
 
 

The Media 
Education Affairs 

P.O. Box 8668 | Winston-Salem, NC 27109 | p 336.758.5000 

 



1 

In the opening remarks of the 2016 Association of National Advertisers (ANA) Masters of 

Marketing conference in Orlando, FL, Bob Liodice, the Chief Executive Officer of ANA, told 

2,700 attendees that marketers are facing talent problems.1 Learn more about how marketing 

executives, academia, and students described talent via following videos: 

Linda Boff - Industry Expert 

Roger Beahm – University Faculty 

Hayden Lineberger – Marketing Student 

Marketing Industry 

According to the latest definition, marketing is the activity, set of institutions, and 

processes for creating, communicating, delivering, and exchanging offerings that have value for 

customers, clients, partners, and society at large. 2  The marketing industry refers to both 

marketing and advertising subsectors which offer information on the marketing and advertising 

activities employed by companies of various sizes, as well as non-governmental organizations. 

The marketing industry has a size of $1.3 trillion with a 5.2% compound annual growth rate in 

the U.S. in 2016.3  

The marketing subsector covers traditional marketing channels such as trade shows and 

direct marketing as well as up-and-coming mobile and social media. Procter & Gamble ($4.6 

billion), AT&T ($3.3 billion), and General Motors ($3.1 billion) are top players in this subsector 

based on their marketing spending.  

The advertising subsector primarily engages in creating campaigns and placing such 

advertising in periodicals, newspapers, radio and television, or other media. WPP Group ($19.0 

billion), Omnicom Group ($15.3 billion), and Publicis Groupe ($9.6 billion) are the largest 

agencies based on revenue worldwide. 

This case was prepared by William Wang (’18) under the direction of Mike Crespi, Senior Associate Director of Market Readiness and 
Employment at Wake Forest University School of Business, Polly Black, John C. Whitaker, Jr. Executive Director, Center for Innovation, 
Creativity and Entrepreneurship, and Roger Beahm, Full Professor of Practice in Marketing at Wake Forest University. It was written as a 
basis for identify potential solutions to an industry problem rather than to illustrate effective or ineffective handling of an 
administrative situation. 
1 Schultz., E.J. "ANA CEO: 'Marketers Must Take Their Industry Back'." Ad Age. Crain Communications Inc., 20 Oct. 2016. Web. 5 Mar. 
2017. 
2 "Definition of Marketing." About AMA. American Marketing Association, July 2013. Web. 11 Mar. 2017.  
3 PwC. "Marketing Spending in the U.S. 2007-2016 | Statistic." Statista - The Statistics Portal. Statista, n.d. Web. 11 Mar. 2017. 

https://www.youtube.com/watch?v=4LKpKdAcBns
https://www.youtube.com/watch?v=1qsDboz3QJU
https://www.youtube.com/watch?v=SrKGVXHD1fI


 

2 
 

Historical Trends 

The term 'marketing' is a derivation of the Latin word, Mercatus, which first appeared in 

dictionaries in the 1560s where it referred to the process of buying and selling at a market.4 The 

contemporary definition of 'marketing' as a process of moving goods from producer to consumer 

with an emphasis on sales and advertising was first attested in 1897. Until the twentieth century, 

Western economies were characterized by small regional suppliers who sold goods on a local 

or regional basis. 5 

In the 1950s, consumer packaged goods companies like Procter & Gamble, General 

Foods, and Unilever, developed the discipline of brand management. The concept "branded 

proposition" that offered not only functional but also emotional value had been created. Over 

time, these brands were perceived to offer superior value to its competitors which allowed the 

companies to charge more for its products. Even with major companies developing brands, 

most companies remained focused on selling products.  

Things started to change during the 1980s. The commoditization of product quality and 

improvement in mass communications, influenced the creation of large ad agencies with 

branches throughout the world. This gave rise to a much broader mass marketing mindset.  

Companies started to realize they should develop a brand value proposition. This would not 

only improve their margins but also enhance their reputation.  

As the marketing industry grew, so did the demand for professional marketers. Marketing, 

as a discipline, was first taught at The Wharton School at the University of Pennsylvania in 1905 

and titled “The Marketing of Products.”6 From 1970 to 2000, the number of students enrolled as 

Business and Communication majors increased nearly fourfold from 1970 to 2000 according to 

the National Center for Education Statistics. 

Marketing was not only the golden career path for fresh college graduates in the 1970s 

and 1980s but also for senior executives (especially CEOs) of major companies. A significant 

amount of CEOs reached their position after performing successfully in sales and marketing.  

Published research by Schiller in 1989 reported that 229 of the top 1,000 U.S. CEOs had 

                                                             
4 Harper, Douglas. "Online Etymology Dictionary." Online Etymology Dictionary. N.p., n.d. Web. 11 Mar. 2017. 
5 Tedlow, Richard S. The Rise and Fall of Mass Marketing. Abingdon, OX: Routledge, 2015. Print. 
6 Applegate, Edd. "The Development of Advertising and Marketing Education: The First 75 Years." (2008): n. pag. Web. 13 Mar. 2017. 
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followed marketing-related career paths. During the late twentieth century, only an average of 

14.2 years would take a pre-experienced college graduate to the CEO position with an annual 

compensation average of $776,000.7 

Current Situation 

The marketing landscape has changed dramatically in the most recent 10 years. More 

choice, better service, and personalized customization are demanded by consumers. New 

technologies provide large amounts of data related to the wants and needs of large markets as 

well as the personal preferences and shopping patterns of individual consumers. Consumers 

like to be reached in ways that matter to them resulting in the fragmentation of media outlets.  

Advertising too, is expanding beyond print and broadcast to interactive sources. Social media 

is rapidly becoming a critical factor in the marketing mix with effective tools being developed to 

measure the results. 8  The “ecosystem” with the traditional boundaries between marketing 

organizations (not only manufacturers but also retailers), ad agencies, channel partners, and 

media companies, are blurred. 

Marketing job listings often appeal to both creative marketing graduates and numbers-

minded statisticians. Even if the number of jobs in the marketing field continue to increase over 

time, it still cannot guarantee all 36,000 undergraduate students who earned a degree in 

marketing every year will get a job in the marketing industry.9 The willingness to work long hours 

and evenings and/or weekends with the ability to work well under pressure and thrive off 

meeting deadlines and goals, are set to become basic requirements for marketers. According 

to the Agency Management Institute, in 2016, managers of advertising, public relations, and 

marketing worked an average of 50 hours per week. For recent college graduates or those who 

do not have previous marketing experience, an entry-level marketing job typically involves 

assisting with research, customer service, administrative tasks, and reporting to account 

executives, media planners, and/or client services managers. The average starting salary for 

someone with a degree in Marketing is $39,588 which is ranked second to last in the 10 most 

popular majors in business schools in the United States.10 

                                                             
7 Honneycutt, Earl D., Jr., John B. Ford, Theresa B. Flaherty, and John Skinner. "A Profile of U.S. Marketing CEOs: Implications for 
Marketing Educators." Proceedings of the 1997 Academy of Marketing Science (AMS) Annual Conference. N.p.: Springer, 2015. 56. Print. 
8 "The Marketing and Media Ecosystem." PwC’s Strategy. PwC’s Strategy&, 2017. Web. 13 Mar. 2017. 
9 "Marketing Overview." College Factual. Media Factual, 06 Mar. 2017. Web. 13 Mar. 2017. 
10 "Marketing Overview." College Factual. Media Factual, 06 Mar. 2017. Web. 13 Mar. 2017. 
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The millennial generation (people born after the 1980s) is projected to be 50% of the 

global workforce by 2020.11 They want good jobs: ones with 30-plus hours of work a week, 

regular paychecks from employers, and be engaged in those jobs - emotionally and behaviorally 

connected to them. In addition to finding steady, engaging jobs, millennials also want to have 

high levels of well-being, which means more than being physically fit. A survey carried out by 

Catalyst in 2012 indicated that 47% of millennials expected their first merit raise and promotion 

within one to two years in their role, 64% of millennials will leave for a new job if they feel 

dissatisfied with their advancement and another 22% will return to school, and 31% of 

millennials viewed number of hours worked as important for promotions and raises.12 

CMO Challenge 

The marketing industry has realized the competitiveness for agencies and client-side 

marketers to find, hire and keep the right talent who is motivated, inspired, and productive. 

Young talent is drawn to career options with companies like Google and Facebook, startups, 

and new ventures. To address this situation, at the Association of National Advertisers’ annual 

Masters of Marketing Conference, the ANA has unveiled a new initiative - The CMO Talent 

Challenge.  

Bob Liodice, Chief Executive Officer of the Association of National Advertisers, illustrated 

the importance of brand-building efforts of marketing as a career to future talent: "It is 

abundantly clear: Marketers must take their industry back. We need CMOs to turn up the 

leadership dial. We cannot leave this to others to do. We must get involved and take the action 

we need to build our brands and drive our business results." 

The CMO Talent Challenge’s goal is to get 1,000 CMOs to accept the CMO Talent 

Challenge and commit to these three things: 

 Mentor: Make talent development and training one of CMOs top personal priorities 

for 2017 

                                                             
11 Toossi, Mitra. "Labor Force Projections to 2020: A More Slowly Growing Workforce." Monthly Labor Review (n.d.): n. pag. 
Employment Outlook: 2010–2020. Bureau of Industry and Security, Jan. 2012. Web. 14 Mar. 2017. 
12 Sanders, Brandee. "Revealing the Real Millennials: Career Expectations." Millennials: Who Are They? Catalyst, 2012. Web. 15 Mar. 
2017. 
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 Market: Commit to “market marketing” by spending at least five hours over the 

next year talking to students about marketing careers 

 Mobilize: Participate in the industry-wide ANA/AEF Talent study to help the 

industry prepare for the next generation of marketers 

Within the first three months, 132 CMOs have committed to this initiative including Linda 

Boff (CMO of General Electric), Jon Iwata (SVP, Marketing & Communications IBM), and Kristin 

Lemkau (CMO of JPMorgan Chase & Co.).13 

Opportunities Ahead 

Looking back at the data from 2016, it becomes obvious that digital marketers are highly 

sought after and the most hired type of marketing professional last year. Of the companies 

surveyed by McKinley Marketing Partners, 39% hired a new digital marketer while only one in 

four hired a new project manager. As recently as 2014, the position of project manager was in 

the top three.14 Digital Marketing expertise leads the pack in 2016 for the most desired skill sets. 

A 2016 report from Smart Insights said that 90% of all marketing roles required some digital 

marketing experience or analytical skills. Digital marketing or data analysis jobs are the most 

likely to recruit entry level applicants in next few years. 

In addition to the digital expertise needed in the short-run, professional marketers must 

be able to analyze international and national markets and follow economic trend developments 

and understand their impact in the long run. Many marketing professionals work in a team, so 

it helps to have skills as both a leader and a team player. As professionals who interact with 

consumers and brand managers, marketers also need strong written and verbal communication 

skills. 

As marketing jobs change, the career paths will change accordingly. TrackMaven has 

shown examples of possible career paths for three different types of marketers - traditional, 

digital, and public relations/communications. 15 (See Exhibit 1 for Marketing Career Paths) 

                                                             
13 “Build Our Legacy: A Healthy Talent Pipeline" CMO Talent Challenge. Association of National Advertisers, n.d. Web. 15 Mar. 2017. 
14 Boggs, Michelle. "2016 Marketing Hiring Trends - Digital Jobs Continue Strong Growth." 2016 Marketing Hiring Trends (2016): n. pag. 
McKinley Marketing Partners, 20 May 2016. Web. 16 Mar. 2017. 
15 White, Rebecca Lee. "The Ultimate Marketing Careers Guide." Marketing Analytics Software. TrackMaven, 10 Feb. 2017. Web. 15 
Mar. 2017. 
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The Talent Pool 

With over 25,000 students earning undergraduate degrees in marketing in 2016, fewer 

than one in 5,000 found new jobs where they could directly apply their marketing skills according 

to CareerCast, a premier job search site. Most people decided to leave the discipline while 

others continued MBA graduate study.16  

"I don't know anyone from my class who is doing what they were taught in their college 

marketing courses," says Trisha, a recent marketing graduate who has encountered difficulties 

in finding a job in the marketing industry, "What you read in marketing textbooks and get taught 

on the blackboard aren't what you do in an entry-level job." 

Like the majority of marketing students, Trisha has become a salesperson, simply 

because no company would offer her a marketing job without sales experience.  

"We only hire MBAs for marketing positions, and usually only those who already have 

some sales experience," says a recruiter from General Mills in Minneapolis. Adds a recruiter at 

GE, "Students who want jobs in marketing but aren't willing to work in sales will be badly 

disappointed. Sales experience is a must." 

At most colleges and universities, marketing majors are taught how products are 

developed and promoted as well as social and behavioral sciences. However, only a handful of 

major colleges offer courses on the techniques of selling. Moreover, it does not appear that 

additional colleges will alter their curriculum to reflect the demands of the job market simply 

because courses in 'How to Sell' are too applied for academics to be comfortable with. 

According to NACE’s January 2015 Salary Survey, Management Information Systems 

majors received the highest average starting salary around $56,000 followed by logistics/supply 

chain, finance, and accounting majors. Marketing ranked last in starting salaries among seven 

popular majors offered by most business schools. 17 (See Exhibit 2 for Top-Paid Business 

Majors at the Bachelor’s Level) 

                                                             
16 Lee, Tony. "The Myth of Marketing Careers." CareerCast.com. CareerCast, 09 Mar. 2017. Web.16 Mar. 2017. 
17 "Top-Paid Business Majors at the Bachelor's and Master's Levels." Top-Paid Business Majors at the Bachelor's and Master's Levels. 
National Association of Colleges and Employers, 18 Feb. 2015. Web. 16 Mar. 2017. 
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The industry experts have expressed more challenges in talent recruiting. “There are 

three major challenges we’re up against: Lack of Clarity, Lack of Diversity, and Legacy 

Perceptions,” claimed by Gordon McLean, President and Chief Executive Officer of Advertising 

Educational Foundation (AEF).  This organization focuses on shaping the future of the industry 

by connecting academia with the marketing community and attracting the best talent to the 

industry. 

He explained Lack of Clarity as no clear definition of what marketing constitutes in many 

companies today and that definitions of success for the function vary across industries and 

companies. Lack of Diversity means the diversity of talent across companies is not keeping 

pace with the consumers the brands are serving.  “Marketing” is often viewed solely as 

advertising and lacks the authenticity of purpose in a career to the next generation which leads 

to a legacy perception problem. 

The Mission 

In 2017, the AEF is embarking on a mission to create a cross-industry and academic 

coalition, Pathways 2020, which focuses on understanding and building the next generation of 

marketing and advertising talent. (See Exhibit 3 for Pathways 2020) It will be led by industry 

practitioners and academic experts and informed by a deeper understanding of the needs and 

career aspirations of the emerging talent pool.18 Work has already begun, and the discovery 

phase of a groundbreaking research study is in the field. For the first time, this study will explore 

the challenges from the perspective of the hiring companies, the academic community, and the 

students.  

Your team is to develop your recommendations into a selling proposition together with an 

implementation plan that connects the three key stakeholders (industry, educators, and 

students) by answering the following questions:  

 How will the marketers and advertising agencies now and in the future attract and 

retain the kind of diverse talent they need to lead and keep pace with the 

consumers the brands are serving? 

                                                             
18 "Pathways 2020 Talent Initiative." Building Talent. Advertising Educational Foundation, n.d. Web. 17 Mar. 2017. 
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 Given that too many marketers and CMO’s lack the digital and technical skills to 

have meaningful career conversations with young talent, how should the millennial 

generation be reached and developed?  

 What is the cause and how should Legacy Perceptions where “marketing” is often 

viewed solely as advertising and lacks the authenticity of purpose in a career be 

addressed? 

 How can industry, educators, and students find more clarity, more choice, and 

create compelling visions for careers in marketing? 

 

It is expected that you will support your recommendations outside of the data provided 

by AEF in support of your proposed strategy. 
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Exhibit 1: Marketing Career Paths 

Excerpts from The Ultimate Marketing Careers Guide 

Traditional Marketers:  

Traditional marketing careers can be a fast-track to leadership positions. However, in 

these jobs, professionals need to have a well-rounded skill set from many different types of 

marketing — especially if they want a leadership position. 

 
Digital Marketers:  

The rise of digital marketing has resulted in a plethora of new jobs and career paths. 

 
Public Relations/Communications Professionals: 

Public relations and communications professionals continue to be important to 

businesses as they adapt to demands for different skills in the digital age. 
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Exhibit 2 for Top-Paid Business Majors at the Bachelor’s Level 

Excerpts from National Association of Colleges and Employers 
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Exhibit 3 for Pathways 2020 
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