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                        Analysis Uncategorized
            ‘Skills vs oomph’: How and where are brands finding standout marketing talent?
            Ellen Hammett        
		Marketing recruitment is changing, prioritising performance over skills, embracing flexibility and finding value in non-linear backgrounds. 
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                        News Uncategorized
            Marketing’s strategic importance ramps up as influence grows
            Charlotte Rogers        
		The 2024 Career & Salary Survey reveals marketing has claimed a greater strategic role within business, as its influence and appreciation continue to grow.
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                        News Uncategorized
            Retail sales ahead of inflation despite ‘fragile’ consumer confidence
            Niamh Carroll        
		Food sales in particular saw “significant” volume growth in March, as British Retail Consortium data shows an early Easter helped boost sales.
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            Marketoonist on market research
            Tom Fishburne        
		Tom Fishburne is founder of Marketoon Studios. Follow his work at marketoonist.com or on Twitter @tomfishburne See more of the Marketoonist here
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                        News Uncategorized
            A third of brands don’t have a marketer on the leadership team
            Josh Stephenson        
		Marketing has made great strides in finding a place on the leadership team – but still over a third of brands report not having a marketing director or CMO on the top table.
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                        News Uncategorized
            Workday’s CMO on why humour is a ‘real differentiator’ in B2B
            Matthew Valentine        
		After seeing consideration and awareness increase “considerably”, Workday is following up last year’s ‘Rock Star’ Super Bowl ad with another emotionally driven execution starring Travis Barker and Gwen Stefani.
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                        News Uncategorized
            Peperami brings back ‘Animal’ brand mascot after decade-long hiatus
            Molly Innes        
		Peperami joins the likes of Branston and Tango in resurrecting an old brand asset.
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                        Analysis Uncategorized
            ‘More targeted, more relevant’: Inside Just Eat’s capability and effectiveness mission
            Molly Innes        
		Just Eat is investing in how it measures effectiveness and positions its marketing function for success as it looks to become the UK’s “most loved” delivery brand, says UK marketing director Victoria Gold.
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            Secrets to earning emotional loyalty: How green initiatives drive customer engagement
            Marketing Week Partner        
		Find out how brands can use sustainability for stronger relationships with customers.
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                        News Uncategorized
            Overrated skills, networking woes, hybrid: 5 interesting stats from Salary Survey 2024
            Marketing Week Reporters        
		From social media hype to the hybrid working debate, Marketing Week’s Career & Salary Survey explores how marketers’ attitudes to work are evolving in 2024.
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                        News Uncategorized
            Lynx pits itself against fine fragrance category as it looks to fill ‘huge gap’ in the market
            Niamh Carroll        
		The Unilever-owned brand is looking to take on the premium fragrance sector in a new campaign that aims to move away from the “stuffiness” of the category’s ads.
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                        Analysis Uncategorized
            Brand value and doing more with less: Your Marketing Week
            Russell Parsons        
		At the end of every week, we look at the key stories, offering our view on what they mean for you and the industry. From reframing the need to do more with less to the value of B2B brand building, it’s been a busy week. Here is my take.
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                        Analysis Uncategorized
            ‘Pushing water up a hill’: How is burnout impacting female marketers?
            Molly Innes        
		Female marketers are ‘between a rock and a hard place’ when it comes to managing burnout, with stretched teams, tight budgets and a persistent gender pay gap burning women out.
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            ‘Change the narrative’: How to deliver the most when you’re asked to do more with less
            Michaela Jefferson        
		While budget cuts are never welcome, by reframing it as an opportunity to rethink how things are done, marketers might be able to turn a negative into a positive.
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            Value of top 100 B2B brands up 10% versus last year, study finds
            Niamh Carroll        
		B2B businesses have been investing more in brand building, and appear to now be reaping the rewards, with the value of the top 100 most valuable B2B brands increasing by a quarter of a trillion US dollars this year.
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                        Analysis Uncategorized
            ‘We’re not fiddling around the edges’: How one B2B giant went all out for brand
            Matthew Valentine        
		Addressing its reputational crises head on with new podcast series, mining company Rio Tinto is on a mission to nurture its brand.
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                        Analysis Uncategorized
            How ITV turbocharged marketing’s influence with streaming reboot
            Marketing Week Reporters        
		According to employees, the marketing department is being taken more seriously than prior to the launch of revamped streaming service ITVX.
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                        Analysis Uncategorized
            ‘We’re at a systemic disadvantage’: Female marketers on working harder for less pay
            Josh Stephenson        
		Not only having to deal with a gender pay gap, women in marketing are more likely to take on additional responsibility without an uplift in pay. It’s a problem with no easy solutions but bubbling frustrations.
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            Marketing’s gender pay gap narrows, but remains double the national average 
            Molly Innes        
		Exclusive data from Marketing Week’s 2024 Career & Salary Survey reveals the gender pay gap for full-time workers has improved, but only by a minimal 0.5 percentage points.
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            One marketer on the importance of having strong female role models
            Molly Innes        
		With stints at LVMH, Estée Lauder and Makeup by Mario under her belt, Estrid’s first chief brand officer Nico Morga Alden’s “risk prone” approach to her career has served her well.
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            It’s not women that need fixing, it’s how the workplace treats parents
            Grace Kite        
		Women’s career progress and salaries take a dive when they become mums, not because they become less good at their job but because policies around parental leave and childcare continue to be biased.
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            Brands are multipliers, not assets in themselves
            Jonathan Knowles        
		Brands act to accelerate the value of a business model rather than being assets in themselves. Framing brands as standalone assets will simply serve to alienate finance.
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            Is this applicable to B2B marketing? Please stop asking
            Mark Ritson        
		This week our marketing columnist asks and then answers the most annoying question of them all.
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            The C-suite is missing the chief creative officer
            Helen Edwards        
		Companies only truly value creativity when it’s their product, but most would benefit from a chief creative officer’s honesty and defiance of convention.
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                        Analysis Uncategorized
            ‘We’ll never think we know everything’: Mars on building its effectiveness culture
            Niamh Carroll        
		Mars introduced a tool that uses “behavioural philosophy” to predict the impact of creative in driving sales in 2020, part of its eternally evolving effectiveness effort.
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            Only people can give the gift of effectiveness
            Grace Kite        
		Having the right people at the heart of effectiveness programmes is the difference between succeeding and failing.
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            Why it’s time to move beyond lead generation as a measure of effectiveness in B2B marketing
            Niamh Carroll        
		B2B marketers have long leaned on lead generation as a way to quantify their contribution to revenue, however, with many recognising it can be a blunt measure, is there a better way for marketing to showcase its contributions?
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            What can be done to solve marketing’s problem with work overload?
            Josh Stephenson        
		Solving the increasing burden of responsibilities on marketers doesn’t come with any easy answers. But from increasing the profession’s presence in the boardroom to changing the culture of overwork, there are things that can be done.
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            Are we witnessing the end of the CMO? No, and stop asking
            Mark Ritson        
		Marketers should cease pontificating about the validity of CMOs and their time in post, and start focusing on how to do the job better.
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            ‘Credibility in the boardroom is critical’: CMOs on the future of marketing leadership
            Molly Innes        
		Five top marketers from a range of businesses share their outlook for the future of marketing leadership, from struggles with role fragmentation to the need to be deep collaborators. 
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            How can brands drive growth in 2024?
            Niamh Carroll        
		High levels of inflation have forced many brands to lean on increased prices as a lever of sales growth. This year, growth will have to come from elsewhere, presenting marketers with a huge challenge.
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                        News Uncategorized
            McDonald’s: Loyalty scheme will enable ‘even smarter’ pricing
            Niamh Carroll        
		Maintaining a balance between price and footfall growth is a “North Star” for the McDonald’s business, which hopes its growing loyalty scheme will help it further step up its pricing strategy.
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            Welcome to IMGFUCK: Seven steps to kicking your price-promotion addiction
            Mark Ritson        
		Escaping dependence on price promotions is a tough challenge, but it’s achievable with Mark Ritson’s systematic approach.
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                                    Performance Enhancers: Tips for driving results on TikTok
            Michael Barnett        
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            How to harness audiences’ attention in a fragmented media landscape
            Marketing Week Partner        
		Today’s consumers are inundated with media vying for their attention, as delegates heard at this year’s Festival of Marketing. So how can cultivating ‘fandom’ help brands cut through?
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            Why ‘emotional loyalty’ is the new opportunity for brands
            Marketing Week Partner        
		True emotional connections between brands and customers boost revenue as well as retention, but marketers need an accurate understanding of the key trigger moments.
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            How eBay’s Love Island sponsorship changed the face of pre-loved fashion
            Marketing Week Partner        
		Consumer interest in eBay’s fashion offerings skyrocketed this year, thanks to a campaign from agency DEPT that bridged TikTok, TV and everything in between.
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