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What is the focus for marketers in 

2015 and beyond?
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Good News
Being more focussed

Marketing Directors are getting 
respect

Now believe the marketing team has sufficient 
authority to perform its role successfully

Are you ready for 2015 and the future?
Marketing Director Benchmark

Marketing is back into growth 
mode

Are planning to increase marketing budgets

Are planning to increase marketing headcount

Delivering outstanding client 
service

Changing client demands will be
the most important factor driving 

change over the next five years

Approximately 4/5 will prioritise 

obtaining more feedback from 
clients and spending more time 
improving client service

Demonstrating ROI

Helping to drive strategy

Over ½ would like to improve their skills

in strategic planning

Upskilling the marketing department

Over 1/2 would like to improve the skills of 

the marketing function in commerciality

Collaborating with other functions

Have a plan in place to collaborate with another 
function on a specific project this year

The most popular function s to collaborate with are  
HR, Technology and Strategy

72%

£

41%

58%

Challenges

Agree   Disagree

46%27%
“It is easy to demonstrate the 
ROI (return on investment) of 
time and money spent on 
marketing within my firm”

i
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ii

Being more strategic

99%

1st
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69%

24%

7%
Director/ Head of
Marketing/ Marketing
Partner

Marketing Manager

Marketing Executive /Co-
ordinator

Q1 Which of the following best describes your role?
Q3  Which of the following best describes the remit of your role?
Q4  Which of the following best describes the main sector in which your firm operates?
Base size: 67

A representative survey
Senior respondents with a wide range of remits from across a 
range of sectors

Job role

37%

28%

13%

12%

6% 3%
National

Regional

Global

Multi-national (e.g.
EMEA)

Office (e.g. Birmingham,
London)

Sector (e.g. retail,
pharmaceuticals)

Role remit

57%

18%

9%

3%

13%

Legal

Accountancy

Property and construction

Management consultancy

Other

Sector
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Good News

Marketing Directors are getting 
respect

i
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28%

23%

60%

72%

The role of marketing is sufficiently understood by fee-earning
staff within my firm

The marketing team at my firm has sufficient authority to perform
its role successfully

Aggregated disagree and stongly disagree Aggregated agree and strongly agree

Marketers are getting the respect they deserve
Almost ¾ now have the authority needed to perform their role

Q5  To what extent do you agree or disagree with the 
following statements about marketing within your firm?
Base size: 67

Do you agree?
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Good News

Marketing is back into growth 
mode

ii
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7%

10%

8%

5%

8%

11%

23%

46%

47%

50%

56%

65%

Expenditure on outlays

Expenditure on outsourced activities

Marketing function headcount

Non-chargeable fee-earner time linked to
marketing and business development

Overall marketing budget

Expenditure on team salaries

Aggregated decreased Aggregated increased

Q19) To what extent have each of the following metrics 
changed within the last 12 months in your firm?
Base Size: 62

Spending and headcount increased across the marketing function last year
These increases corresponded with increased aspirations for the role of the 
marketing function

How did these metrics change last year?
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5%

2%

5%

3%

7%

3%

25%

41%

43%

48%

58%

62%

Expenditure on outlays

Marketing function headcount

Expenditure on outsourced activities

Non-chargeable fee-earner time linked to
marketing and business development

Overall marketing budget

Expenditure on team salaries

Aggregated decrease Aggregated increased

Q20) To what extent do you anticipate each of the following 
metrics to change over the next 12 months in your firm?
Base Size: 62

The increases seen last year look set to continue in 2015

How will these metrics change in 2015?
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0%

7%

11%

12%

2%

2%

2%

13%

13%

15%

19%

21%

24%

27%

29%

39%

47%

Other (please specify below)

Publications

Sponsorship and advertising

Events

Media relations

Communications

Market research

Profile building

Bid support and sales

Databases and CRM

Targeting and key account management

Aggregated decrease Aggregated increase

Q16) Do you anticipate the proportion of headcount 
resources spent on the following areas will increase, decrease 
or stay the same over the year ahead? 
Base Size: 64

There is a strong general consensus on headcount resources increasing
The strongest area of growth will be in targeting and key account management

How will headcount change in 2015?
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Challenges

Delivering outstanding client 
service

1
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82%

76%
71%

61% 61% 59% 58% 56%
52%

48%

42%

17%

26%

2%
6% 6%

3% 3%

11% 12%

3%
6%

Obtaining
feedback from

clients

Making
improvements

to client service
/ client

experience

Marketing via
social and

digital media
(e.g. LinkedIn,

Twitter)

Improving /
establishing

account
management

systems

Researching
into growth
markets and

client segments

Providing
training and

support to fee-
earners

Personalising 
more of the 

firm’s content 
to individual 

clients

Creating
thought

leadership and
insight papers

Relaunching or 
refreshing the 
firm’s brand

Improving
project

management
on our client
engagements

Launching new
products and
service lines

Q9A Which of the following activities does your firm plan to do more of in 2015 
compared with the previous 12 months? Please select all that apply. Q10B 
Which one of the following activities is highest up your priority list for 2015? 
Please select one only.
Base size: 66

Client service and feedback are top of the agenda for 2015

More of in 2015

Top priority 
for 2015

What do you plan to do more of in 2015?
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57%

37%

29%

25%
22% 22%

20%
18%

15% 15% 14%

8%
6%

2%

40%

10%

6%

3%

10%

3%

8%

2%

5% 5%

2% 3%
2%

2%

Changing client
demands and

expectations of
professional

firms

Stronger voice
of the client

within the firm

New
technologies

Greater focus on
account

management
and key clients

Change in
perception /

status of
marketing

within
professional

firms

Greater clarity
and reporting on

marketing ROI

Adoption of new
marketing

techniques from
B2C

environment

Broader skill-set
of professional

marketers

Changing
governance
structure of
professional

firms (e.g. move
away from

partnership /
LLP model)

Data analytics
and

segmentation

Personalisation
of service

delivery to
clients

Macro-economic
factors

Influx of new
talent from

outside
professional

services

Other (please
specify below)

Q23) Which of the following factors do you think will have the most fundamental 
impact on the role of professional services marketing over the next five years? 
Please rank up to three factors from 1 to 3, with 1 being the factor that will have 
the greatest impact
Base Size: 65

Changing client demands will still be top of the agenda by 2020

The most 
significant 
factor

A significant 
factor

What will have the most fundamental impact by 2020?
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5%

3%

30%

45%

49%

49%

24%

51%

57%

47%

46%

51%

71%

46%

13%

8%

4%

Delivering services to clients, i.e. fee-earning

Helping clients with strategic issues

Developing direct relationships with contemporaries at client
firms (e.g. CMOs)

Researching client needs

Attending events with clients present

Measuring client satisfaction / feedback

Always Some of the time Never

Q7  How often are you personally involved in each of the 
following client-facing activities
Base size: 67

Marketers meet clients at events and for research
But only a minority are involved in helping clients with strategic issues

How often are you involved in client facing activities?
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Views from the panel
Achieving excellence in client service

Foundations
Before innovating it is 

important to get the 
foundations of client care 
in place

Factory approach
Commodiztation of the 
professional services is 
leaving some clients 
receiving a factory 
approach.
The personal touch is 
missing

Birds eye view
Marketers should focus 
their attention on trying to 
shape and help deliver a 
firm-wide view of what 
client service means and 
what it looks like in practice



15

Challenges

1

Demonstrating ROI

£2
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46% 27%

It is easy to demonstrate the ROI
(return on investment) of time and
money spent on marketing within

my firm

Disagree Agree

Almost 1/2 struggle to demonstrate their ROI

Q5  To what extent do you agree or disagree with the following 
statements about marketing within your firm?
Base size: 67

Do you agree?

The main 
opportunity I will 
prioritise over the 
year ahead is 
improving the 
measurement of ROI

“

”
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27% 55% 9% 9%

It is will be easier to demonstrate the ROI
(return on investment) of professional

services marketing in 2020 than it is now

Strongly agree Agree Neither agree nor disagree Disagree Strongly disagree Don't know

Q21) To what extent do you agree or disagree with the 
following statements about the role of professional services 
marketing over the next five years? 
Base Size: 64

In five years time nearly 4/5 expect to be better able to demonstrate ROI

How will marketing change by 2015?
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Views from the panel
Demonstrating ROI

For individual projects or marketing initiatives the best way to

demonstrate ROI is to spend time thinking up front about very clear and

specific outcomes you want to achieve, and then to assess how well you

have met them later on.

Easy
Valuable

Arguably the most valuable thing to

measure is partners’ engagement on a

personal level with their clients. Partner

time is the most valuable asset the firm

has, so marketers should ensure that is

used wisely.

Financial metrics are the easiest to

measure but drive negative client

service behaviours or a short-term mind-

set at the expense of developing longer-

term client relationships.



19

1

Challenges

Helping to drive strategy

3
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60%

49%

39%

33%
30%

25%
21%

13%
9%

3% 3% 3%
1% 0%

Strategic-thinking is critically important

Q11) Which of the following personal attributes do you think 
will be most important to effectively carry out your role over 
the coming year? Please rank up to three attributes .
Base Size: 67

What are the most important attributes for marketing directors?
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55%

72%

88%

36%

24%

10%

7%

4%

1%

Developing new products / service lines

Targeting new clients / sectors

Corporate identity (e.g. rebrand)

Always Some of the time Never Don't know

Marketers help make certain strategic decisions within their firm
Involved in rebranding, targeting new areas and developing new products

Q6  How often are you personally involved in taking strategic 
decisions on behalf of your firm in the following areas? 
Base size: 67

How often are you involved in strategic decisions?
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5%

6%

14%

14%

15%

15%

17%

18%

18%

23%

23%

22%

40%

36%

36%

73%

60%

35%

27%

31%

38%

56%

74%

54%

50%

50%

12%

25%

48%

52%

51%

39%

20%

Board / CEO appointments

Practice / business group leader appointments

Partner / director promotions

Lateral hires

Investment in technology and systems

Investment in training

Graduate recruitment

Acquisitions / mergers / divestments

Investment in premises

Pricing policy / fee rates

Performance measurement systems

Always Some of the time

Q6  How often are you personally involved in taking strategic 
decisions on behalf of your firm in the following areas? 
Base size: 67

But involvement in wider strategic and operational decisions is 
patchy

How often are you involved in strategic decisions?

This year I will 
focus more on the 
strategic side of my 
role and engage with 
the partners

“

”
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Views from the panel
The marketer as strategist

Senior marketers want their teams to “think like day

traders” by considering which projects will deliver

the most change rather than becoming too

concerned with overarching strategy.

Helping to set a firm’s strategy is not about having

the right job title, or being at a specific strategy

meeting. Strategy doesn’t happen behind closed

doors down the corridor, but in all pockets of the

firm.

The best way for marketers to make a difference is

to seek out projects that address how the firm does

something new or different in its interaction with

clients. By seeking out opportunities to do something

new, this will keep the role of marketing fresh and

provide ongoing opportunities to enhance marketers’

skills and expertise.
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1

Challenges

Upskilling the marketing department

4
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Q12) In which of the following areas would you like to improve your 
own personal skills and those of your firm’s marketing function over 
the year ahead? Please select all that apply.
Base Size: 67

There is a strong appetite for personal skills development
Particularly Strategic Planning, Digital and Commerciality

54%

46%

39% 39%

34%
31%

24%
22%

16% 15% 15%
13% 13%

37% 37%

58%

27%

48%

19%

27%

22%

36%

42%

33%

25%
22%

My skills The skills of the marketing function

What personal skills would you like to develop?
What skills of the marketing function would you like to develop?

“Too many 
marketers are not 
themselves client-
centric and don’t 
really understand 
service”
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Views from the panel
Upskilling the marketing department

Teach the marketing department confidence- they have 

the skills and overview to provide strategic input but lack 

the confidence to speak up

Focus the training on technical skills need for data 

analysis and using data collection systems



27

1

Challenges

Collaborating with other functions

5
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68% 66%

57%

49%

32% 31%
26%

14%

3%

99% of marketers have a plan to collaborate with at least one other 
function on a specific project
The most common expected collaborations are with HR and Technology

Q10) With which of the following functional areas do you have 
a plan in place to collaborate on a specific project during 2015? 
Please select all that apply.
Base Size :65

Which function will you collaborate with this year?
This year I will 

focus on integrating 
the  marketing and 
finance function to 
provide better 
strategic vision for 
the practice

“

”
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Clients expect you to collaborate- there is 

collaboration between all functions in many 

client businesses so they expect the same in 

their external advisers

Views from the panel
Collaborating internally and externally

Share useful tools with your clients-

collaborating like this increases your value to 

them

Involve the entire firm if you want to provide 

a seamless service- there must be internal 

collaboration or else there will be weaknesses
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To be accorded the same 
respect as fee earners“

”

What would you most like to see change about the role of 
professional services marketing over the next five years?

That people take risks, get 
creative and start to 
professionalise their 
marketing efforts. There is 
loads of scope to make our 
firms easier to access, more 
relevant and for us to 
improve our development of 
propositions and solutions

“

”

Marketers are often 
some of the most 
strategic-minded and 
skilled people within their 
organisation but rarely get 
credit for being so and 
rarely put themselves 
forward for  regular 
strategic input. I’d like to 
see this change and for the 
profession to be perceived 
differently in the future

“

”
I would like to see more 

non-legal partners in LLPs, 
e.g. from the Business 
Services Functions

“

”

To have increased 
responsibility for bringing 
the voice of client inside 
the firm and also on pricing

“

”

To be regarded as 
professionals in our field like 
other support professionals 
such as Finance and HR rather 
than as an admin function

“

” 2020
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https://uk.linkedin.com/company/meridian-west-
insight-led-consultancy
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