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Marketing salaries around the world

United States
Companies remain cautious about hiring in
2011 and now demand greater value from
their employees. The interactive marketing
trend created more demand for candidates
with both digital and traditional knowledge
including: social media, search engine
optimisation and mobile apps/advertising
experience. Candidates with diverse skill
sets are in the best position to negotiate
higher salaries.

US$ £

Marketing director 210,000 130,441

Head of marketing 170,000 105,595

Marketing manager 130,000 80,749

PR/communications manager 90,000 55,903

Product manager 92,000 57,145

Brand manager 92,000 57,145

Entry level marketing grad 40,750 25,312

South America
Employment markets have been growing since 2009 and
look set to continue in 2011. Salaries are increasing, especially 
for those seeking new roles, where an increase of 20-25%
is common. English-speaking candidates are essential as 
much growth is driven by international companies. The most
employable candidates show versatility across the marketing 
mix and need to be adaptable with such a fast-pace and
flexible market. New skills in digital, PR and marketing
intelligence are sought after as these disciplines gain
greater significance in marketing departments.

US$ £

Marketing director 215,650 133,950

Head of marketing 135,750 84,321

Marketing manager 94,450 58,667

PR/communications manager 65,200 40,499

Product manager 48,780 30,300

Brand manager 74,500 46,275

Entry level marketing grad 20,600 12,796

With offices in 32 countries, we’re uniquely placed to provide this insight into marketing recruitment across the world. We’ve put this
snapshot together, with the help of our Michael Page Marketing colleagues across the globe, to give you an idea of what your fellow
marketers are paid abroad. Whether you’re thinking of relocating and wondering how transferable your skills are, if you’re opening
offices in new countries, or even if you’re just dreaming of places further afield, we hope you find this information interesting.

Based on average salary figures from Michael Page International global offices in local currency, converted to GBP using universal exchange rate calculated Feb 2011.

http://www.michaelpage.co.uk/content/15763/marketing-jobs-career-advice.html
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Digital marketing goes from strength to strength

Digital growth, even in the downturn
The last few years have seen seismic shifts in the marketing industry, largely driven
by digital trends and innovations. Budgets continue to be moved into online channels 
and so demand for digital marketing professionals increases. If recent Forrester
research* is anything to go by, which states that 75% of marketing heads plan to
restructure departments for the digital age by the end of 2011, then this only looks
set to get stronger. Digital marketing teams have become more established in
marketing departments, whilst digital divisions are increasingly the driving force in 
many creative agencies. Large agency groups continue to enhance their digital 
offering by acquiring smaller, independent, expert digital agencies, creating ever
increasing demand.

Growth across the board
Our Salary Survey and Market Insight research has highlighted just how prominent
the digital shift is; it spans industries and regions across the UK, as well as countries 
around the globe. Regardless of stability of economies or industries, most organisations 
are searching for more digital marketers and are finding a shortage of candidates with 
the relevant skills.

Candidates in a position to negotiate
This increase in demand and shortage of suitable digital skills means that salaries in
this discipline have risen steadily, and candidates can often demand higher salaries
and packages.

Trends need to be backed up by knowledge and strategy
Quality digital marketers are extremely passionate about their jobs and their passion
for digital carries through from their personal life. Clients often cite the importance,
however, of being able to back this up with real knowledge and foresight, especially
in such a fast-paced industry. Digital marketers require technical understanding and
practical application, whilst commercial vision is essential at the mid and senior levels. 
With fewer graduates entering the market in recent years, there is a real shortage of 
candidates with these qualities in the market.

Social for business, not fun
With the rise in demand for mobile and social media professionals, it’s especially
prevalent that these candidates can back up every day passion and theory. 
Mobile candidates will be up on the latest technology and platforms trends,
whilst social media candidates need to know about its strategic business use,
not just its social use.* Forrester Research, CMO Mandate: Adapt Or Perish, Chris Stutzman.

We make good use of the interview process to ensure
that candidates can back up their CVs, often filled with 
topical buzzwords, with the relevant skills and experience.
Sometimes we set tests that go beyond proving just
what’s popular, whilst a series of interviews weeds out
any chancers. The most important quality that sets the 
genuine candidates apart is strategic vision.

Karim Slim, digital strategy director - Euro RSCG Riley

All marketers need to boost their digital knowledge, whether they work directly
in these channels or not. Those that appreciate online marketing and apply it to 
their role, regardless of discipline or sector, will ultimately be more successful.

For more information on salaries, recruitment or roles in digital, please contact
Chris Holden at chrisholden@michaelpage.com or call 01932 264 222. Join in
the discussion in our LinkedIn group – Michael Page Marketing – UK

http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/ <http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/eml-grp-sub/>
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2011 is hotting up

Greatest demand is for digital expertise
Recruitment in 2010 ended on a bright and optimistic level and 2011 has roared into life. 
Of all the recruitment trends we have observed over the past 12 months, the demand 
for digital expertise is by far the strongest and describes not just a popular channel to 
market, but a whole new topography in agency pastures. To put this in context, out of 
the last 31 assignments we have been commissioned to recruit, only two had zero
exposure to digital work.

Permanent roles returning at senior level
At senior recruitment level (£75k and above), assignments were sporadic in volume last 
year and came mainly in the form of long-term or six month contracts. Permanent senior 
roles are now becoming frequent and experience of strategic growth is ever popular.

For more information on salaries, recruitment or roles in marketing agencies, please 
contact Daine Ferguson at daineferguson@michaelpage.com or call 020 7269 2291. 
Join in the discussion in our LinkedIn group – Michael Page Marketing – UK.

The knowledge of true execution in digital is a real shortage,
as well as new media and digital PR skills. A lack of quality at
entry level doesn’t help; they don’t understand that a big idea
should cut across all media. Rewarding success is important
and appraisal is continuous. This will be more prevalent in
2011, when we’ll be seeking best-in-class digital people and
those with natural entrepreneurial flair; we want them to
challenge the business and the market as a whole.

Mike Williams, group HR director – Golley Slater

From Average To
Average
daily rate

Board director 80,000 92,675 120,000 400-1,000

Creative director 70,000 82,133 90,000 300-500

Client services director 70,000 87,566 94,000 300-500

Group account director 52,500 63,800 75,000 240-350

Account director 42,000 45,270 60,000 170-280

Senior account manager 27,000 32,965 39,000 100-170

Account manager 21,000 28,820 36,500 80-150

Account executive 15,000 19,035 24,500 75-100

Media planner 22,000 26,590 35,000 80-150

Traffic manager 28,000 33,456 40,000 130-170

Copywriter 22,000 24,500 40,000 80-150

Print & production manager 30,000 36,210 40,000 130-170

Buoyant mid-level
At the mid salary level (£40-60k), the market is very buoyant and demand is 
particularly high for client-facing specialists with experience in managing financial
services, retail and automotive accounts. This is an unsurprising trend given that
these were the first industry sectors to be effected by the economic downturn and 
now, during the recovery period, agency spend in these sectors is much greater. 

Lack of graduate intake affecting junior level
The lack of graduate recruitment in agencies over the past three years has meant
there is now great demand for account managers in the £25-35k salary bracket. 
For many assignments, client-side candidates are the preferred option due to the
greater supply of resource. At all salary levels we are seeing markedly improved
demand for talent and we forecast a busy year in agency recruitment during 2011.

All figures in £

http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/ <http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/eml-grp-sub/>
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Steady growth continues as confidence returns

2010 saw little recruitment activity within construction and manufacturing, though
this is improving and salaries may increase as demand returns. The energy, chemical,
oil & gas and engineering sectors grew significantly later in 2010 and salaries rose as 
businesses focused on sourcing the best, long-term talent. As confidence has increased 
and clients plan further ahead, senior level, strategic marketing professionals are in
demand; as are commercial marketing candidates with MBAs and profit and loss
experience. Candidates able to demonstrate an experience of matrix management and 
exposure to international markets are highly sought after, particularly within large
organisations in this sector.

I think the quality of execution of marketing strategies in
2011 will be key for many businesses. For us, this means
we would look for competent and able people when
hiring this year. Qualities that we would look for include
strong interpersonal skills and ability to work within
cross-functional teams across geographic borders as 
well as being results-driven with a commercial outlook.

Raj Ghelani, EU marketing director
– Avery Office and Consumer Product

From Average To
Average
daily rate

Marketing director 81,000 112,750 145,000 600-1,000

Head of marketing 54,500 66,625 74,000 240-500

Marketing manager 30,000 37,611 55,000 130-300

Marketing executive/assistant 22,000 26,450 32,000 80-130

Direct marketing manager 40,000 41,600 44,800 170-200

Direct marketing executive 26,000 30,667 39,000 100-170

Marketing research manager 35,000 37,250 62,500 130-290

PR/communications manager 32,000 37,250 62,500 130-290

PR/communications officer 17,000 23,250 34,500 80-150

Head of product 53,000 62,333 68,000 240-300

Product manager 30,000 33,900 43,000 130-200

Analyst 22,000 27,680 47,000 80-200

Unlike many other industries, clients in business-to-business are more
open-minded to the sector they hire from. What’s important is the skill set;
clients tend to consider a proven track record in business-to-business
satisfactory, rather than sector-specific experience. Salaries vary greatly
because the term ‘business-to-business’ covers such a wide range of
organisations, both in terms of size and proposition.

For more information on salaries, recruitment or roles in business-to-business,  
please contact Andrew Wright at andrewwright@michaelpage.com or  
call 020 7269 2424. Join in the discussion in our LinkedIn group –
Michael Page Marketing – UK.

All figures in £

http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/ <http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/eml-grp-sub/>
http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/ <http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/eml-grp-sub/>
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New thinking, new approach

Renewables driving marketing needs
The energy sector has been embarking on a major perception changing exercise over 
the past 10 years. With the increased drive to lower our carbon footprint, renewable
and nuclear energy is being seriously investigated. All major energy companies are 
developing the next generation of products and services. This has given rise to a need 
for strong product and propositions candidates. As the sector continually invests in 
and develops greener technologies, the demand for skills will rise. Renewables and low 
carbon based products and services will become the major focus in the coming years; 
candidates with skills in this area will be in high demand.

New, customer-centric marketers required
As well as larger organisations, a number of small and medium-sized renewable 
power companies are springing up and require skilled interims to help develop and 
shape their future. Energy companies are now household names, due to investment
in above-the-line promotions, e.g. sponsorship of major sporting events. This next 
generation of thinking has led to the traditional recruitment lines being blurred, as the 
industry seeks talent from new pools and sectors to deal with what is now a hugely
customer focused sector. There has been real focus on segmenting markets to
understand customers better, which has resulted in a greater need for ‘customer centric’ 
marketers. There is a shortage of experts who put the customer needs at the heart of 
activities. Online marketing is a key growth area for the sector so digital marketers
are also in demand.

Financial services candidates find a new home
Energy companies are seeking candidates from industries such as telecommunications, 
retail and FMCG companies. The financial crisis has encouraged customer focused
thinking within the financial services industry, so this sector is a particular target. 
Due to the fairly recession proof nature of the energy sector, financial services 
candidates are finding this a good move.

From Average To
Average
daily rate

Marketing director 105,000 131,666 160,000 750-1,500

Head of marketing 66,500 74,500 82,500 500-650

Marketing manager 36,000 42,000 45,000 300-400

Marketing executive/assistant 23,604 32,076 42,230 100-170

Direct marketing manager 32,000 44,000 56,000 200-250

Direct marketing executive 28,000 30,750 32,000 120-140

Marketing research manager 32,500 47,625 62,750 150-280

PR/communications manager 34,000 44,110 54,800 250-400

PR/communications officer 20,000 27,500 38,000 80-170

Product manager 34,500 41,325 47,650 250-300

Digital marketing manager 35,000 41,000 46,000 200-350

Companies seek leaders
There are a lot of companies looking for leaders, not just specialists.
With brand extension being better than ever before they’re looking for
the individual that is going to deliver a revolution within their business.
This is making the recruitment market very competitive for high 
performing marketers and stretching individuals to their full potential.

For more information on salaries, recruitment or roles in energy,
please contact Chris Holden at chrisholden@michaelpage.com
or call 01932 264 222. Join in the discussion in our LinkedIn group –
Michael Page Marketing – UK.

All figures in £

http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/ <http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/eml-grp-sub/>
http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/ <http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/eml-grp-sub/>
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Specialists in Marketing Recruitment
www.michaelpage.co.uk/marketing

Methodology

The salaries used in this report were compiled using Michael Page
Marketing’s data from new registrations and placements made 
nationwide from January to December 2010. We have attempted
to provide information on interim rates, though due to the nature
of the roles being on a project by project basis, they are provided
as a guide only. Salary data excludes the influence of bonuses
and remuneration packages; if you would like more information
on this, please contact us.

This report has been compiled using the most common market
terminology for roles, however we appreciate they may not fit
with every business terminology and structure. The results are
provided as generic market information only.

Access this report online:
www.michaelpage.co.uk/marketing/salarysurvey

                

Join in the conversation at
Michael Page Marketing – UK

Our offices

Birmingham	 0121 230 9360

Bristol	 0117 906 5500

Glasgow	 0141 331 7900

Leeds	 0113 388 9010

London	 020 7831 2000

Manchester	 0161 819 5500

Reading	 0118 955 9580

St Albans	 01727 730 111

Weybridge	 01932 264 000

http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/ <http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/eml-grp-sub/>
http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/ <http://www.linkedin.com/e/-xtmtjh-gmhwandw-4z/vgh/3871497/eml-grp-sub/>
www.michaelpage.co.uk/marketing/salarysurvey

