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Introduction
What a fantastic and busy year it has been at Brand Recruitment. 
We have welcomed some brilliant new members to our  
ever-growing recruitment team (including the return of some  
old faces!), moved into bigger and better offices in Cambridgeshire 
to accommodate our expansion, and we were shortlisted for an 
impressive six industry awards including Best Regional Marketing 
Recruitment Agency and Best SME Marketing Recruitment Agency. 
Most importantly, we are proud to have been chosen to partner with 
over 500 incredible businesses across the Central and Eastern Region 
on their PR and marketing recruitment, and as a result, introduced 
these employers to some of the finest marketing talent around.

An article published in The Telegraph during December 2017 stated that three of the 

core cities we cover - Cambridge, Oxford and Milton Keynes - will have the fastest 

growing economies of all Britain’s cities in 2018, as the corridor north of London 

continues to attract strong investment. With this in mind, we hope next year will be 

even more successful, both for us and the marketing industry across our thriving and 

innovative region. 

This year’s Marketing Recruitment Review and Salary Survey report is based on the 

findings from respondents who completed our online surveys between 16th January 

and 20th February 2018, our own recruitment data from the past twelve months, and 

sector specific market insight from both the employers we work with and our own 

marketing recruitment experts. 

We would like to take this opportunity to thank all our survey participants, as well as 

the employers and marketing professionals we have had the pleasure of working with 

throughout the past year. We look forward to seeing these relationships flourish, in 

addition to forming many new ones over the year to come!

All the best,

The Brand Recruitment Team

We are proud to 
have been chosen to 
partner with over 500 
incredible businesses 
across the Central and 
Eastern Region on 
their PR and marketing 
recruitment and, as a 
result, introduced these 
employers to some of  
the finest marketing 
talent around.
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In our Marketing Recruitment Review 2017 we talked a lot about 

the Brexit ‘Vote to Leave’ and the uncertainty it created in the job 

market. A year or so on, and as a nation, we are really still none 

the wiser as to how things will turn out. However, it has been 

good to see the relatively minor impact the impending Brexit has 

had on the marketing industry thus far, with 96% of employers 

telling us that Brexit itself has had no immediate impact on their 

company’s hiring policy. 

This seemingly positive outlook on hiring post ‘Vote to Leave’ probably 

also explains why over half of employers surveyed had seen an 

increase in the number of employees in their marketing department 

over the past 12 months, and only 12% reported a decrease. 

Our candidate survey also revealed that the majority of marketers 

across most industry sectors felt that Brexit and the ‘Vote to Leave’ 

had not yet had any impact on the companies they work for.

  

Alongside both general marketing and events, over the coming 

year we are expecting to see marketing departments continue to 

invest heavily in specialised digital marketing disciplines such as 

SEM, social media, and email/CRM. 

Across all the sectors we work in, we have noticed the most demand 

for candidates with these digital skillsets; this is most likely due to 

the measurable nature of these specialities making it easier for 

employers to justify investment in digital job roles, as well as the 

ever-changing digital landscape constantly creating new in-demand 

skills and specific jobs. Our advice to candidates would be to get as 

much extra training and experience across the digital spectrum as 

possible. This will help you stay on top of the competition in the job 

market in the coming year, and make yourself invaluable to your 

employer by being able to really quantify and prove what you and 

your work contribute to the business.

Thanks to the rise of data and digital, marketing is increasingly 

able to demonstrate its return on investment and explain how its 

activity is positively impacting the bottom line. Today’s marketers 

are expected to be more accountable and able to justify how, 

where and why they are spending their budgets to the rest of the 

organisation. Perhaps it is because of this rise in accountability and 

marketing justification that 42% of employers reported that their 

marketing budgets have increased over the past 12 months. 

Marketing 
Recruitment 
Overview

Has the vote to leave the EU and the impending 
Brexit had any immediate impact on your 
company’s hiring policy? 

No

96%
Yes

4%

No

71%
Yes

29%
No

77%
Yes

23%
No

66%
Yes

34%

B2B Services Consumer

Has your company experienced any impacts  
from Brexit? 

How has the number of employees in your marketing 
department changed over the past 12 months?

12% 52%

Decreased Increased

36%

Stayed the same

In which areas do you expect your marketing 
department to see the most investment in 2018?

Email/CRM

Marketing

Social Media

Events

Communications

Content

PR

Search Engine Marketing

Product

Client Services

Ecommerce

Other

40%

40%

30%

30%

28%

26%

26%

24%

18%

12%

10%

8%

42%

Increased

30%

Stayed the same

28%

Decreased

How has your marketing department’s budget 
changed over the past 12 months?
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Although with consumer spending in general being much more 

cautious, it’s even more important that marketers continue to 

stay ahead of the curve and prove their worth to management 

with measurable results. Equally, when interviewing, we 

constantly urge candidates to demonstrate their achievements 

with facts and figures, as it is these metrics that are precisely 

what employers are keen to see from candidates in the current 

economic environment. 

Just as we have seen in previous years, hiring at the  

executive-level has been at its busiest and we don’t expect  

this to slow down; 30% of employers surveyed disclosed that 

they are expecting to do the most marketing recruitment at  

this level over the next year. 

Over recent months our recruitment team have also experienced 

a surge in the need for senior-level hires. As such, our Senior 

Marketing Recruitment and Executive Search services have been 

particularly busy of late, and the number of top-level marketers 

getting in touch about finding new opportunities has increased 

- very much a shift from what we have reported in recent years 

when it comes to board-level marketing jobs. 

When surveyed, almost 70% of candidate respondents said 

that they were either happy or extremely happy in their current 

positions which reflects well on the industry as a whole, and 65% 

felt that their organisation valued the marketing function. 

Despite this happier and more optimistic outlook for many 

marketing departments, 54% of marketers still admitted to 

considering a career move within the next 12 months. 

So, what is it that is making these seemingly happy employees 

want to leave their current roles? When asked, our results found 

that ‘lack of progression/career advancement’ was the main 

reason marketers want to leave their current job. ‘Seeking a new 

challenge’ and ‘remuneration’ came in at second and third. 

Yes

65%

No

19%

Indifferent

16%

Do you feel your organisation values the marketing 
function? 

Yes

54%

No

23%

Not 
sure yet

23%

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

At which level are you expecting to do the most 
marketing recruitment over the next year?

None of the below

Executive

Assistant

Management

Senior Executive

Head of/Director

Senior Management

30%

30%

16%

12%

8%

   2%

   2%

How happy are you in your current role?

54%

Happy

27%

Unhappy

5%

Extremely
Unhappy

14%

Extremely
Happy

Thanks to the rise of data and 
digital, marketing is increasingly 
able to demonstrate its return on 
investment and explain how its 
activity is positively impacting 
the bottom line. Today’s 
marketers are expected to be 
more accountable and able to 
justify how, where and why they 
are spending their budgets to 
the rest of the organisation.

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

36%

33%

29%

26%

23%

13%

10%

5%

Lack of Progression/Career Advancement

New Challenge

Remuneration

Management/Work Environment

Work/Life Balance

Job Uncertainty/Redundancy

Relocation

Other
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In the past, it seemed employers would often underestimate how 

much costlier a high turnover is compared to a well-thought-out 

talent retention strategy. However, from what we have seen and 

from speaking to clients, we are aware that many companies are 

now starting to put a lot more emphasis on employee retention 

and engagement, and this could explain why many candidates are 

feeling happier in their roles. Some examples of these retention 

efforts include enhanced benefits packages with perks like 

unlimited holiday, sabbaticals, gym memberships, team days out, 

and massages; as well as secondments into different departments 

in larger businesses e.g. moving from a HR role into Internal 

Communications. One top employer we work with in the agency 

sector holds monthly company-wide meetings, where everyone 

from Interns though to the Director-level is free to discuss any 

thoughts or ideas (work and non-work related), an approach 

which has proven to be successful at bringing the team together 

and making all employees feel part of something. We have also 

noticed that many of the big consumer brands see value in setting 

out clear progression pathways for employees right from day one, 

which is something that mid-size and smaller businesses are now 

also adopting.   

Having said this, it does appear that many companies are still 

not thinking enough about career advancement opportunities 

for their marketing teams, and it seems that each year we find 

marketers feel like they’ve reached a glass ceiling and believe 

they have no choice but to join a new company in order to 

progress in their careers. A good marketer by nature will want 

to continue to improve, learn, and grow – but they need their 

employers to allow them the opportunity and training to do so!

Flexi-time and flexible working, including the increasingly 

common ‘4-day week’ are also ways that many companies are 

attempting to retain their staff by trying to provide that all 

important work-life balance. When we asked employers on the 

importance of flexible working, 70% told us that they felt the 

option for flexibility at work was either important or extremely 

important. And only 14% of candidate respondents said that 

their business didn’t currently offer any flexible working options 

such as flexi-time, home-working, or part-time hours. We also 

found that 24% of those surveyed currently worked from home 

at least one day a week – a figure that we would predict to see 

increase even more in the next couple of years. 44% also listed 

flexible working as one of the benefits they receive in their 

current roles.  

 

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

67%

55%

44%

43%

38%

33%

24%

18%

12%

10%

9%

Contributory Pension

Laptop/Mobile/Tablet

Flexible Working

Bonus

Training (Paid Courses)

Healthcare

Life Insurance

Childcare/Vouchers

Gym Membership

Car or Car Allowance

None of the above

Please rank the benefits in order of how important 
they are to you

How important do you feel it is to offer flexible 
working/home working/part time at your company?

Do you work from home at least one day a week?

Flexible Working

Contributory Pension

Training (Paid Courses)

Bonus

Healthcare

Laptop/Mobile/Tablet

Life Insurance

Gym Membership

Car or Car Allowance

Childcare/Vouchers

1

2

3

4

5

6

7

8

9

10

Extremely
Important

Extremely
Unimportant

Important UnimportantIndifferent

23% 47% 20% 8% 2%

No

76%
Yes

24%
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When it comes to qualifications, after A-Levels, Degrees, 

and Masters, our survey results found that the CIM Diploma 

in Professional Marketing was the most common further 

qualification marketers possessed. This was then followed by 

other Chartered Institute of Marketing qualifications such as 

the Foundation Certificate and the Certificate in Professional 

Marketing. Qualifications from the Institute of Direct Marketing, 

Digital Marketing Institute, and Chartered Institute of Public 

Relations followed. 

From a hiring manager’s point of view, our employer survey 

revealed that the qualifications employers look for most when 

hiring in marketing/communications are Degrees, followed by 

the CIM qualifications. However, 18% of employers admitted 

that qualifications are not at all important to them during 

candidate selection. 

What qualifications do you have? 

Which qualifications do you look for most when 
hiring within marketing/communications? 

Degree
A-Levels

Masters Degree
CIM Diploma in Professional Marketing

CIM Certificate in Professional Marketing
CIM Foundation Certificate in Marketing

MBA
IDM Professional Certificate

IDM Professional Diploma
DMI Professional Diploma

CIPR Professional PR Certificate
CIPR Professional PR Diploma

IDM Postgraduate Diploma
DMI Postgraduate Diploma

None of the above

75%
69%
16%
14%
13%
    5%
  2%
  2%
 1%
 1%
 1%
 1%
0%
0%
   3%

71%
27%
22%
20%
18%
     8%
    6%
   4%
   4%
   4%
 2%
 2%
 2%
 2%
 2%

Degree
CIM Diploma in Professional Marketing

CIM Certificate in Professional Marketing
CIM Foundation Certificate in Marketing

Qualifications not important
Other
MBA

CIPR Professional PR Diploma
CIPR Professional PR Certificate

Masters Degree
DMI Postgraduate Diploma

DMI Professional Diploma
IDM Postgraduate Diploma

IDM Professional Diploma
IDM Professional Certificate

A good marketer by nature will 
want to continue to improve, 
learn, and grow – but they need 
their employers to allow them 
the opportunity and training  
to do so!
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A prominent and ongoing issue today is gender equality, and as 

such we wanted to make sure that we addressed this subject in 

this year’s survey. One question we asked our respondents was 

about discrimination at work and whether they had experienced 

it. Our results indicated that 31% of female respondents had 

experienced discrimination in the workplace, as well as 19%        

of males. 

We also asked whether they felt that there were equal opportunities 

for both men and women in the companies or agencies they have 

worked for. For this question, the results were drastically different 

with 25% of female respondents stating that they did not feel 

like there had been equal opportunities for men and women in 

the companies they’ve worked for, compared to just 2% of men. 

However, overall 73% of men and women did feel there were equal 

opportunities in the companies they’ve worked for.

Following this question, we gave respondents the option to add 

a comment about the topic of equality in the workplace. Some 

of the comments were as follows:

• “Internally we have a gender equality council.”

• “All the men (three in total) at my level with less or the 

same experience earn at least 40-80% more than I.”

• “Generally, I’ve not seen discrimination. Mansplaining 

can still be an issue and meetings can see women’s 

voices overlooked.”

• “There is a marked difference in salaries. I have 

seen men in more senior positions and given more 

promotional opportunities. This is changing but in no 

way, is it equal.”

• “75% of our business is female, including 50% of the 

leadership team.”

• “Events sector is female dominated, yet C-level and 

Directors still tend to be men with limited opportunities 

to progress.”

• “No women on our board of directors, and pay is  

not equal.”

• “In my current place of work, it’s very fair, but in all my 

other roles the top management tier were always male, 

with a predominantly female team working for them.”

• “Not supportive of families and only men in senior 

positions.”

• “There are six men to every one woman in my current 

agency. A previous agency was slightly more equal, but 

the men did get paid more for the exact same roles at 

one point.”

No

62%
Yes

31%
Prefer 

not to say

7%
No

78%
Yes

19%
Prefer 

not to say

3%

Yes

49%

No

25%

Yes

24%

No

2%

5%

£60,000+

48%

£30,000
– £60,000

47%

Under
£30,000

15%

£60,000+

64%

£30,000
– £60,000

21%

Under
£30,000

Have you ever experienced discrimination at work?

Do you feel there are equal opportunities for both 
men and women in the agencies/companies you 
have worked for?

Gender Vs. Salary
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Another much discussed topic last year and towards the 

beginning of 2018 was the General Data Protection Regulation 

(GDPR), and the impact it might have on marketing. According 

to Campaign Live and a recent IPA Bellwether Report, direct 

marketing is expected to benefit notably from the uplift in 

overall budgets marketing departments have seen. Some have 

attributed this to GDPR and the subsequent opportunities 

to focus on personalised communications from compliant 

and secure data. We expect to see more requirements for 

candidates with experience in handling data and data 

protection, as well as direct marketing experience including 

CRM and email marketing specialists.

Another much discussed 
topic last year and 
towards the beginning 
of 2018 was the 
General Data Protection 
Regulation (GDPR), and 
the impact it might have 
on marketing. According 
to Campaign Live and 
a recent IPA Bellwether 
Report, direct marketing 
is expected to benefit 
notably from the uplift 
in overall budgets 
marketing departments 
have seen.

Applied directly with employer

Through a recruitment agency

Headhunted by recruitment agency

Moved roles internally

Headhunted directly by employer

Other

36%

35%

10%

8%

      6%

     5%

How did you find your current position?

Specialist recruitment agencies 

Direct advert

In-house recruitment team

Preferred supplier list (PSL)

Internal advertising

Other

Generalist recruitment agencies

36%

22%

20%

12%

     6%

 2%

 2%

How does your company usually begin sourcing 
candidates at the start of the recruitment process? 

Through a recruitment agency on PSL

Direct advert

Through another recruitment agency

Internally

Recommendation from a colleague/friend etc.

Other 

Social media

49%

16%

15%

12%

   4%

  2%

  2%

How did you source your last marketing employee?
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We have found that speed in general has been a difficulty in 

the hiring process recently. In the past bigger companies have 

been able to take their time, relying on the power of their brand 

to ensure candidates gave them as much time as they wanted 

when recruiting. However, the market has changed; other brands 

and organisations that realise this are moving quickly to secure 

people, and the best of the talent is not waiting around. Trying 

to get this point across to some employers that are not moving 

with the market can be difficult, as often it’s not realised what’s 

lost until it’s gone.

Over this past year we have mainly seen an increase in vacancies 

in FMCG and e-commerce. So, considering the most recent 

recession, where it was noticeable that people were spending 

more money eating or drinking at home, as well as increasing 

their online shopping spend; we feel FMCG companies and 

online retailers are either being bullish in anticipation of the 

repeated trend or responding to it. The rise of the National 

Living Wage along with the revision of Business Rates also made 

bricks and mortar retail costlier and less attractive, and in some 

cases untenable. Naturally FMCG manufacturers and hybrid 

retailers can choose their channels, yet even then we have seen 

the demise of chains such as Maplin, Brantano and Toys “R” Us.  

Added to this, there is also a dim outlook for many hospitality 

multiples who simply cannot change their business model in 

response to this perfect storm of consumer cautiousness and 

increased overheads.

In terms of job roles, category management and specialist digital 

marketing positions such as PPC, SEO and CRM have been in the 

most demand. Good category managers and digital marketers 

Last summer was tough in the consumer marketing 
recruitment space. Companies didn’t quite know 
how the market was going to move, and it was 
this unknown element coupled with people 
taking much needed holiday breaks, that meant 
the market was slow. There seemed to be a lot of 
delay on hires, processes being elongated due to 
organisations not fully covering off internal options 
to begin with, and as a result, good candidates 
were being missed out on.

Consumer 
Overview
Sarah Rhodes
Head of Consumer

Happy

59%
Unhappy

41%

How happy are you in your current role?

Consumer
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allow companies to really maximise their performance and help 

improve sales quickly, so they’re integral for the ongoing strength 

and performance of brands in the face of tough competition. 

Many companies seem to be aware of this and have strategies to 

aggressively retain their employees with these specialist skillsets, 

making these types of roles a little trickier to fill. 

As with previous years, the majority of consumer marketing 

hires have been at the middle management and lower levels. 

In general, though, the area that seems to have shown the 

most growth when compared with last year is at the entry level, 

with strong junior recruits that can be ‘moulded’ to fit a specific 

organisation very much sought-after. I am also finding that more 

companies are now inclined to compromise on securing the 

ideal skillset for a more junior candidate who can quickly learn 

and progress.

My advice to the clients we work with for the rest of 2018 

would be to realise the benefit of moving faster to secure the 

best talent, as we’re operating within a candidate-led market. 

Employers are putting more onus than ever on employee 

engagement and retaining staff, so your own recruitment 

processes need to be streamlined to counter this. Any thought 

you can apply earlier in terms of where you can flex on skillset 

or experience is important; if a candidate has most of the skills/

experience you need but not quite all, think about areas you 

are happy to fund training in, or that they can pick up on the 

job. In the current marketplace, and from my own experience, 

more flexibility from employers and an earlier appreciation of the 

realistic amount of applicants for specialist roles could result in a 

much smoother recruitment process, with a reduced time period 

for completion.

If you are a job-seeker, make sure you consider all the important 

elements of a job before committing to the process, including: 

location, money, benefits, hours and flexibility. As without 

considering all these elements, you could end up wasting 

time and energy on opportunities that were never going to be 

feasible, and if you only have limited time you can take off for 

interviewing this can delay your job-seeking process.

Marketing  
Assistant 

Marketing  
Executive

Marketing  
Manager

Digital Marketing 
Manager

Average £22,000 £25,000 £40,000 £45,000

FMCG/Retail £18,000 - £22,000 £22,000 - £28,000 £30,000 - £45,000  £35,000 - £45,000

Leisure  £16,000 - £21,000 £20,000 - £26,000 £30,000 - £40,000 £30,000 - £45,000 

Consumer Salaries 2018/2019

My advice to the clients we work with for 
the rest of 2018 would be to realise the 
benefit of moving faster to secure the 
best talent, as we’re operating within a 
candidate led market. 
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On the contrary, the number of construction companies hiring 

marketers has really dropped. Whilst we don’t know the exact 

reason for this, we feel it’s perhaps largely down to the fact that 

there has been some uncertainty in that marketplace this year 

post the ‘Vote to Leave’, and after the fallout of the recession, you 

couldn’t blame anybody in these sectors for being a bit more 

measured and calculated in their strategy. 

Interestingly, and in contrast to last year’s review, over recent 

months we have seen a real rise in the number of senior-level 

marketing positions, and as such, a growth in the need for 

executive search services within marketing and communications. 

Many companies seem to be struggling to find the exact 

industry fit for these senior-level roles, and as a result are enlisting 

the help of specialist recruiters, like ourselves, to help fill this gap. 

Digital positions, as well as any skills within automation, are 

massively in-demand today – this is down to the measurable, 

attributable, and responsive nature of these disciplines, making 

them cheaper and quicker for the company to carry out once set 

up. Any B2B marketers with training and knowledge of Marketo, 

Over the past 12 months we have seen companies 
operating within the software, medical, and 
consultancy industries hiring the most. These are 
all service-led B2B sectors with fewer associated 
products, stock, or inventory to manage, and as 
such these businesses appreciate that they must be 
more marketing-led to ensure that their services/
products get sold. 

B2B 
Overview
Dominic Phipps
Head of B2B

Happy

70%
Unhappy

30%

How happy are you in your current role? 

B2B
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Pardot, and HubSpot are extremely valuable and sought-after 

right now, however as these programs are all relatively ‘new’ 

in the grand scheme of marketing, these skills are in far less 

abundance and often warrant a higher than average salary. We’re 

still seeing fewer B2B product managers around on the market 

overall; or at least, current client requirements and demand are 

limiting the number of product managers active in the market, 

although this is much improved since 5 years ago.

My advice to employers would be to simply remember that the 

market is not employer-led at the moment, and has not been 

this way for some time. Yet this said, it is still a regular occurrence 

that clients are just not responding quickly enough when 

they see a candidate that they like and are having unrealistic 

expectations that the candidate will ‘hold on’  for their specific 

opportunity. Employers must appreciate and be aware that 

in today’s recruitment market the top candidates will also be 

interviewing at your competitors too, and therefore to ensure the 

candidate chooses you over that competitor, you must act fast 

when you meet someone that fits the bill. You must also put in 

the work to make the candidate want to choose your company 

over their other options, as it is certainly the employers who are 

more agile and proceed quickly that will prosper and be able to 

secure the best talent. 

If you’re a marketing job-seeker, any further digital training 

and experience you can gain will be a must, as strategy is so 

integrated these days it’s not just the digital marketers doing 

digital, it’s universal and as such needs real consideration for 

a marketing career, even if your passion leans towards offline. 

Also, investment in automation training, or at least a very good 

understanding of this would be invaluable, as particularly in the 

B2B marketplace this will likely become a mainstay. It’s important 

for candidates to remember that any marketing which can be 

backed up by data and measurability is vital to mention on your 

CV and at interview, and will really make you stand out!

Marketing  
Assistant 

Marketing  
Executive

Marketing  
Manager

Digital Marketing 
Manager

Average £22,000 £25,000 £40,000 £45,000

Technology £18,000 - £22,000 £22,000 - £32,000 £38,000 - £50,000 £40,000 - £45,000

Manufacturing £18,000 - £22,000 £22,000 - £30,000 £38,000 - £45,000 £40,000 - £45,000

Medical/Pharma £20,000 - £25,000 £25,000 - £35,000 £40,000 - £55,000 £45,000 - £55,000

B2B Salaries 2018/2019

Many companies seem to be struggling to 
find the exact industry fit for these senior-
level roles, and as a result are enlisting the 
help of specialist recruiters, like ourselves, 
to help fill this gap. 
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Marketing departments have generally remained quite stable 

at the senior-level; with many departments growing organically 

due to increased staff retention, meaning we have seen a greater 

requirement to recruit at the junior end for both assistant/

executive-level roles to support established marketing teams, 

replacing other employees who have worked their way up to the 

next level internally, or to support new marketing initiatives.

Digital specialisms have been very much in demand, more 

so than previously, with both smaller and medium sized 

organisations matching larger businesses by switching demand 

from more rounded digital marketers to specialisms such as SEO, 

PPC, Social, Content and Email Marketing, due to the increased 

prominence of these elements in marketing strategies. As a 

result of this trend, and record low unemployment across our 

region, there is a noticeable shortage of experienced and skilled 

candidates across all digital functions in general.

On the PR and communications side, candidates with strong 

strategic content creation and social skills are also very desirable 

as ‘inbound marketing’ continues to push its place deeper into 

every company’s strategic plan. Firms are now putting more 

emphasis than ever on measurable digital traffic through original 

content, in a large part due to Google, but also generally when 

seeking out new ways to guess what people will look for online 

in terms of written content when making buying decisions in 

their field.

On the agency-side, we have seen another successful year 

with record numbers of new roles coming through. On the flip 

side, this continued growth has meant the search for quality 

candidates, in particular Account Managers to Account Directors, 

Last year was especially busy for the Services/
Agency division at Brand. Our clients in property, 
professional/financial services, agency, and 
charities were doing the most hiring during 2017. 
We were also doing a lot of work with institutes/
associations and companies in the education, 
not-for-profit, and publishing sectors - but these 
industries do tend to remain quite consistent year 
on year in terms of the amount of vacancies that we 
see arise, so this was to be expected.

Services/
Agency  
Overview

Happy

69%
Unhappy

31%

Happy

72%
Unhappy

28%

How happy are you in your current role?  

Services

Agency

Ben Phillips
Head of Services/Agency
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Marketing  
Assistant 

Marketing  
Executive

Marketing  
Manager

Digital Marketing  
Manager

Average £22,000 £25,000 £40,000 £45,000

Not For Profit/Charity £17,000 - £20,000 £24,000 - £26,000 £36,000 - £38,000 £37,000 - £39,000 

Professional/Financial Services £18,000 - £21,000  £26,000 - £28,000 £40,000 - £42,000  £40,000 - £42,000

Publishing/Media  £18,000 - £20,000  £24,000 - £26,000  £38,000 - £40,000 £38,000 - £40,000 

Education/Public Sector  £18,000 - £20,000  £24,000 - £26,000  £37,000 - £39,000  £38,000 - £40,000

has become increasingly difficult, but I’ve certainly enjoyed the 

challenge! 

As employee engagement and retention, along with a strong focus 

on company culture, continue to be important factors in agency-

life, it is hardly surprising that agency staff tend to be less actively 

looking in the market. And often when they are, it seems that many 

experienced candidates decide that they want to make the move 

client-side. This could in part be due to a bigger onus on business 

development within some of the senior agency roles, pushing 

people into ‘pure’ marketing positions, as well as companies doing 

more strategic work in-house so the landscape there is less different 

than it once was. A dilemma many agency clients tend to face is not 

being able to find a way to increase the amount of hires they can 

take on from non-agency backgrounds in order to counteract the 

lack of experienced agency professionals available in the market. 

My advice to employers would be to take advantage of the benefits 

of engaging fully with the recruitment agencies you are using, or 

whoever is responsible for finding candidates for you. Take time 

to brief them properly so they can do their job as best as possible, 

and listen to their advice –  a bit more time spent in these initial 

briefing stages and trusting the specialists you’re working with could 

save you a lot of time further down the line.  Once the full brief is 

given, make sure the recruitment/interview process runs smoothly, 

consistently and most importantly, flexibly. It doesn’t need to be 

rushed, but equally you are at more risk of losing quality candidates 

through taking too long to arrange interviews and making 

decisions.

Also, it’s incredibly important to appreciate the hiring process is 

a two-way street, so be aware that there are other employers out 

there as well. When hiring, think about why a candidate would 

want to work for your organisation? What makes it an attractive 

place to work? Why should they choose you? Take an active 

interest in them as a person, as opposed to just examining what 

they know about your company!

To candidates, I would say keep an eye on the trends in the 

market place. An earlier appreciation for growing trends that you 

can either include in your freelance work, or within your current 

role, could be the difference between getting that dream job or 

not. If your company is rigid and more ‘traditional’ in its approach, 

don’t give up trying to get them to broaden their horizons, as 

what you do will shape what is available for you to do next.

As employee engagement and retention, along with a strong focus on 
company culture, continue to be important factors in agency-life, it is hardly 
surprising that agency staff tend to be less actively looking in the market.

Services Salaries 2018/2019

Agency Salaries 2018/2019

Account Executive Account Manager Account Director

Marketing £20,000 - £24,000 £30,000 - £34,000 £46,000 - £50,000

PR  £23,000 - £26,000 £30,000 - £34,000 £46,000 - £52,000 

Digital  £22,000 - £25,000 £32,000 - £36,000 £48,000 - £52,000



Brand Recruitment  Marketing Recruitment Review and Salary Survey  2018 / 201916

Salary Survey 
2018/2019

In general, our Marketing Salary Survey indicated 
that respondents have received slight salary 
increases between 1% and 10%. However, the 
majority (34%), reported that their salaries have 
actually stayed the same over the past year. This 
is despite over half of those surveyed having had 
pay reviews in the past 12 months. This trend of 
salaries starting to stagnate is a reality that we 
have noticed across the marketing spectrum with 
our average salary figures only increasing in just a 
few areas, with many staying very close to previous 
years, and 56% of marketers admitting to us that 
they feel underpaid.

The above statement may not just reflect marketing but the UK 

job market as a whole, due to the current economic climate. This 

is concerning given that rising inflation and poorer exchange 

rates mean year-on-year people with stagnant salaries will have 

less and less to spend. 

Another clear statistic was that only half of respondents would 

feel comfortable approaching their employer about a pay 

rise – a figure which has improved slightly since last year’s 

survey. However, perhaps the notion of asking for a pay rise 

is an ongoing issue and employers should be doing more to 

ensure that all their staff receive their true value in terms of their 

salary. Naturally any employees on the National Living Wage are 

supported by the government in this with their salaries going 

up as law. But there is very little being done for people in the 

lower and mid-range salary brackets to ensure they’re being 

paid fairly for their skills. Hopefully our salary survey figures will 

provide people with the data and knowledge to give them 

confidence as to whether they are being paid fairly and in-line 

with others across the industry. Equally, we hope that the figures 

will also prove as a useful tool to assist hiring authorities when 

benchmarking their marketing teams’ salaries and benefits.

Less than 6
months ago

30%

6 to 12
months ago

26%

Over 12
months ago

14%

Not 
applicable

30%

When was your last pay review?

Yes

56%
No

44%

Do you feel that you are underpaid?

Yes

50%
No

50%

8%

13%

10%

25%

34%

   2%

     3%

5%

Risen by more than 25%

Risen by more than 10%

Risen by less than 10%

Risen by less than 5%

Stayed the same

Decreased by less than 10%

Decreased by more than 10%

Other

How has your salary changed over the last  
12 months? 

Would you feel comfortable asking your employer 
for a pay rise?
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MARKETING 2018 2017 Salary Change

Marketing Assistant £22,000 £21,000 4.76%

Marketing Executive £25,000 £26,000 -3.85%

Senior Marketing Executive £31,000 £31,000 0.00%

Marketing Manager £40,000 £42,500 -5.88%

Senior Marketing Manager £50,000 £52,000 -3.85%

Head of Marketing £65,000 £65,000 0.00%

Marketing Director £80,000 £80,000 0.00%

Trade Marketing Executive £28,000 £28,000 0.00%

Trade Marketing Manager £41,500 £45,000 -7.78%

CRM/Direct Marketing Executive £30,000 £31,000 -3.23%

CRM/Direct Marketing Manager £40,500 £41,000 -1.22%

Insight Manager £43,000 £43,000 0.00%

Channel/Partner Manager £46,000 £46,000 0.00%

PR 2018 2017 Salary Change

PR Executive £25,500 £25,500 0.00%

PR Manager £38,000 £39,000 -2.56%

Head of PR £50,000 £53,500 -6.54%

Communications Executive £27,500 £29,000 -5.17%

Communications Manager £44,500 £44,000 1.14%

Internal Communications Manager £42,000 £41,500 1.20%

Head of Communications £62,500 £60,500 3.31%

DIGITAL 2018 2017 Salary Change

Digital Marketing Assistant £21,000 £22,000 -4.55%

Digital Marketing Executive £29,000 £27,500 5.45%

Digital Marketing Manager £45,000 £42,000 7.14%

Head of Digital £69,000 £64,500 6.98%

Social Media Manager £40,000 £40,000 0.00%

SEO Executive £28,000 £29,000 -3.45%

SEO Manager £40,000 £38,500 3.90%

PPC Executive £28,000 £29,000 -3.45%

PPC Manager £38,000 £36,000 5.56%

Ecommerce Executive £28,000 £28,000 0.00%

Ecommerce Manager £42,000 £44,000 -4.55%

CONTENT/COPY 2018 2017 Salary Change

Copywriter £30,000 £29,000 3.45%

Content Executive £28,000 £28,500 -1.75%

Content Manager £35,000 £36,000 -2.78%

BRAND/CATEGORY 2018 2017 Salary Change

Assistant Brand Manager £30,000 £29,500 1.69%

Brand Manager £45,000 £43,000 4.65%

Senior Brand Manager £60,000 £55,000 9.09%

Head of Brand £67,000 £67,000 0.00%

Category Executive £26,000 £25,000 4.00%

Category Manager £50,000 £46,000 8.70%
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PRODUCT 2018 2017 Salary Change

Assistant Product Manager £30,500 £30,000 1.67%

Product Manager £50,000 £43,000 16.28%

Head of Product £58,000 £58,000 0.00%

EVENTS 2018 2017 Salary Change

Events Coordinator £26,000 £25,000 4.00%

Events Manager £37,000 £36,500 1.37%

AGENCY 2018 2017 Salary Change

Account Executive £22,000 £23,000 -4.35%

Senior Account Executive £27,000 £26,000 3.85%

Account Manager £33,000 £30,000 10.00%

Senior Account Manager £37,000 £37,500 -1.33%

Account Director £50,000 £50,000 0.00%

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

Digital Account Executive £25,000 £25,000 0.00%

Digital Account Manager £34,500 £35,000 -1.43%

Digital Account Director £52,000 £50,000 4.00%

PR Account Executive £23,000 £24,000 -4.17%

PR Account Manager £32,500 £34,000 -4.41%

PR Account Director £49,000 £50,000 -2.00%

 



If the answer is no, then you might be interested in Brand 
Recruitment’s free, no obligation, professional, salary 
benchmarking service.

For over a decade we’ve been advising UK organisations, both large 
and small, on salaries for their marketing departments.

We’ve helped these companies to:

• Save money when hiring for new roles
• Retain valuable employees through fair, competitive pay
• Increase safeguarding against headhunting
• Gain peace of mind
• Ensure efficient salary budgeting
• Research to support pay review meetings

If you’re interested in this free service for your marketing team contact 
us now on 01223 242423 or info@brandrecruitment.co.uk and detail 
that you’re interested in salary benchmarking.

Have you ever had 
salaries benchmarked for 
your marketing team?



  @BrandJobs        Brand Recruitment        Brand Recruitment        brand_recruitment

www.brandrecruitment.co.uk

01223 242423


