based in tech-hub Cambridge, and an office 

in Amersham; we provide recruitment assistance to businesses and 

marketing job-seekers based in the Cambridgeshire, Norfolk, Suffolk, Essex, 

Hertfordshire, Bedfordshire, Berkshire, Buckinghamshire, Northamptonshire, 

Oxfordshire, Leicestershire, and Lincolnshire areas, with plans to expand into 

Nottinghamshire, Derbyshire and the West Midlands in the near-future.  
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Marketing 
Assistant

Marketing 
Executive 

Marketing 
Manager

Head of  
Marketing 

Digital  
Marketing 
Manager 

PR Manager Brand 
Manager

Product  
Manager 

Average: £21,000 £26,000 £42,500 £65,000 £42,000 £39,000 £43,000 £43,000

Cambridgeshire/Bedfordshire/ 
Hertfordshire/Essex

£21,000 £26,000 £45,000 £65,000 £40,000 £40,000 £40,000 £45,000

Norfolk/Suffolk £20,000 £23,000 £38,000 £60,000 £37,000 £39,000  £35,000 £36,000

Leicestershire/Lincolnshire/ 
Northants

£20,500 £23,000 £40,000 £60,000 £38,000 £38,000  £35,000  £35,000

Berkshire/Buckinghamshire/ 
Oxfordshire

£21,000 £28,000 £48,000 £65,000 £40,000 £40,000  £40,000 £45,000

Salary Survey Location vs Role

Brand Recruitment
Marketing Recruitment Review  
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Survey Statistics
Respondent Profile – Candidates   

Page    12

Brand Recruitment
Marketing Recruitment Review  
and Salary Survey  2017 / 2018

Are you male or female?

Female

67%
Male

33%

What age group are you in?

18 to 24 25 to 34 35 to 44 45 to 60

52%13% 24% 11%

What qualifications do you have? 

 Degree 70%

 Masters Degree 15%

 No Higher or Further Qualifications 14%

 CIM Diploma in Professional Marketing  11%

 CIM Certificate in Professional Marketing  9%

 Digital Diploma 5%

 Other  5%

 CIPR Diploma 4%

 CIM Postgraduate Diploma in Marketing 4%

 CIM Foundation Certificate in Marketing  3%

 MBA 3%

 Direct and Digital Diploma 1%

Do you work in-house or agency-side?

In-house

78% Other (Unemployed/
Freelance/Self-Employed)

11%

Agency 11%

Which best describes your type of agency?

 Integrated Agency 32%

 Digital Agency 23%

 Other  19%

 Creative Agency 16%

 Advertising Agency 7%

 PR Agency 3%

Which best describes your industry sector?

 Professional Services 19%

 Technology 12%

 Education 9%

 Retail 9%

 Health/Medical 8%

 FMCG 6%

 Manufacturing 6%

 Charity/Not-for-profit 5%

 Leisure 5%

 Publishing/Media 5%

 Construction 4%

 Software 4%

 Automotive 3%

 Utilities 3%

 Public Sector 2%

Where in the UK are you currently living?

 London 16%

 Cambridgeshire 15%

 Other  12%

 Hertfordshire 9%

 Essex 8%

 Berkshire 6%

 Buckinghamshire 6%

 Northamptonshire 5%

 Oxfordshire 5%

 Bedfordshire 4%

 Leicestershire 4%

 Suffolk 4%

 Norfolk 3%

 Lincolnshire 2%

 Nottinghamshire 1%



Candidate Survey Statistics
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How did you find your current position?

How are you currently employed? How big is your current organisation?

How happy are you in your current role?How long have you been in your current role?

Happy

52%
Unhappy

23%
Neutral

25%

What is your current notice period?

1 Week 2-3 Weeks 1 Month 2 Months 3 Months

65%

6%

5%

6%

18%

Applied directly
with employer

Through a
recruitment agency

Headhunted directly
by employer

Moved roles
internally

Other

9%

9%

6%

37%

39%

0-6
Months

7-12
Months

1-2
Years

2-5
Years

5-10
Years

10
Years+

30% 15% 24% 23% 6% 2%

Gender vs Level

Head of/
Director 61% 39%

LevelMale Female

45% 55%Manager 

36% 64%Executive

30% 70%Assistant

Full-time

97%
Part-time

3%
Permanent

91%
Contract/
Freelance

9%
 51 - 200 employees  21%
 201 - 500 employees 17%
 21 - 50 employees 15%
 1001 - 5000 employees  9%
 Over 10,001 employees 9%
 Self-employed/Freelance/ 6%
 Consultancy/Unemployed
 Under 10 employees 6%
 11 - 20 employees  6%
 501 - 1000 employees 6%
 5001 - 10,000 employees 5%



Page    14

Do you feel your organisation values the 
marketing function?

Yes

62%
No

21%
Indifferent 17%

Have you had an increase or decrease in 
salary within the last twelve months?

Increase

53%
No change

44%
Decrease 3%

Are you considering a career move within 
the next twelve months?

Yes

61%
No

15%
Not sure 24%

Do you feel that you are underpaid?

Yes

59%
No

41%

Would you feel comfortable asking for a 
pay rise from your current employer?

Yes

46%
No

54%

Which of the following benefits do you 
receive in your current role?

64%
50%
42%
35%
31%
26%
24%
13%
12%
11%
16%

Contributory Pension

Laptop/Mobile/Tablet

Bonus

Flexible Working

Healthcare

Training (Paid Courses)

Life Insurance

Childcare/Vouchers

Car or Car Allowance

Gym Membership

None of the above

Please rank the benefits in order of how 
important they are (or would be) to you:

Bonus

Car or Car Allowance

Contributory Pension

Life Insurance

Gym Membership

Healthcare

Flexible Working

Training (Paid Courses)

Laptop/Mobile/Tablet

Childcare/Vouchers

What are your main reasons for wanting 
to leave your current role?

44%Lack of Progression/
Career Advancement

33%Remuneration

29%Management/
Work Envrionment

22%Work/Life Balance

12%Job Uncertainty/
Redundancy

10%Relocation

Brand Recruitment
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Which of the following best describes your 
organisation’s industry sector?

How has the number of employees in your 
marketing department changed over the 
past twelve months?

Where in the UK is your organisation based?

Respondent Profile – Employer

Employer Survey Statistics

 Cambridgeshire 26%

 Hertfordshire 14%

 London 13%

 Buckinghamshire 11%

 Northamptonshire 6%

 Berkshire 5%

 Essex 5%

 Leicestershire 5%

 Bedfordshire 4%

 Oxfordshire 3%

 Suffolk 3%

 Other 2%

 Lincolnshire 1%

 Norfolk 1%

 Nottinghamshire 1%

 Agency  21%

 Technology 11%

 Professional Services 10%

 Publishing/Media 9%

 Charity/Not-for-profit 8%

 Manufacturing  8%

 Health/Medical 8%

 Retail 8%

 FMCG 4%

 Education 3%

 Construction  2%

 Leisure 2%

 Public Sector 2%

 Software 2%

 Automotive 1%

 Utilities  1%

Increase

50%
No change

32%
Decrease 18%

How does your company usually begin
sourcing candidates at the start of the 
recruitment process?
 Specialist Recruitment Agencies  33%

 Direct Advert 25%

 Preferred Supplier List (PSL) 11%

 Internal Advertising 10%

 Social Media 10%

 Generalist Recruitment Agencies 9%

 In-house Recruitment Team  2%

How was the last marketing employee you 
hired sourced?
 Recruitment Agency 58%

 Direct Advert 19%

 Social Media 7%

 Internal Recruitment 6%

 Recommendation 6%

 Headhunted 4%

Which qualifications do you look for most 
when hiring within marketing?
 Degree 51%

 Qualifications are not important 19%

 CIM Certificate in Professional Marketing  15%

 CIM Diploma in Professional Marketing  15%

 CIM Foundation Certificate in Marketing  11%

 Digital Diploma 6%

 CIM Postgraduate Diploma in Marketing 4%

 Direct and Digital Diploma 2%

 CIPR Qualification 1%

 Masters Degree 0%

 MBA 0%

How important is a candidate’s personality 
versus their skills to you when hiring?
 50% skills, 50% personality 65%

 75% skills, 25% personality 21%

 25% skills, 75% personality 8%

 Personality is the deciding factor 6%

 Skills are the deciding factor 0%
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MARKETING 2017 2016 Salary Change

Marketing Assistant £21,000 £21,000 0.00%

Marketing Executive £26,000 £27,500 -5.45%

Senior Marketing Executive £31,000 £32,000 -3.13%

Marketing Manager £42,500 £44,000 -3.41%

Senior Marketing Manager £52,000 £57,500 -9.57%

Head of Marketing £65,000 £69,000 -5.80%

Marketing Director £80,000 £98,000 -18.37%

Trade Marketing Executive £28,000 £27,000 3.70%

Trade Marketing Manager £45,000 £41,000 9.76%

CRM/Direct Marketing Executive £31,000 £31,000 0.00%

CRM/Direct Marketing Manager £41,000 £45,000 -8.89%

Insight Manager £43,000 £45,000 -4.44%

Channel/Partner Manager £46,000 £45,000 2.22%

PR 2017 2016 Salary Change

PR Executive £25,500 £23,000 10.87%

PR Manager £39,000 £39,000 0.00%

Head of PR £53,500 £55,000 -2.73%

Communications Executive £29,000 £28,000 3.57%

Communications Manager £44,000 £42,000 4.76%

Internal Communications Manager £41,500 £43,000 -3.49%

Head of Communications £60,500 £58,000 4.31%

DIGITAL 2017 2016 Salary Change

Digital Marketing Assistant £22,000 £21,500 2.33%

Digital Marketing Executive £27,500 £26,000 5.77%

Digital Marketing Manager £42,000 £40,000 5.00%

Head of Digital £64,500 £70,000 -7.86%

Social Media Manager £40,000 £35,000 14.29%

SEO Executive £29,000 £28,000 3.57%

SEO Manager £38,500 £35,000 10.00%

PPC Executive £29,000 £28,000 3.57%

PPC Manager £36,000 £32,000 12.50%

Ecommerce Executive £28,000 £27,500 1.82%

Ecommerce Manager £44,000 £45,000 -2.22%

CONTENT/COPY 2017 2016 Salary Change

Copywriter £29,000 £26,000 11.54%

Content Executive £28,500 £28,000 1.79%

Content Manager £36,000 £34,000 5.88%
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BRAND/CATEGORY 2017 2016 Salary Change

Assistant Brand Manager £29,500 £27,500 7.27%

Brand Manager £43,000 £44,500 -3.37%

Senior Brand Manager £55,000 £54,000 1.85%

Head of Brand £67,000 £70,000 -4.29%

Category Executive £25,000 £24,000 4.17%

Category Manager £46,000 £45,000 2.22%

PRODUCT 2017 2016 Salary Change

Assistant Product Manager £30,000 £29,000 3.45%

Product Manager £43,000 £40,000 7.50%

Head of Product £58,000 £55,000 5.45%

EVENTS 2017 2016 Salary Change

Events Coordinator £25,000 £24,000 4.17%

Events Manager £36,500 £34,000 7.35%

AGENCY 2017 2016 Salary Change

Account Executive £23,000 £21,500 6.98%

Senior Account Executive £26,000 £25,500 1.96%

Account Manager £30,000 £33,000 -9.09%

Senior Account Manager £37,500 £38,000 -1.32%

Account Director £50,000 £50,500 -0.99%

Client Services Director £55,000 £55,000 0.00%

Digital Account Executive £25,000 £25,500 -1.96%

Digital Account Manager £35,000 £35,000 0.00%

Digital Account Director £50,000 £47,500 5.26%

PR Account Executive £24,000 £25,000 -4.00%

PR Account Manager £34,000 £34,000 0.00%

PR Account Director £50,000 £47,500 5.26%
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We hope our Marketing Recruitment Review and Salary 

Survey proves to be useful, whether you’re looking for your 

marketing team’s next superstar, or are wanting to make 

the next step in your career this year. We’ve spoken a lot of 

the current candidate-led market; so, what can you do as 

an employer to remain competitive? And as a marketing 

job-seeker, how can you improve your chances of getting 

interviews and securing your ideal position?

5 Things Marketers Should 
Do in 2017/18:
01 Upskill: Attend relevant conferences, seminars, webinars, 

enrol on a day course, or sign-up for a marketing 

qualification - there are so many great opportunities now 

for marketers to be gaining new skills and keeping their 

knowledge up-to-date. 

 Marketing is an ever-changing industry; so being on 

top of, and proving your dedication to staying relevant 

within the industry can really make you stand out against 

other candidates in the market. And often your current 

employer will support/sponsor you in your mission to 

upskill as it’s seen as a benefit to them, and they’ll also 

want to keep you happy and engaged (win-win!).

 Digital is a massive growth area currently and, as 

evidenced in our Marketing Recruitment Survey, digital 

will be the area of marketing that hiring managers expect 

to see the most growth in their marketing departments 

over the next year. So, it’s the candidates who are growing 

their skillset within this area that are most likely to get 

‘snapped up’.

 If you are someone with less than a couple of years’ 

marketing experience, relevant qualifications are 

something that employers will really want to see on your 

CV; more so than if they were recruiting for a senior level 

role, where it will be your previous experience which is 

considered over qualifications in most cases. 

02 Keep an Eye on the Job Market: Even if you’re not 

necessarily unhappy in your current role, do keep an 

eye on the market from time to time to see what other 

opportunities are out there - you never know when that 

dream job might appear, or when your current situation 

may change! Typically, we find the candidates who keep 

their options open will be the people who will progress 

the quickest up the career ladder.

 If you are registered with a recruitment agency like 

ourselves, stay signed up to job alerts so that you can be 

hearing about the kind of roles you’re looking to move 

into as soon as they become live - so if your dream job 

pops up you can be the first to let us know you are 

interested.

03 Spot Opportunities: As part of your role as a marketer, it 

is naturally important to keep up with the world around 

you; and therefore, spot opportunities for innovation and 

new markets to enter to make your company stand out. 

Make yourself ‘recession-proof’ by helping your business 

move through the current economic situation, and turn 

things around in a positive way. Read marketing industry 

and business publications, keep an eye on competitors, 

and see what other large brands are up to - which 

campaigns worked for them, and which didn’t.

04 Network: Have a look and see what marketing/PR 

communities and events take place near you - you’d 

probably be surprised at just how many like-minded 

individuals come together to form valuable hubs for 

professionals like yourselves. Not only do these events 

and meetups have a great social side, they also provide an 

opportunity to learn from others in the industry, gain new 

ideas and perhaps form a handy business or PR connection. 

05 Evaluate Career Objectives Every Six Months: This part 

links into keeping your skills current, and the ability to 

be ‘reactive’ to the market - every six months consider 

where it is you want to be and what your objectives are. 

Candidates who aspire to be managing or working within 

a specific area of marketing in the future should set out 

their ‘action plan’ early on. Marketing is moving so fast, so 

you don’t want to be left in a position that doesn’t move 

with the times. This is especially important for candidates 

who are looking to work in a different marketing sector. 

For example, FMCG is typically hard to get into if you’ve 

not worked within the industry earlier on in your career. 

Think about what your goal is, and work towards your 

plan as best as you can.

Summary
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5 Things Employers Should 
Do in 2017/18:
01 Employee Retention: Focus on retaining your employees 

- make sure your salary and benefits structures - as well 

as opportunities for development and progression - are 

in line with the rest of the industry, and match what 

marketers are looking for. Don’t lose a good employee 

because you are failing to meet the demand for flexible 

working, or aren’t willing to pay them what they are 

worth, and could get easily elsewhere.

02 Choose and Attract the Right Talent: Make sure you are 

choosing the right talent; naturally, if you are hiring the 

right candidates in the first place, in terms of both skills 

and team fit, you are going to have fewer issues when it 

comes turnover. And we know we are biased, but using 

a specialist recruitment agency can really help with this! 

Local and specialist agencies can tap into a whole network 

of candidates that employers would never get access to 

by advertising a role directly themselves; agencies like 

Brand have relationships with a whole pool of ‘passive’ or 

‘dormant’ talent that would feel happy with us contacting 

them when a position that is ideal for them comes up.

 The companies that do the best at candidate attraction 

are the ones that have a bit of buzz surrounding their 

company or products. We suggest a series of press 

releases a month or so before a big recruitment drive. A 

company with an active brand identity will find that more 

candidates will feel a connection to your recruitment 

profile when the campaign goes live. 

03 Choose a Recruitment Partner Carefully: When 

choosing a recruitment partner, make sure you carefully 

consider who you are using and why. Choose agencies 

on merit such as your previous history with them, 

recommendations, awards, and their specialist knowledge 

– rather than using cost as the deciding factor. It might 

sound silly, but companies should make their recruitment 

partners prove to them why they should be your selected 

partner. There are so many agencies out there claiming 

to be ‘specialists’…don’t be fooled by a good sales person 

who can get your business, but who can’t provide access 

to the right candidates!

 Choosing just one or two recruitment partners that you 

trust to represent you as a company, and then investing 

your time into giving these recruitment agencies a truly 

detailed and substantial brief will ultimately allow the 

recruiters to dedicate real time and effort into sourcing 

the best candidates for your company, leading to a more 

successful and efficient recruitment process.

 It is also worth considering working with recruitment 

agencies on a retained and exclusive basis. The dynamic is 

simple really; recruitment partners who work on retained 

assignments are the companies to work with - they will 

typically have faith in their recruitment services - so much 

so, that they will give a truly tailored service to you as the 

client. We’ve seen a massive influx of retained work being 

given to Brand recently, due to our ability to meet client 

briefs, reliably, and within the allocated timescales.

04 Streamline the Recruitment Process: Right at the 

beginning of the recruitment process, set pre-determined 

dates for interviews before the process begins, and try to 

stick to a recruitment timetable and schedule to make the 

process smoother.

 Try not to set candidates too many tasks before 

interviewing. Candidates will only get truly bought into 

your role once they have interviewed, seen the office 

and sampled the culture. Candidates will typically have 

multiple applications running at any given time, and are 

liable to prioritise the easier process ahead of the others 

- it’s just human nature, and it can have a massive impact 

on recruitment processes! 

 Perhaps consider only having two or three interview 

stages as a maximum; often having four or five stages can 

lead to candidates that are already interviewing elsewhere 

finding something else whilst you are still interviewing 

candidates at your fourth round of interviews.

05 Stay Agile: This is a massive ‘pro’ in the war of talent across 

the region. The companies who can run recruitment 

campaigns in an agile manner will be the ones securing 

candidates in their roles faster and more efficiently. 

Organisations who provide only one or two interview 

slots, in the middle of the day, only giving twenty-four 

hours’ notice will be the ones who miss out.

Companies who demand too much from their 
candidates throughout the recruitment process give 
the impression that they demand a lot from their 
employees. If you demand a lot from your employees, 
this is fine, but just be aware that it might not 
contribute well to your employer brand externally! 

Remember that recruitment should never be 
a chore, and as soon as it feels like one, then it’s 
perhaps time to approach a specialist such as 
Brand, to get your recruitment carried out by an 
expert, efficiently, and on-brief. 
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